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HARD & RAND 


Importers and Jobbers of Coffee 


Head Office: Branch City Sales Office: 

107 Wall St., New York City 202 Franklin St., New York City 
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Santos, Brazil Cordoba, Mexico 

Sao Paulo, Brazil Guatemala City, Guatemala 

Victoria, Brazil London, England 
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Chicago, Illinois New Orleans, Louisiana 

St. Louis, Missouri San Francisco, Cal. 


Correspondents in all other principal markets 
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Ever Think About 
The Advantages Of 
A Self-Driven Grinder 
For Coffee Test Samples? 



It is a good thought, and many of our friends have had it lately and have carried 
it to a logical conclusion by installing our “Motor-driven Sample Grinder.” 

Perhaps it is only after having seen this little machine (which had rather to be urged | 
on early buyers) that some people are now getting the bright idea. Anyway, it is a good 
thought; and the use of our grinder leads to salesroom contentment such as is indicated 
by the following extracts from letters written to us recently: 

CHAS. J. BLOCK flc CO., Chicago: “Has been working lo our entire satisfaction.” 

CAUCHOIS COFFEE CO., New York: “Is giving entire satisfaction. We have always 
found your products entirely satisfactory." 

F. P. GARRETTSON & CO., New York: “The grinder is giving perfect satisfaction.” 

W. R. GRACE & CO., New York: “Roaster, grinder, etc., are working to our entire 

satisfaction.” 

LEON ISRAEL & BROS., New York: “The motor-driven sample grinder is giving entire 
satisfaction, and we take pleasure in recommending it.” 

M. LEVY’S SONS, New York: "The grinder has given complete satisfaction, also the 
roaster and cupping table. All are giving absolute satisfaction and are an assistance to 
the appearance of our office.” 

PAGE-CONNELL COFFEE CO., St. Joseph: ‘‘Fine and dandy.” 

S. PFEIFER & CO., New Orleans: “Is working lo our entire satisfaction and giving us 
the desired results.” 

REAMER, TURNER & CO., New York: "The grinder is giving very satisfactory service." 

RUFFNER, McDOWELL & BURCH, New Orleans: “Regarding the coffee grinder we 
knew when we bought it from Jabez Burns & Sons that it would he all right." 

S. A. SCHONBRUNN & CO., New York: “Regarding the motorrdriven grinder and new 
sample roaster, had we realized the advantages we should have discarded the old style 
roaster and grinder long ago." 

R. LAWRENCE SMITH EXPORT 8c IMPORT CO., New York: "The sample roaster 
and grinder have proven very satisfactory." 

WAPLES-PLAT TER GROCER CO., Dallas: “The grinder is giving entire satisfaction 
in every way.” 

YOUNG & JESSEN, Chicago: "Our No. 14 sample roaster, motor-driven grinder and 
Tuxedo revolving table are proving very satisfactory." 


lfAv &43 0 St. NEW YORK 
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Our equipment for 

MIXING AND CLEANING TEA 

has the same business-building value, in the estima- 
tion of experienced traders, as our standard equip- 
ment for the more extended American factory develop- 
ment of COFFEE ROASTING OPERATIONS. 



These views of our tea mixer do not show the suction fan and dust collector 
which are important features of the machine. We list below some well-known 
houses who have used Burns equipment in the development of their tea business. 


Acker, Merfall St Condit Co. 
American Stores Co. 

M. J. Brandenstein St Co. 
Carter, Macy St Co. 

Chase St Sanborn 
Dwinell-Wright Co. 

Great Atlantic St Pacific Tea Co. 
Hills Bros. 

Jewel Tea Co. 

A. J. Kasper Co. 

Larkin Co. 

Levering Coffee Co. 

Thos. J. Lipton 


McCormick St Co. 

Park Sc Tilford 
Peek Bros. Sc Winch 
Ridenour-Baker Grocery Co. 
Thos. Roulston 
Wm. S. Scull Co. 

Sears, Roebuck St Co. 
Sprague, Warner Sc Co. 
Stone-Ordean-Wells Co. 

Jos. Tetley & Co. 

Jas. Van Dyk Co. 

The Widlar Co. 

Woolson Spice Co. 


Send for our new circular No 

245 on tea mixing. 

0 

MBEZ BURNS & SONS 

ftm 

EQUIPMENT 

ll”Av &. 43 ° St. NEW YORK 

r 
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Class A — Electric Coffee Roasting Outfit 


The 

K f|;; ;.*'■■ Lambert Electric Coffee 

Roaster 

znn wz 

_ ~ j - The Lambert 

= coffee roaster 

excels because it 
is the pioneer 
indirect flame 
(underneath) 
gas roaster. Be- 
cause it is the 
most compact, 
self - contained, 
two bag roaster 
on the market. 
Because it re- 
quires the mini- 
mum of power 
for operation. 
i Because it is 
ee Roasting Outfit = easily installed. 

ii- i i : Because it is 

— 'iiiuiKJ substantially 

constructed. 

A complete outfit designed for coffee, 
peanuts, cocoa beans, cereals, etc., compris- 
ing roaster, cooling apparatus, elevator, feed 
hopper, electric motor, with geared connec- 
tions and gas attachments; also stoning and 
chaffing attachments for coffee. Built in 
two standard sizes — three hundred pounds 
and two hundred pounds capacity. 

Plans for larger plants prepared on applica- 
tion. Ask for catalog of complete line. 


■HIIIIIW //1 


Lambert 
Machine 0> 
Marshall 
Michigan- 


WrV* 






Carton Sealing, Lining, Wrapping and all Packaging 
Processes Handled Most Economically— 


“The Pneumatic Way ” 


The following types of Automatic Packaging Machines are manufactured by us. 


For Cartons 

Feeder 

Bottom Sealer 
Finer 

Coupon Device 
Filler and Weigher 
Top Sealer 
Dating Device 
Wrapper (Dry or Wet) 
Dryer 


For Cans, Tins, Jars, Etc. 

Filler and Weigher 

Capper 

Labeler 

Wrapper (Dry) 

Dryer 

For Sacks and Bags 

Filler and Weigher 


Illustrated Bulletins listed below sent on request. 

Bulletin No. 1 fully describes our Automatic Equipment for Filling, 
Weighing, Lining and Sealing Cartons. • 

Bulletin No. 2 Automatic Weighing, Filling, Capping and Labeling for Cans. 

Bulletin No. 3 Automatic Packing and Weighing of Flour in Sacks and Bags. 


Cheek and nail attached Coupon for Billetins in which ysi are interssted. 

r PNEUMATIC SCALE CORPORATIOI 

( Norfolk Downs, Mass. 
Gentlemen: — ■ 

I Please send bulletins checked and ' 
tailed information regarding the pr.cuni* 

PNEUMATIC SCALE CORPORATION, Lid. I iZTa N „. 

NORFOLK DOWNS, MASS. 1 N„ me 

^ Street Address 

Boston New York Chicago I 

I State 
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Gas Fired Coffee Roasters 


Give your coffees full 
opportunity to develop the 
maximum of aroma and 
flavor, with the minimum 
of shrinkage and expense. 

Roast with The “Monitor” 


Send for catalog illustrating and describing our complete 
line of equipment for the modern coffee roasting plant. 


Huntley Mfg. Co., Silver Creek, N. Y. 

Canadian Plant: Huntley Mfg. Co., Ltd., Till&onburg, Ontario, Canada 
COFFEE-ROASTING PLANTS COMPLETELY EQUIPPED 


When Writing Advertisers, Kindly Mention The Tea asp Coffee Teade Joubkal 




THE TEA AND COFFEE TRADE JOURNAL February. 



Making folding boxes for the leaders 
in every industry 


I NTO every American home 
these packages find their way ! 
They deliver their contents— 
biscuits, coffee, tea, cereals, dates, 
foodstuffs— clean, fresh, untouched 
on the long journey from manu- 
facturer to consumer. 

Billions of these products are 
sold yearly because their quality 
is high and unvarying — because 
people know that these products 
will be delivered in perfect con- 
dition. 



The group of Gair buildings 
with docks on the East River 


Once the product leaves the 
manufacturer, the protection of 
its quality depends upon its 
package. 

The package is, therefore, of 
great merchandising importance. It 
should be planned and manufac- 
tured specifically to carry the par- 
ticular product most economically, 
most securely, with greatest ad- 
vertising effect. 

The packages illustrated above, 
packages for hundreds of other famous 
products, are made by the Robert Gair 
Company. 

Each had its packaging problem which 
we solved — by an ingenious device to 
lock the contents in its carton, a new 
design of a character suited to the high 
quality of the merchandise, a special ink 
to assure uniformity of color, or a guar- 
antee of adequate resources to keep pace 
with large scale productibn. 
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Packages for a billion dollars’ 
worth of goods 

x his ability to meet all demands for 
highest quality or great- 
est quantity is charac- 
teristic of Robert Gair 
Company’s four depart- 
ments— Folding boxes, 

Labels, Shipping cases, 

Window display adver- 
tising. 

Because the great- 
est merchandisers 
of the country recognize 
this ability, more than a 
billion dollars’ worth of 
merchandise was carried 
last year in folding boxes, in shipping 
cases, and under labels made by Robert 
Gair Company. We control the whole 


process of manufacture from wood-pulp 
to finished product. We operate our 
own paoer mills, make our own inks and 
glues, maintain our own 
art, engraving, printing, 
lithographing depart- 
ments. Our chemistry 
department regulates 
and improves our proc- 
esses, and tests finished 
products. We operate 
the largest plant of its 
kind in the world. 

With its facilities we 
are prepared to offer a 
complete service for 
packaging and displaying 
your product— labels, 
folding boxes, shipping cajes, window dis- 
play advertising — giving unity to your 
packages from factory to consumer. 



Our Tinsley display container 
gives your goods prominence on 
the retailer’s counter 


We serve the greatest package merchandisers of the country. Among our clients are: 


National Biscuit Co. Royal Baking Powder Co. 

American Sugar Refining Co. Bauer 85 Black 
Hanan & Son Palmolive Co. 

Kirkman & Son American Chicle Co. 

Johnson & Johnson Andrew Jergens Co. 

Colgate. & Co. Huyler’s 


Hecker-Jones-Jewell Milling Co. 


N. K. Fairbank Co. 

Robt. H. Ingersoll& Bro. 
Beech-Nut Packing Co. 
Edison Storage Battery Co. 
Charles B. Knox Gelatine Co. 
Julius Kayser & Company 


Arbuckle Bros. 


ROBERT GAIR COMPANY 


Folding boxes 
Labels 


BROOKLYN 

Shipping cases 

Window display advertising 



The entire line of package met- 
chandising — label, folding box, 
shipping case, display advertising 
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Some Figures That 
( Substantiate Our Claims 

i 

The following figures showing coffee imports at New York are 
j taken from the annual statistics compiled by W. S. Force & Co., 
j New York. We list the first seventeen names with imports as 


follows: 

Bags 

Arlmcklc Urns ;>29,408 

J. Aron & Co., Inc 1379,701 

M. LEVY’S SONS 237,348 

A. C. Israel Co., Inc. 221,414 

Leon Israel & Bros. ........ 105, 801 

W. U. Grace & Co. . ... 134,050 

R. Lawrence Smith lix. X Imp. Co 133,707 

Steinweinler Stoffregcn X: Co. 123,090 

Jules Maes & Co., Inc. 98,112 

HpjK'iis, Smith Co.. 90,774 

C,eo. H. McFadden 8: Bro 90,410 

Sorenson & Nielsen 92,600 

So sen Coffee Co 75,228 

Young X: GrilTin Coffee Co. .... 73,004 

Hard & Rand 08,715 

Wm. Bayne & Co 55,350 

Davison Xc Murpliy 51,345 


Our New York office was organized one year ago. Neverthe- 
less, it ranks third in point of coffee importations in New York. 
It is only possible to make a record like this by doing something 
more than merely distributing coffee. 

We pride ourselves on the service which is part of every contract, 
no matter how small. 

M. LEVY’S SONS 

New York New Orleans San Francisco 
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The Reward Of Merit 


We now occupy the entire building at 174-176 East 104th Street, 
New York. Three floors are devoted to making individual tea bags and 

coflee urn bags exclusively. We are 

iia^l now e< J u 'PP e d with every modern 

k — h — Iffs 1 device for the economical manufacture 

i -ft? I of these specialties. 


This stage in the development of 
Um b«* or our business means much to us and to individo.i 

L«acher Bag users 0 f t ea bags and urn bags. With 

our present organization and facilities, you can be certain of getting not 
only superior workmanship, but prompt delivery, regardless of the size of 
your order. 

Our present enlarged quarters would not have been possible without 
the co-operation of our friends in the tea and coffee trades, and we take 
this opportunity to thank them for their contribution to the success of 
this business. r-> , 



Individual 

Tea Bag 


p A 

)j 


Old, unscientific and 
unsatisfactory method 
of Brewing Tea 


Our steady growth is 
tangible evidence of the 
kind of service we have 
been giving the trade in 
the past. It is the reward 
of merit. 




Showing Individual Tea 
Bag In Use —Modern, 
Efficient, Cleanly. 


With the improved facilities now at our command, we are in even 
better position to serve our growing clientele. 

National Urn Bag Company 

Specialists In Individual Tea Bags and Coffee Urn Bags 

174-176 East 104th Street - New York 


Samples Upon Request 
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proved that eight-year-old trees, 
which yielded 205 pounds of hulled 
coffee to an acre, increased their 
yield to 402 Yi pounds after an 
application of 


At your service Nitrate of Soda 


The officers of the Mercantile make their 
clients’ interests their own in a very 
real sense. They welcome discussion of 
a client’s problems. They are glad if 
given an opportunity to help solve these 
problems. 

The Mercantile invites members of the 
tea and coffee trade seeking Trust com- 
pany service to call and meet its officers 
personally. 

115 BROADWAY, New York City 

Member* of Federal Reeerve Syatem 
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Valuing the coffee at 15 cents a 
pound in Porto Rico, the use of Acid 
Phosphate and Nitrate of Soda made 
each acre’s yield worth $30 more 
than without Nitrate. 

Write for free books on coffee growing. 

Dr. William S. Myers, 
Chilean Nitrate Committee 

25 Madison Ave. New York 
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“EXACT WEIGHT’ SCALES INCREASE THE 
NUMBER OF PACKAGES FROM BULK 
BY ELIMINATING OVER-WEIGHT 


Absolute necessity 
for checking 
Automatic Weighing 
Machinery 


Qualifies unskilled 
labor in the matter 
of quick and accurate 
hand packing 



Present prices of tea and coffee necessitate accuracy 
of weight unknown under former conditions. 

Send for List No. 77. 

THE SMITH SCALE COMPANY 

COLUMBUS, OHIO U. S. A. 
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'T'HE advertisements on 
1 these pages represent a co- 
operative effort on the part of 
the leading St. Louis coffee 
merchants to acquaint buyers 
with the advantages of St. 
Louis as a coffee market. 


Meyer Bros. 
Coffee and Spice Co. 

St. Louia 

OWL BRAND 

Coffee, Tea, Spices 

I We solicit correspondence 

I * Settles The from dealers seeking to build a 
I Question" high grade coffee business. 

‘ ini niiinrtiiiiiiiiiiiniiiuffinmtimntnmininiiKiniiiiiiiitiiiinni 


JOHNSON -LAYNE COFFEE 
COMPANY . 

Importers and Distributors of the 

World’s Finest Coffees and Teas 

Wrlto for samplos of CUP QUALITY 
kinds. 

Salosmsn Wanted In all uncovered 
territories. 


ATTENTION JOBBERS! 

We are anxious to get in touch 
with buyers whose business re- 
quires the best goods under their 
own private label. Let us sub- 
mit prices and samples of — 

COFFEE, TEAS, SPICES, BAKING 
POWDER and EXTRACTS. 

Jas. H. Forbes Tea & Coffee Co. 

ESTABLISHED 1853 ST. LOUIS, MO. 

Since 1858 

GOLD STAR BRAND 

Highest Quality 

Teas, Coffees, Spices 

AND 

Grocers’ Sundries 
David G. Evans Coffee Co. 

St. Louia 
Established 1858 



U1S 


Coffoo direct 
zftom Brazil 
-to St .Louis 

By _A11 Water 


.ini iiiiHiiiiiiitiiiiiliiiH^Sliiiniiiiiiiiiiiiiiiiiiiiiw 1 * 


FAUST INSTANT COFFEE 
AND TEA 

By C. F. Blaoke Tea and Coffee Co. 

Prop, of the World ’s Famous 

Faust Coffees and Teas 
and the Celebrated New Seasoning 
Faust Chili Powder 

Consult us on Coffee Fillers. 
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Dealers ! 

WESTEN’S 

COOKS’ PRIDE 

COFFEE 

Ask Us. 


America’s 
Greatest Coffee = 
lasting Center ( 


Sell more coffee —Capital- 
ize the National Coffee 
Publicity Campaign — Buy 
in St. Louis. 


1111 

| Save money on your purchase 
= Write for our 

I MONTHLY PRICE BOOK 

= - -■ ■ 






St. Louin, Mo. 
Salesmen Wanted 


Unsurpassed Receiving? 
Manufacturing & Shipping 
Facilities make St. Louis 
the Logical Coffee Market 
fir Coasted Gaffee Buyers 
in Tventy-three States. 

■ • • Investigate ■ • ■ 


'iiiitiiimmiiiiniiimjiiiuiiiimiiuiuiiniiiiiuuuiuiuiiiibiuuu. me 

THINK THIS OVER 

No Salesmens’ Salaries, Commissions, 

1 raveling- Expenses, Etc., go into our 

prices. 

That’s the reason we make such low 

quotations. 

WE SELL YOU DIRECT 

We have no salesmen. 

TV rite for samples and quotations. 

Wm. Schotten Coffee Co. 

EstablUhed 1847 ST. LOUIS, MO. 


IF you cannot buy from 
all of us— buy in St. 
Louis anyhow — it is your 
logical coffee market. 


STUDY THIS! 


It will pay you to 
pay u sour price for 
GOOD COFFEE. 


NORWINE COFFEE CO. 

ST. LOUIS 
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MURAI TRADING COMPANY, LTD. 

Tea Department 

% FRONT STREET NEW YORK 

Successor to 

MEIJl TRADING COMPANY, LTD. 

{Formerly Furuya A Niehimura) 

TEAS JAPAN FORMOSA OOLONG INDIA CEYLON JAVA 
BEANS, OILS, SPICES, CHILLIES, GINGER 

Chicago Branch — Lake-State Building 
Montreal Branch — 55 St. Francois Xavier St. 


Java-Holland- America Trading Company 

(Java-Holland-Amerika Handelscompagnie) 

Importers of Java Tea 

AND OTHER DUTCH EAST INDIAN PRODUCE 
DIRECT FROM PLANTATIONS 

ROTTERDAM NEW YORK JAVA 

No. 8 BRIDGE STREET 

Direct >11 correspondence to the New York Office 


PRIVATE LABEL SOLUBLE COFFEE 

We Manufacture and Deliver to You 

“IT IS GROUND-LESS" 

Soluble Coffee Company of America 

97-99 WATER STREET, NEW YORK 


Jardine, Matheson & Co . 9 

LIMITED 

Importers of all classes of tea, including 

CEYLONS.INDIAS 
and JAVAS 

63 Wall Street, New York 


OTIS A. POOLE 

STRICTLY 

COMMISSION BUYER 

JAPAN TEAS 

55 KITA BAN-CHO 
SHIDZUOKA JAPAN 
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IS) 


merely a 

CHANGE IN 
NAME 


THE BRAUN COMPANY 

FORMERLY 

THE COLES MANUFACTURING COMPANY 

161 5TO 1635 NORTH TWENTY-THIRD ST., PHILADELPHIA 


PHILADELPHIA 
JANUARY, 1920 


THE BUSINESS WILL BE CONTINUED ALONG THE 
SAME LINES BY PRECISELY THE SAME PEOPLE WHO 
HAVE BEEN ACTIVE IN THE PERSONNEL OF THE 
COLES MANUFACTURING COMPANY FOR MANY 
YEARS. THE •'COLES" NAME WILL BE RETAINED 
AS THE TRADE-MARK. OF THE NEWLY-NAMED 
COMPANY; AND OUTSIDE OF RECHRISTENING THE 
CORPORATION, THERE ARE NO OTHER CHANCES 
WHATSOEVER. 

THE BRAUN COMPANY 


For the Manufacture of Liquid Mustard 

We Are Prepared to Supply Machinery of Exceptional Merit 

WE BUILD 

Grinding Mills, either pulleyor chaindrive. 
Roller Mills and Seed Crushers. 

Mixing and Storage Tanks. 

Pumps. 

Stone Crane Equipment. 
tim tantHi im Frau mui wkkb me Pneumatic Air Outfits to Dress Stones. 

entire trade has fan ad so satisfactory 

PAUL OEHM1G & COMPANY 

Builders of Specialty Equipment for 
Manufacturers of Food Products 

W48-1954 WEST OHIO STREET 



CHICAGO 
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COGOLLO 

The mark of one of the highaat Grado 
Coffeas Grown in Colombia, S. A. 

A coffee noted for its mild and delicious flavor and unsurpassed 
fragrancy. Carefully picked, hulled, selected and stored under sani- 
tary conditions. 

Whether you buy “Cogollo Lavado," 1 ‘ Cog olio Selecto” or ‘ ‘Cogollo 
Especial” you are certain of getting a coffee of uniform quality. 

For particulars apply to M. Duran, 198 Broadway, New York. 
ORDER BY THE NAME “COGOLLO” 


COGOLLO & CO. 
Cucuta Coffee Planter t 


Rep. ol 
Colombia, 


COMPLETE PACKING ROOM EQUIPMENT 

Present conditions in the coffee trade demand even closer attention to packag- 
ing costs. The coffee packer who seeks to cut down his operating expenses should 
investigate the “Johnson” line of automatic machinery. 

We are manufacturers of complete packing room equipment, including auto- 
matic carton making, filling, sealing and moisture proofing machinery. 

Write for catalog. 

JOHNSON AUTOMATIC SEALER CO., Limited 

Battle Creek Michigan 


FIDELITY CAN CO. 


TIN 


BALTIMORE, MD. 

MAM FACT! RHRS Oh 


TIN 


CANS AND CONTAINERS 

* ' ' Manufacturers of Box Shooks and Boxes for All Containers " 


A. C. RICKS 

COFFEE BROKER 


Strict Attention paid to Cup Quality. 

Sampln runt on ngsut. 
Comspondencu Solicited . 

315 Beard of Tndo Bldg., New Orleans 


J. HENRY YOUNG 


GEO. N. JESSEN 


YOUNG & JESSEN 

COFFEE 


230 N, WABASH AVENUE 


LONG DISTANCE PHONES 
CENTRAL gJJ 


CHICAGO 
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Quality Teas 
a Specialty 


WRITE FOR 
SAMPLES 


We import and sell teas of all kinds and grades. Our special- 
ty is teas of the highest quality. 

The use of the best teas will increase the consumption of tea 
in America. 

Our foreign branch is always in touch with local and seasonal 
conditions — we are in a position to import any kind or grade 
of tea your trade wants. 

THE A. COLBURN COMPANY 

2228-42 NORTH TENTH STREET, PHILADELPHIA 

Established 1857 

Colburn's Teas 


Shippers ol 
CHARIOT 
BRAND 
HARP BRAND 
Formosa Teal 


100% EFFICIENCY 


in your packaging department if you install the 

DUPLEX 

Automatic Net Weigher 

Saves time, labor, and money 

Unexcelled in 

Accuracy, Speed, and Reliability 


Weighs accurately all free flowing materials 
such as coffee, sugar, rice, eornmeal, cereal, 
seeds, salt, etc., at the rate of 35 packages 
» minute. 

THIRTY DAYS’ FREE TRIAL! 

E. Edtbauer & Company 

817 W. Washington Bird. Chicago, III. 
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Comores 

Bourbon Vanilla Beans 
We are direct receivers 
from the Islands. 

Tahiti 

Vanilla Beans 
White and Yellow Label 

Shipments received at 
regular intervals. 

ANTOINE CHIRIS CO. 

18-20 PLATT ST. 

NEW YORK 
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CATZ AMERICAN CO. 

INCORPORATED 

New York 
Batavia, (Java) 
Rotterdam (Holland) 

Importers of 

Spices Tea Coffee 
Tapioca 

and all Oriental Products 

59 Pearl St New York 


VANILLAS 

ot every variety 
ESSENTIAL OHS ETHERS 


M. L. BARRETT & CO., Importer* 

Oldest Vanilla Dealers in U. 5. A. 

233 W. Lake St. Chicago 


The Laurel Improved 
Coffee Granulator 
and Chaff Remover 

Cheapest and beat ma- 
chine on the market. 
The machine you will 
want to increase your 
sales of dean ground cof- 
fee. Write for photo 
and sample of the work 
of mac tune. 

Used Coffee- Roasting 
and Grinding Ma- 
chinery. Stnd for litt. 

The Laurel Mfg.Co. 

627 N. 3d 5t.,Phila.,Pa. 
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VANILLA 

BEANS 


THURSTON & BRAIDICH 


27 CLIFF STREET 
NEW YORK 


COLLAPSIBLE 

TUBES 

of 

Pure Tin and Composition 
Metal 

Both Plain and Decorated 

Sprinkler Tops 

Ask for Prices and Samples 

v\ HITE METAL 
MANUFACTURING CO. 

1006-12 CLINTON STREET 
HOBOKEN, N. J, 


( BULK COCOA! 

IN BARRELS AND DRUMS j 

Also packed in tin cans under your | 

Private Label 1 

We make American and Dutch j 
Process Cocoa. J 

Write for our Latest Price List 1 
State Style of Packing and j 
Quantity Required Annually. q 

Tell us where you saw this t 
Advertisement. j 

Ambrosia Chocolate Co.< 

331-333-335 FIFTH STREET t 
MILWAUKEE. WIS. 

, THE PROGRESSIVE CHOCOLATE AND COCOA J 
' -MANUFACTURERS 1 


Connoisseurs Use 

UNCERER’S 

VANILLA BEANS 

VANILLIN 

COUMARIN 

AND 

FLAVORING 

INGREDIENTS 


UNGERER & CO. 

NEW YORK 

PHILADELPHIA CHICAGO SAN FRANCISCO 
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Fifteen Years of Enterprise 


Hack in 1905 — just fifteen years ago— an en- 
terprising little firm in Hornell, N. Y., knew 
that the merchandising methods of retail food 
merchants could be improved. 

They had in mind electrically operated store 
equipment which would reduce labor and en- 
able the retailer to give better service. In 
other words, increase his worth to the com- 
munity he served. 

Dependable machines had to be manufactured 
in quantities, to place the equipment within 
reach of the progressive retailers, and the 
market had to be developed. 

To accomplish this end a combination, after- 
ward known as the A. J. Deer Company, In- 
corporated, was formed and the trade name 
“Royal’' adopted for their output. It is 
under this name — the one so well known to all 
retailers— that the enterprise has since oper- 
ated and prospered. 

The meager beginning was made with a small 
electrically operated meat chopper and a 
small coffee mill. The chopper embodied the 
“Royal" Double Cutting Attachment — the 
mill the “Royal" patented Steel Cutting 
bubrs, neither of which have since been 
equalled. 

This enterprise has grown until today it man- 
ufactures over one hundred and fifty types 
of coffee mills, coffee roasting machines, meat 
choppers and meat slicing machines — all 
electrically operated. 


being the "World’s largest manufacturers of 
electrically operated store equipment." 

The answer is simple. It has served its pur- 
pose by bettering merchandising methods of 
the retail food dealer, to his own benefit 
financially. 

In its growth it has enabled the retailer to 
grow with it. Its service has constantly been 
broadened, until today its coffee service con- 
stitutes the furnishing and preparation of 
coffees from plantation to the cup. 

Through its efforts the housewife now can ob- 
tain coffee roasted fresh daily, and thus serve 
better coffee, and the retailer realizes a saving 
of from five to fifteen cents a pound through 
preparing his own coffees in the ' ‘Royal’ ’ 
Coffee System. 

Testimony of retailers using this service in- 
dicates that the wide a&ake merchant in- 
creases his business anywhere from one 
hundred to five hundred per cent. 

This same concern which has made a great 
success of its undertaking, and has helped 
thousands ol retailers to elevate the plane of 
their business, stands ready to help you in the 
same manner. 

If in the retail grocery or meat business, it will 
pay you well to send in the coupon for full in- 
formation. It will incur no obligation on 
your part and the proposition should prove 
interesting. 


Merchants of an investigative turn of mind 
will wonder why, in so short a space of time, 
this same concern enjoys the reputation of 


IHe MDeer fft. 
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The Tontine Coffee House (Second Building at the Left), Opened in 1792 

This is the original structure which was succeeded about 1850 by a five-story building that in >t» rn 
was replaced later by a modern ofhcc building. 

t hf. most celebrated coffee houses OF EARLY NEW YORK 




'HE COFFEE HOUSES OF OLD NEW YORK 

4 The most famous of them all was the Merchants, which stood for 67 
years, and was the center of the civic and business life of the community. 

Here was composed the letter proposing an American Union. Here, too, 

General Washington was officially greeted as the first president of the 
United States. <J This article also tells the story of the Tontine and 
other well-known coffee houses, such as the King's Arms, the Exchange, 
the Whitehall, Burns, and the Bank. 


"• HIC coffee houses of early New York, like 
their prototypes in London, Paris and other 
!d World capitals, were the centers of the busi- 
ss, political and, to some extent, the social life 
the city. But they never became the fountain 
adi of literature that the French and English 
•uses did in the 16th and 17th centuries, prin- 
>ally because the colonists had no professional 
-iters of note. 

There is one outstanding feature of the early 
nerican coffee houses, particularly the first ones 
ened in New York, that is not found in the* 
ropean houses. The colonists sometimes held 
urt trials in the long or assembly room which 
is a feature in the earliest coffee houses, and 
ey often held their general assembly and council 
tetings there. 

The Coffee House as a Crvic Forum 
I he early coffee house was an important factor 
New York life. What the perpetuation of this 
iblic feathering place meant to he citizens is 
awn by a complaint (evidently designed to re- 
ve the declining fortunes of the historic Mer- 
its Coffee House) published in the ‘‘New- 
ark Journal” of October 19, 1775, which, in part, 
id: 

a the Inhabitants of New York: 

It gives me concern, in this time of public dif- 
wty and danger, to find we have in this city no 
ice of daily general meeting, where we might 
ar and communicate intelligence from every 
carter and freely confer with one another on 
e j 7 matter that concerns us. Such a place of gen- 
a meeting is of very great advantage in many 
spects, especially at such a time as this, besides 
e s *tis faction it affords and the sociable disposi- 
>n it has a tendency to keep up among us, which 
iS ne ;;V ore wan * e( I than at this time. To an- 
j er all these and many other good and useful 
em° S H S 'i co ^ ee houses have been universally 
cd the most convenient places of resort, be- 
r se ’ at a small expense of time or money, per- 
l < -'* w an ted may be found and spoke with, ap- 
ments may be made, current news heard, and 
ie lllos * concerns us to know. In alt 
tht a, }^.i ar 8 e towns that I have seen 

s k Lr,tlsh dominions, sufficient encouragement 
ce . n given to support one or more coffee 
111 a Scnteel manner. How comes it then 


that New York, the most central, and one of the 
largest and most prosperous cities in British 
America, cannot support one coffee house? It is a 
scandal to the city and its inhabitants to be des- 
titute of such a convenience for want of due en- 
couragement. A coffee, house, indeed, there is, a 
very good and comfortable one, extremely well 
tended and accommodated, but it is frequented 
hut by an inconsiderable number of people; and 
I have observed- with surprise, that but a small 
part of those who do frequent it, contribute any- 
thing at all to the expense of it, hut come in and 
go out without calling for or paying anything to 
the house. In all the coffee houses in London, it 
is customary for every one that comes in to call 
lor at least a dish of coffee, or leave the value 
of one, which is but reasonable, because when the 
keepers of these houses have been at the expense 
of setting them up and providing all necessaries 
for the accommodation of company, every one 
that conies to receive the benefit of these con- 
veniences ought to contribute something towards 
the expense of them. 

“A Friend to the City.” 

Coffee was known and sold in New York many 
years before the first coffee house was opened. 
About the year r6fy William Penn, the Quaker, 
recorded in his "Accounts” that coffee ill the berry 
was sometimes procured in New York at a cost 
of eighteen shillings nine pence the pound. 

Coffee's Introduction Into New York 

New York, being first a Dutch and later an 
English colony, it is reasonable to assume, in lieu 
of written evidence, that travelers from London 
and the Continent had become acquainted there 
with the coffee drink. Granting this, then it is 
likely that some of the colonists had brought with 
them the utensils for roasting, grinding and brew- 
ing coffee in their homes and had used it long 
before the first coffee house came into existence. 
Then, too, there was a brisk trade between the 
Old and New World, and no doubt some of the 
more enterprising shipmasters brought small 
quantities of coffee on consignment to New York. 

None of the accounts of the early coffee houses 
mention how the coffee was roasted and brewed. 
However, it is known that Colonial housekeepers 
in New England used long-legged spiders, skillets 
and fry-pans to roast their coffee, and ground it 
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by mashing in wooden mortars with pestles. It is 
likely this practice was followed in Colonial New 
York. 

It is most likely that for coffee-house purposes 
the landlords roasted the coffee in devices similar 
to those used in New England. One type used in 
Boston was known in Holland as the “coffee 
burner,” amt consisted of a sheet iron cylinder re- 
volving under a three-sided hood, the machine 
being hung over the blaze in a fireplace. Another 
roaster consisted of a sheet iron cylinder per- 
manently attached to an iron rod so it could be 
revolved by hand, over the flames. Still another 
type, which probably cainc into use in the latter 
part of the 18th century, consisted of a cylinder 
set at the top of a sheet iron box, in the bottom 
of which live coals were placed. 

Both coffee pots and coffee urns were in use, the 
urns being used more generally in the taverns and 
coffee houses than in the private houses. Silver 
and tin were used in the manufacture of the pots, 
but the urns, mostly imported from Europe', were 
of silver. 

New York's First Coffee House 

Some chroniclers of New York’s early days are 
confident that the first coffee house in America 
was opened in New York, but the earliest authen- 
tic record they have presented is that on Novem- 
ber r, 1696, John Hutchins bought a lot on Broad- 
way, between Trinity churchyard and what is now 
Cedar street, and there built a house, naming it 
the “King’s Arms.” Against this record, Boston 
can present the statement in Samuel Gardner 
Drake’s “History and Antiquity of the City of 
Boston” that Bcnj. Harris sold books at the “Lon- 
don Coffee House” in 1689. 

The “King’s Arms” was built of wood and had 
a front of yellow brick, said to have been brought 
from Holland. The building was two stories high 
and on the roof was an “observatory,” arranged 
with seats, and commanding a fine view of the 
bay, the river and the city. Here the coffee house 
visitors frequently sat in the afternoons. 

The sides of the main room on the lower floor 
were lined with booths, which, for the sake of 
greater privacy, were screened with green cur- 
tains. There a patron could sip his coffee, or more 
stimulating drink, and look over his mail in the 
exclusiveness so affected by the Londoner of the 
time. 

The rooms on the second floor were used for 
special meetings of merchants, colonial magis- 
trates and overseers, or similar public and private 
business. 

The meeting room, as above described, seems 
to have been one of the chief features distinguish- 
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ing a coffee house from a tavern. Although ^ 
types of houses had rooms for guests and sen*j 
meals, the coffee house was used for business p* 
poses by permanent customers, while the tattp 
was patronized more by transients. Men metf 
the coffee house daily to carry on business, a 
went to the tavern for convivial purposes nr 
mgs. 

For many years the “Kings Arms” was the on) 
coffee house in the city, or at least no other seen 
of sufficient importance to have been preserved j 
Colonial records. For this reason it was more fa 
quently designated as “The Coffee House" fa 
by its “baptismal” name of the “King's Arm 1 
Contemporary records of the arrest of John Hnt 
chins of the “King’s Arms” and Roger Baker,!# 
speaking disrespectfully of King George, inentto 
the “King’s Head,” of which Baker was proprie 
tor. But it is generally believed that this pubi* 
house was a tavern and not rightfully to be cot 
sidered as a coffee house. The “White Lion,’ 
mentioned about 1700, was also a tavern, or inn. 

The New Coffee House 

Under date of September 22, 1709, the Journal 
of the General Assembly of the Colony of Net 
York refers to a conference held in the "Nfl 
Coffee House.” About this date the business sec- 
tion of the city had begun to drift eastward fro* 
Broadway to the waterfront, and from {his fad 
it is assumed that ihc name the “New Coffee 
House” indicates that the “King’s Arms” had beta 
removed from its original location near Cellar 
street, or it may have lost favor and been super- 
seded in popularity by a newer coffee house 
The “Journal” does not give the location of the 
“New Coffee House.” Whatever the case may 
be, the name of the “King's Arms” does not again 
appear in the rocords until 1763, and then it hail 
more the character of a tavern, or roadhouse. 

The public records from 1709 up to 17-# ^ 
silent on the score of coffee houses in New York. 
In 1725 the pioneer newspaper in the city, t® 
“New York Gazette,” came into existence, w 
four years later, in the July 28 issue, there *P' 
peared an advertisement stating that “a compete** 
bookkeeper may be heard of” at the Co 
House” In 1730 another advertisement in 
same journal tells of a sale of land*by P u 
vendue (auction) to be held, at the “ExchanP 
Coffee House.” 

The Exchange Coffee House 

By reason of its name the “Exchange 
House” is thought to have been located at the 1 
of Broad street, abutting the sea-wall and *?■ 
the Long Bridge of that day. At that tune 
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New York's Pioneer Coffee Horse, the Kino’s Arms, Oi'Enki* in i6y6 

This view shows the garden side of the historic oM house as it was conducted hy John Hutchins, near 
Trinity Church, on Broadway, during the early colonial days uf the community. 


'Toil was the business center of the city, and 
re was a trading exchange. 

That ‘the “Exchange Coffee House" was the only 
ie of its kind in New York in 1732 is inferred 
oni the announcement in that year of a meeting 
the conference committee of the Council and 
ssembly "at the Coffee House." In seeming con- 
■niatiori of this conclusion is the advertisement in 
: J3 in the "New York Gazette" requesting the 
tarn nf ‘lost sleeve buttons to Mr. Todd, next 
-■or to the ‘Coffee House.' ’’ The records of the 
sli‘wv that a Robert Todd kept the famous 
Black Horse Tavern” which was located in this 
art of the city. 

Asain wc hear of the "Exchange Coffee House” 
1 *73;. ana apparently in the same location, it 
fing niourioned in an account of the Negro Plot 
5 heing next door to the "Fighting Cocks” tavern 
\ Cong Bridge, at the foot of Broad street, 
uso in this same year it is named as the place 
t pT-lw vendue of land situated on Broadway. 

dme the "Exchange Coffee House” had 
filially Income the city's official auction room, 
"“N - the place to buy and drink coffee. 


Commodities of many kinds were also bought and 
sold there, both within the house and on the side- 
walk before it. 

In the year 1750, the "Exchange Coffee House' 
had begun to lose its long-held prestige, and its 
name was changed to the "Gentlemen’s Exchange 
Coffee House and Tavern.” A year later it had 
migrated to Broadway under the name of the 
"Gentlemen’s Coffee House and Tavern. Tn 1753 
it was moved agtin, to Hunter’s Quay, which was 
situated on what is now Front sreet, somewhere 
between the present OJd Slip and Wall street. 
The famous old coffee house seems to have gone 
out of existence about this time, its passing 
hastened, no doubt, by the newer enterprise, the 
"Merchants Coffee House,” which was to become 
the most celebrated in New York, and, according 
to some writers, the most historic in America. 

Thf. Merchants Coffee House 
It is not certain just when the "Merchants 
Coffee House" was first opened. As near as can 
be determined, Daniel Bloom, a mariner, in 1737 
bought the "Jamaica Pilot Boat” tavern from 
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John Dunks and named it the “Merchants Coffee 
House.” The building was situated on the north- 
west corner of the present Wall and Water (then 
Queen) streets, and Bloom was its landlord until 
his death, soon after the year 1750. He was suc- 
ceeded by Captain James Ackland, who shortly 
sold it to Luke Roomc. The latter disposed of 
the building in 1758 to Dr. Charles Arding. He 
leased it to Mrs. Mary Ferrari, who continued as 
its proprietor until she moved, in 1772, to the 
newer huilding diagonally across the street, built 
by William Brownejohn, on the southeast corner 
of Wall and Water streets. Mrs. Ferrari took 
with her the patronage and the name of the “Mer- 
chants Coffee House,” and the old building was 
not used again as a coffee house. 

The building housing the original “Merchants 
Coffee House” was a two-story structure, with a 
balcony on the roof, which was typical of the 
middle 18th century architecture in New York. 
O11 the first floor were the coffee bar and booths 
described in connection with the ‘ King’s Arms” 
coffee house. The second floor had the typical 
long room for public assembly. 

During Bloom’s proprietorship the “Merchants 
Coffee House" had a long, hard struggle to win 
the patronage away from the “Exchange Coffee 
House," which was flourishing at that time. But. 
being located near the Colonial Meal Market, 
where the merchants were wont to gather for 
trading purposes, it gradually became the meeting 
place of the city, the expense of the “Exchange 
Coffee House,’’ further down the water-front. 

Widow Ferrari presided over the original “Mer- 
chants Coffee House” for fourteen years, until 
she moved across the street. She was a keen 
business woman. Just before she was ready to 
open the new coffee house she announced to her 
old patrons that she would give a house-warming, 
at which arrack, punch, wine, cold ham, tongue 
and other delicacies of the day would be served. 
The occasion was duly noted i^ the newspapers, 
011c stating that “the agreeable situation and the 
elegance of the new house had occasioned a great 
resort of company to it.’ 1 

Mrs. Ferrari continued in charge until May 1, 
1776, when Cornelius Bradford became proprietor 
and sought to build up the patronage, which had 
dwindled somewhat during the stirring days im- 
mediately preceding the Revolution. In his an- 
nouncement of the change of ownership, he said : 
“Interesting intelligence will be carefully col- 
lected and the greatest attention will be given to 
the arrival of vessels, when trade and navigation 
shall resume their former channels.” He referred 
to the complete embargo of trade to Europe 
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which the Colonists were enduring. When tj 
American troops withdrew from the city Juris 
the Revolution, Bradford went also, to RhineW 
on the Hudson. 

During the British occupation, the “Merely 
Coffee House” was a place of great activity. i 
l>efore, it was the center of trading, and unfa 
the British regime it also became the place when 
the prize ships were sold. The Chamber of Ct© 
merce resumed its sessions in the upper long row 
in 1779, having been suspended since 1775. T* 
Chamber paid fifty pounds rent per annum j # 
the use of the room to Mrs. Smith, the tanrllad 
at the time. 

In 1781 John Stachan, then proprietor of fa 
“Queen’s Head” tavern, became landlord of fa 
“Merchants Coffee House,” and he promised i 
a public announcement “to pay attention not onli 
as a Coffee House, but as a tavern, in the truest 
and to distinguish the same as the ‘City Taven 
and Coffee House,’ with constant and best at- 
tendance. Breakfast from seven to eleven : soup* 
and relishes from eleven to half-past one. Ta 
coffee, etc., in the afternoon, as in England." Ba 
when he began charging sixpence for receival 
and dispatching letters by man-o’-war to England 
he brought a storm about his ears, and was forced 
to give up the practice. He continued in charp 
until peace came, and Cornelius Bradford came 
back to resume proprietorship of the coffee boast 

Bradford changed the name to the “New Yak 
C offee House,” but the public continued to calls 
by its original name, and the landlord soon gat 
in. He kept a marine list, giving the names 01 
vessels arriving and departing, recording then 
ports of sailing. He also opened a register is 
which merchants and others in the city were 
asked to write their addresses. This seems 
have been the first attempt at a city directory 
By his energy Bradford soon made the ‘‘Mer- 
chants Coffee House” again the business center 
of the city. When he died, in 1786, he was greatly 
mourned as one of the leading citizens. Hif 
funeral was held at the coffee house over whsf 
he had presided so well. 

The “Merchants Coffee House” continued tu* 
the principal public gathering place until it 
destroyed by fire in 1804. During its period 0. 
existence it had figured prominently in many 1,1 
the local and national historic events, t»>o n* 1 ®* 
ous to record here in detail. 

Some of the famous events were: The re3 
ing of the order to the citizens, in 17^5 
them to stop rioting against the Stamp Act. t- 
debates on the subject of not accepting com- 
ments of goods from Great Britain ; the ^ 
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Bi'kns Coffee House as It Appeared About the Middle of the Nineteenth Century 

II Stoo-J for many years on Broadway, opposite Bowling Green, in the old Dc Lancey House, becoming 
Ki'.mn in 1703 as the King’s Arms, and later the Atlantic Gar. ten House. 


trillion made before the captain of the tea ship 
finch had been turned away from Boston and 
Plight to land its cargo in New York in 1774; 
5e general meeting of citizens on May 19, 1774, 
> discuss a means of communicating with the 
JassiLchu setts Colony to obtain co-ordinated ef- 
c>r | * n resisting England's oppression, out of 
dihh came the letter suggesting a congress of 
efnities from the colonies and calling for a 
' irtuous an ^ spirited Union;” the mass meeting 


1 Hiizens in the days immediately following the 
altlcs ‘d Concord and Lexington in Massachu- 


anc * forming of a Committee of One 
undrecl to administer the public business, mak- 
Merchants Coffee House” virtually the 
eat of government. When the American Army 
{ ' ^ in 1776, the coffee house became the 


of tlie army and naval officers. Its culmi- 


4tl1| g dory came on April 23, 1789, when Wash- 
Vton, the newly-elected first President of the 
n,te d States, was officially greeted at the coffee 
•Obse b> the Governor of the State, the Mayor of 
an< ^ ^ esser municipal officers. 

- meeting place for societies and lodges the 


“.Merchants Coffee House” was long distin- 
guished. In addition to the purely commercial 
organizations that gathered in its long room, these 
bodies regularly met there in their early days: 
The Society of Arts, Agriculture and Economy ; 
Knights of Corsica; New York Committee of 
Correspondence; New York Marine Society; 
Chamber of Commerce of the State of New 
York; Lodge 169, Free and Accepted Masons; 
Whig Society; Society of the New York Hos- 
pital; St. Andrew’s Society; Society of the Cin- 
cinnati; Society of the Sons of St. Patrick; So- 
ciety for Promoting the Manumission of Slaves; 
Society for the Relief of Distressed Debtors; 
Black Friars Society; Independent Rangers, and 
Federal Republicans. Here also came the men 
who, in 1784, formed the Bank of New York, the 
first financial institution in the city, and here was 
held, in 1790, the first public sale of stocks by 
sworn brokers. Here, too, was held the organiza- 
tion meeting of subscribers to the ‘‘Tontine Coffee 
House,” which in a few years was to prove a 
worthy rival. 
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Somk Lessee Known Coffee Houses 
Before taking up the story of the famous ‘'Ton- 
tine Coffee House" it should he noted that the 
1 Merchants Coffee House" had some prior meas- 
ure of competition. For four years the "Exchange 
Coffee Room” sought to 
cater to the wants of 
the merchants around 
the foot of Rroad street. 

It was located in the 
Royal Exchange, which 
had been erected in 
1752 in place of the old 
Exchange, and tint *1 
i 754 had been used as a 
store. Then William 
Keen and Alexander 
Lightfoot got control 
and started their coffee 
room, with a hall room 
attached. The partner- 
ship split up in 1756. 

Light foot continuing op- 
erations until he died 
the next year, when his 
widow tried to carry it 
on. In 1758 it had re- 
verted into its original 
character of a mercan- 
tile establishment. 

Then there was the 
"Whitehall Coffee 
House,” which two men 
named Rogers and 
Humphreys opened in 
1762. with the an- 
nouncement that "a cor- 
respondence is settled in 
London and Bristol to 
remit by every oppor- 
tunity all the public 
prints and pamphlets as 
soon as published; and 
there will ho a weekly 
supply of New York, 

Boston and other Amer- 
ican newspapers." This 
enterprise had a short 
life. 

I he records of the early city infrequently men- 
tion the “Burns Coffee House,” sometimes call- 
ing it a tavern. It is likely that the place was 
more an inn than a coffee house. It was kept tor 
a number of years by George Burns, near the 
Battery, and was located in the historic old De 
Lancey house, which afterwards became the “City 
Hotel.” Burns was the proprietor until 1762, when 


it was taken over by a Mrs. Steele, who y ;ntj| 
the name of the "King’s Arms.” Edward hard a 
became the landlord in 1768. In later years it t*. 
came known as the “Atlantic Garden Ho USt 1 
Traitor Benedict Arnold is said to have lodged % 
the old tavern after 
serting to the enemy. 

The "Bank Coff ef 
House” belonged to j 
later generation, and 
had few of the char- 
acteristics of the earlier 
coffee houses. It war 
opened in 1814 by WiJ. 
jiam Niblo, of Xiblo’s 
Garden fame, and stood 
at the corner of William 
and Pine streets, at the 
rear of the Bank of Net 
York. The coffee house 
endured for probably 
ten years, and heeame 
the gathering place of 1 
coterie of prominent 
merchants, who formed 
a sort of club. The 
“Bank Coffee House” 
became celebrated for its 
dinners and dinner par- 
ties. ; 

"Fraunoes Tav ern," 
best- known as the place 
where Washington hade 
farewell to his army of- 
ficers, was, as its name 
states, a tavern, and can- 
not be properly classed 
as a coffee house. While 
coffee was served, and 
there was a long room 
for gatherings, little, if 
any, business was done 
there by merchants, ft 
was largely a meeting 
place for citizens Bent os 
a “good time.” ♦ 
The last of the cele- 
brated coffee houses & 
New York bore the 

of the “Tontine Coffee House.” For sereraf 
years after the burning of the “Merchant^ tolfa 
House, in 1804 it was the only one of note ^ 
tlie city. ! 

The Tontine Coffee House 
Feeling that they should have a more co^' 
niodious coffee house for carrying on their varied 
business enterprises, some 150 merchants otjzP' 
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I he Merchants Coffee House Tablet 

1 his l.rojizc marker was placed May ->J, 1914 , oq 
the jiinidiiiK now occupying the site of the old house. 
IVsigned by lno. \\ tlltams. Inc. 
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1 ijyi, the "Tontine Coffee House.” This 
* T , , r 1 - e was based on the plan introduced into 
iiM- in 1653 by Lorenzi Tonti, with slight va- 
tj IllJ? . According to the New York Tontine 
n , each holder’s share reverted automatically 
tin >nrviving shareholders in the association, 
tea-i oi to their heirs. There were 157 original 
treL'Mers. and 203 shares of stock valued at 
X) each. 

] lu* directors bought the house and lot on the 
reinvest comer of Wall and Water streets. 
ierc the original ‘"Merchants Coffee House" 
hhI. paying it. 970. *fhey next acquired the ad- 
ding lots on Wall and Water streets, paying 
310 for the former and £ 1,000 for the last 
Hied. 

I he cornerstone of the new coffee house was 
d on June 5, 1792, and a year later to the day 
y gentlemen sat down to a banquet in the com- 
‘tt*d coffee house to celebrate the event of the 
ar before. John Hyde was the first landlord. 
ie house had cost $43,000. 

A contemporary account of h<A the “Tontine 
lfTee House” looked in 1794 is supplied by an 
irishman visiting New York at the time: “The 
•mine Tavern and Coffee House is a handsome. 


large brick building: yon ascend six or eight steps 
under a portico, into a large public room, which 
is the Stock Exchange of New York, where all 
bargains are made. Here are two books kept, as 
at Lloyd’s (in London), of every ship’s arrival 
and clearing out. This house was built for the 
accommodation of the merchants by Tontine 
shares of two hundred pounds each. It is kept 
by Mr. Hyde, formerly a woolen draper in Lon- 
don. You can lodge and board there at a com- 
mon table, and you pay ten shillings currency a 
day. whether you dine out or not." 

It was stipulated in the original articles of the 
'I'ontine Association that the house was to be kept 
and used as a coffee house, and this agreement 
was adhered to up to the year 1834, when, by per- 
mission of the Court of Chancery, the premises 
were let for general business office purposes. 
'Phis change was due to the competition offered 
by the Merchants Exchange, a short distance 
up Wall street, which had hern opened soon after 
the completion of the “Tontine Coffee House' 
building. 

As the city grew, the business office quarters of 
the original "Tontine Coffee House" became in- 
adequate, and about the year 1850 a new five-story 



President Washington Officially Welcomed at the Merchants Coffee House in 1789 
" ,v painting by Charles P. Gruppe, now hanging in the offices of The Tea and Coffee Trade Journal. 
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building, costing some 2jfio,uw t succeeded it. By 
this time the building had lost its old coffee house 
characteristics. This new Tontine structure is said 
to have been the first real office building in New 
York City. To-day the site is occupied by a large 
modern office building, which still retains the 
name of Tontine, and is owned by John ft. and 
Charles A. O'Donohue, well known New York 
coffee merchants. 

The "Tontine Coffee House" did not figure so 
prominently in the historic events of the nation and 
city as did its neighbor, the "Merchants Coffee 
House," However, it became the Mecca for vis- 
itors from all parts of the country, tvlio did not 
consider their sojourn in the city complete until 
they had at least inspected what was then 
one of the most pretentious buildings in New 
York. Chroniclers of the ‘Tontine Coffee House" 
always say that most of the leaders of the nation, 
together with distinguished visitors from abroad, 
had foregathered in the large room of the old 
coffee house at some time during their careers. 

The changing of the “Tontine Coffee House" 
into a purely mercantile building marked the end 
of the coffee house era in New York. Exchanges 
and office buildings had come into existence to 
take the place of the business features of the 
coffee houses, clubs were organized to take care 
of social functions, and restaurants and hotels 
had sprung up to cater to the needs for bev- 
erages and fond. 

TEA LAW TRANSFER STILL FENDING 

JkkO.M .\ Sr.\!T ( OKKKSI’ONliKXT | 

Washington. D. C., Jan. 27, 1 020.- Senator 
1 ironna, chairman of the Senate Committee on 
Agriculture and Forestry, who has introduced a 
Lilt for the transfer of the tea law from the Treas- 
ury Department to the Department of Agriculture, 
as already announced iti Tin: Tka ami Copfke 
Trade Jopk.xaf.. has not vet set a date for hear- 
ings on this bill. 

W bile officials of the I louse Committee on Agri- 
culture do not care to discuss the proposition, it is 
understood on good authority that the committee 
has made arrangements for the transfer, in the 
\grirultural Appropriation Bill, which it is ex- 
pected will he reported in the House in the very 
near future. — Lamm. 

HIGH COFFEE PRICES 

There is no excuse for 50-cent coffee except 
that dealers want the money. Oh, yes, there is 
one other, and that is that the law lets dealers get 
away with it,— “Morning Telegraph," New York. 


COFFEE’S INVASION OF GERMANY 

How ‘ Kavah” Was Introduced to the Germa* 
and Has Become a Leading Beverage u 
Home, Public Garden and Cafe 

/'"'•OFFEE was introduced into Germany J,ii e5 
^ the 17th century. Northern Germany gut 
first taste from England, according to a rccorj 
of an English merchant opening Hamburg’s firs 
coffee house in 1679. Another account gives itf; 
as the correct date. Southern Germany got j> 
first coffee from Venice in 'Italy, where Etiroj*'; 
first coffee house was opened in 1645. 

In Southern Germany, Nuremberg and RegerJ 
burg, then important trade centers and always is 
close communication with Italy, had public coffee 
houses in 1696. Wittenberg followed in i;oo, 
Stuttgart in 1712, Augsburg in 1713, Lcipzic in 
1720. and Berlin in 1721, although the Great 
Elector of Brandenburg is said to have enEyei 
his cup of coffee in his Berlin castle before cite? 
houses were opened. 

Frederick the Great, King of Prussia and suc- 
cessor to the Elector of Brandenburg, was not 2 
friend of coffee. It hurt his feelings when be 
saw a lot of money leaving his domains an<i 
finding its way into the pockets of foreign coffee 
merchants. At first Frederick followed in the 
footsteps of Khair Bei, who, as Governor d 
Syria, attempted to suppress the drinking oi 
coffee in 1511. But prohibition did not prohibit— 
not even in those early days of Prussian nfilitan 
rule, and Frederick adopted other tactics. He 
monopolized the sale of coffee. “If you must 
have coffee, all right, but T am going to make 
you pay for it," said the King, and he raised the 
price of the beans to about six times of what it 
would have been normally. 

Frederick built roasting mills and forbade all 
ordinary mortals the use of a private roaster. 
An exception was made in the case of the no- 
bility, the clergy and higher officialdom. To thf>* 
representatives of the cream of Prussian socieO 
the King issued special licenses, permitting ff fn! 
to do their own roasting. Thus it came about 
that the possession of such a license was con«H 
ered valid proof of the bearer’s undoubted m e,lr 
bership in the ranks of the higher classes. 1" 
1744 all the German courts had their coffee roar- 
ers, coffee pots and coffee cups. The wealthier 
classes followed suit, but the poor could tiol 
afford to buy the expensive luxury. When t £ 
poor grumbled and demanded their coffee tbe> 
were told: “Better leave it alone. Coffee 15 
causing sterility!" Eminent physicians were en 
gaged in a campaign against coffee for a tlfnt 
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■ iT]!t!1 w ho drink coffee, the men of science 
w jil have to forego the pleasure of bearing 

.ildrrn ! 

While the King of Prussia exploited his sub- 
cts using his State monopoly as a means of 
the Duke of Wuerttemherg squeezed 
s | H .,.[ile in a similar manner. Joseph Suess- 
ppuiheimer, a notorious financier, bought the 
Eclush e privilege of keeping coffee houses in 
] Wuerttemherg. He then sold the right of 
jeping each individual coffee house to the high- 
H bidder and made a fortune. 

('offer Survives All Oppression 
Somehow coffee outlived all these campaigns 
\ slander and oppression. In fact, it became the 
upular drink in Germany and Austria, much 
lore so, perhaps, than in any other country of the 
oriel. Germany and Austria have more real 
lies, places that are not cafes in name only, 
lan any other land. The afternoon coffee, at 
or 4 o’clock, is a fixed institution, more fixed, 
erhaps. than the Englishman's 5 o’clock tea. Any 
cry in forgetting to take his afternoon coffee 
»n«ld be considered abnormal and queer. 

Napoleon, with his continental blockade aiming 
t England’s trade, kept coffee out of Central 
•nropc for some time, but after his fall the drink- 
rs of coffee came into their own again. Coffee 
ecanu* very fashionable in the salons of the in- 
ellectuals. Rahel Levin entertained princes and 
riercbants, diplomats and artists in her Berlin 
aion, and all drank and praised Rahel’s coffee. 
"Vince Louis Ferdinand, the spiritual heir of 
-rederick the Great, was the center of this 
original "kaffeeklatsch ” where art and science. 
>atriotism and love, weather and virtue, were 
liscttssed over the cups. 

CofPee in Modern Germany 
Even to this day, the German family’s reunion 
akes place around the coffee table on Sunday 
u tern oons. In summer, when weather permits. 
: " e huuilv will take a walk into the suburbs and 
' t(l P at a garden, where coffee is sold in pots. 

^ hv proprietor furnishes the coffee, the cups, the 
•POfins and the sugar, two pieces to each cup, and 
[ he patrons bring their own cake. They put one. 
Piece of sugar into each cup and take home the 
■tfflaining pieces to the “canary bird,’* meaning 
die >uuar bowl in the home pantry. 

Cheaper coffee is served in some gardens, which 
iVt made conspicuous by large signs at the en- 
tram. c. saying: “Families may cook their own 
- >tf C{- in this place.” In such a garden the patron 
'’ ere!;, buys the hot water from the proprietor. 
ni 'img the ground coffee and cake himself. 


Ami while waiting for the coffee to brew he may 
listen to the band and watch the children play 
under the bowers of trees. 

Every city in Germany has its cafes, spacious 
places, where people sit around small tables, drink- 
ing coffee, hot or cold, with or without, turned 
and unturned.* steaming or iced, sweetened or 
fortified, eat a piece of cake or pastry, to be 
seelcted from a glass pyramid, with or without 
whipped cream, talk. Ilirt. malign, yawn, read 
and smoke. Cafes are. in fact, public reading 
rooms. Sonic places keep hundreds of daily and 
weekly newspapers and magazines on file for the 
benefit of the guests. If the customer buys only 
one cup of coffee he may keep his seat for hours 
and read one newspaper after the other. This 
is not merely a theoretical privilege. It is 
actually taken advantage of quite frequently. And. 
in spite of tlie frugality of some of its customers, 
the cafe is generally a well-paying proposition. 

Berlin's Best-Known Caiks 

lliree nf the four corners of Berlin's most im- 
portant street crossing are occupied by cafes. 
This is where I nter den Linden and Fricdrich- 
strassc meet. On the southwest corner you find 
Kranzler’s staid old cafe, a very respectable place, 
where the lower ball is even reserved for non- 
smokers. On the southeast corner is Cafe Bauer, 
known the world over. However, it has seen 
better days. It has been outdistanced by com- 
petitors. On the northeast corner is the Vic- 
toria, a new style place, very bright and less 
staid. There no room is reserved for non- 
smokers. for most of the ladies, if not smoking 
themselves, will light the cigars for their gentle- 
men friends. 

Around the Potsdamer Platz there are a num- 
ber of cafes. Josty’s is perhaps the most fre- 
quented in Berlin. Perhaps it is the best 
liked on account of the trees and terraces in 
front. Farther to the west, on Kuerfuersten- 
datnm, there are dozens of large cafes. 

Some of the cafes are meeting places for cer- 
tain professions and trades. The Admiral’s Cafe, 
in Fricdrichstrasse, for instance, is the artists’ 
exchange. All the stage folk and stars of the 
tanbark meet there every day. Chorus girls, 
tumblers, ladies of the flying trapeze, contor- 
tionists and bareback riders are discussing their 
grievances, denouncing their managers, swap- 
ping their diamonds and recounting former 
triumphs. Cinema makers come also to pick out 
a cast for a new film play. There one can pick 
out a full cast every minute. 

Then there is the Cafe des Westens, in Kur- 
fuerstendamm, the old one, where dreamers and 



THE TEA AND COFFEE TRADE JOURNAL February ^ 


li*n.'ts congregate. It is also called Cafe Groessen- 
wahn, which means that persons suffering from 
an exaggerated ego are conspicuous by their 
presence and their long hair. 

At every table you will find three or four 
poets who have written plays that are bound to 
enrich their author and any man of means who 
will build a new theater to produce it. 

Saxony and Thuringia are proverbial hotbeds 
of coffee enthusiasts. It is said that in Saxony 
there are more coffee drinkers to the square inch 
and more cups to the single coffee bean than 
anywhere else upon earth. The Saxons like their 
coffee, but they seem to be afraid it might be 
too strong for them. So, when over their cups, 
they always make certain they can see bottom 
before the steaming Imwl readies the lip. — G. S. 


ABOUT HIGH JAPAN TEA PRICES 


Decreased Production. Higher Cost of Labor 
and Materials, and Increased Home Con- 
sumption Are Said to Be Responsible 


I N analyzing the reasons for the increased prices 
of Japan teas during the 1919 tea season, the 
J. C. Whitney Company, Chicago, states that 
increased home use, the higher cost of labor and 
materials, and decreased production are the chief 
contributing factors. These influences are ex- 
pected to be in force for some time to come, and 
will keep Japan tea prices on the high levels estab- 
lished during the last season. The war is held to 
he largely responsible for the advance : 

"Perhaps no country prospered more than Japan 
during the period of the war. In pre-war times 
many Japanese families were quite satisfied to 
dr ink a brew of tea made from the by-products, 
such as skins, farmings, and sticks, but the new 
era of prosperity has brought new consumers into 
the market for high grade first crop teas, so that 
during the past season our American buyers were 
obliged to bid lip and compete as never before 
against buyers for home use. 

"During the previous seasons in Japan the 
bushes had been plucked very closely, and were 
more or less exhausted, so that the crop was 
greatly reduced in quantity, and inferior in quality. 

"Also the greatly increased cost of labor has 
forced the farmers to adopt machine firing instead 
of hand firing, which has resulted in a looser, 
lighter style of leaf. 

"Second crop .teas, however, were in good qual- 
ity and more reasonable in price, so that many of 
them showed better value than the earlier teas. 
But the losses incurred by Japanese dealers in 
later teas restricted the picking and manufactur- 
ing to such an extent that the production of sec- 
ond and third crop teas was some thirty to forty 
per cent less than the two previous seasons. 
"With all three crops short of normal, the total 


export for the past season wilt probably be ft 
smallest in twenty-five years, as will be setn f rai 
the export statistics printed herewith. 


Extort of Japan Tea 
From Schmidzu, Yokohama and Yokkaichi u 
the United States and Canada. From May i, ^ 
to October 31, 1919: * 

1&10 lvia b,, 

— ' lbs. lb*. i(,. 

Chicago and West ... 13 , 342,390 16,920,040 3 577 ^ 
New York and East.. 4,413,748 6,768,316 'Wu 

Pacific Coast 3,497,320 5,083,914 iVs* 

Canada 3,108,685 6,273,478 •j.ij/*. 

Miscellaneous 2,528,631 


24.362.143 36,514,379 12 lyn, 

Ualance of Season .. . *4,000,000 5,362,655 ’ " 

28.362.143 43,876,934 13, TS 

‘Estimated. 

Imports Since 1896 


Total 

Year. . Pounds. 

1896 42,676,588 

1897 43,636,378 

1898 39,931,239 

1899 40,914,632 

1900 38,026,780 

1901 36,218,988 

1902 39,933,079 

1903 46,834,038 

1904 42,550,025 

1905 33,406,384 

1906 31,796,947 

1 907 34,204,713 


‘Estimated. 


Total 

Vear. Puunds 

1908 31.571.IS 

1909 35 . 948,50 

1910 ?.. . 38,875 $4 

1911 39,077,(1;. 

1912 3.1,5(17,28 

1913 29.538,44 

1914 83.7U.ni 

1915 39.311, 'IS 

1916 41,534,7*1 

1917 42.098.05i 

19 1 8 4 1 ,876.93 

19 1 9 28.352,14 


“It should also be noted that in the firing atk 
manufacture of Basket Fired Japans it is stif 
necessary to use hand labor. This has discouragK 
the production of Baskets to such an extent thai 
shipments have been greatly curtailed. 

"It is now generally conceded that the work! 
consumption of tea has greatly increased durin? 
the past few years, the statistics of England alow 
showing a per capita consumption of nine pound; 
during the past year, as against six pounds pet 
capita prior to the war. 

"This increased world demand has advanced at 
black tea markets very sharply during the paS 
three or four months, and with a shortage oi 
fourteen to fifteen million pounds jin the export 
of Japan teas it is only natural to expect thal 
Japan teas will also meet a firmer and ad vane in? 
market.” 


CEYLON FOR TEA CONGRESS 
[Special Correspondence] 
Calcutta, Dec. 13, 1919. — The Ceylon Planters 
Association has a different opinion than the Indiae 
Tea Association in regard to the Java tea exhi- 
bition. Having been asked by the Colonial Secre- 
tary whether it would benefit Ceylon to take 
in the International Tea Congress to be held ^ 
Batavia in 1921, the C. P. A. cominitlo replied 
that it would. 

The Indian Tea Association’s attitude < report 
in the January issue of The Tea and Cof& 
Trade. Journal as being against the congress^ 15 
not appreciated here. A prominent American W 
man who recently visited Calcutta is authority ^ 
the statement that the exhibition will be well & 
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?]{ i r l t especially by Americans. He also believes 
;il loitian exhibits would compare favorably with 
e ln-t Java and Ceylon can put forward. If 
is not represented the better chance for 
her countries to make a favorable impression. 

' C. J. 


EA AND THE RUSSIAN EMBARGO 

[ew York Importer Says Lifting of the 
, Blockade Will Mainly Affect Black Tea 
Markets and Stiffen London Prices 

[IKRE has been much speculation on the part 
of American tea men as to the effect the lift- 
ot the Allied trade blockade against Soviet 
lissia would have on stocks and prices, and which 
rimary markets would be directly affected, ft is 
enerally agreed among leading importers that 
rices will go un, and that fof a time supplies will 
l* scant. 

When asked by a representative of this paper for 
is opinion on the subject, J. F. Hartley, president 
t Carter, Macy & Co., said, at his Xew York 
thee, that as Russia is a black tea drinking 11a- 
,on. the main effect will fall on the black tea 
larket. with a sentimental rise in China greens, 
le added that if Russia’s buying in China forces 
int market up it will throw the business to Cey- 
•n. India or Java, or vice versa. 

Mr. Hartley stated that the lifting of the Rus- 
ian embargo cannot help but stiffen London prices, 
le pointed out that the present London ten stocks 
mount to only 150,000,000 pounds, and that the 
aks to Russia should be about 200,000,000. In his 
pinion this situation should mean higher prices in 
lie London market. 

He calls attention to another factor that should 
trengtben the London market — namely, the action 
'i the British Government in putting rupees on a 
Mi basis of ten rupees to the gold sovereign, 
dnch brings rupees up to 48% cents. 

•hi l ebruary 3, Mr. Hartley received a London 
a, '1e stating that the market there had in all 
,r< ^ability reached its lowest point. The tea 
. ons at that time were i J / 2 pennies to 1 pence 
"Kber. and there was every indication of ad- 
■ancing prices. 

W to the effect on the American trade, he said 
1 V’ukl be felt indirectly through the Chinese 
Mr, Hartley pointed out that no where 
1* !lle wr,r ld is there a surplus of stocks to offset 
e effect of the Russian demand. He said there is 
practically no tea in the United States, and that 
-.ii»ada. England, Australia and New Zealand 
l,l ' c f " l ‘ y ftcir normal supplies. 


Mr. Hartley offered some comments on the pres- 
ent status of the American tea market, the sub- 
stance of his remarks being : 

There is no market for tea now in the United 
States. The importations have fallen off tremen- 
dously in the last year. The price is low, and 
when the price of ail article is low the American 
people null not buy. They are so constituted that 
if United States Steel was selling .at $25 a share 
it would go begging, hut at $5,000 a share the peo- 
ple would break their necks trying to buy it. In 
about three months there is going to be a tremen- 
dous demand for tea — and there will be no tea. 
Javas arc sold way ahead. It would be impossible 
to get any Ceylon or India here in time. Compare 
the rise in price of jute, camphor, rice or any prod- 
uct of the Hast (luring the past four years with the 
rise in price of tea. Everything but tea has risen 
over 100 per cent, due to labor conditions, etc., 
while tea has gone up only about 2" per cent. It 
stands to reason that the tea trade has been run- 
ning at a loss. 


FOR BETTER COFFEE HANDLING 


N. C. R. A. Establishes a Freight Bureau in 
New York to Speed Up Shipments 
and Cut Down Costs 

T"MIF. executive committee of the National Coffee 
A Roasters’ Association, at its meeting in New 
York the latter part of January, approved the plan 
for a freight bureau in New York to expedite the 
handling and forwarding of coffee and to cut down 
the costs. While the bureau has been promoted 
by the association, only those members receiving 
its service are expected to pay its expenses. 

IL J. Metcalf, who has had much experience in 
receiving and forwarding coffee with G. W. Shel- 
don & Co., coffee forwarders, has been appointed 
manager of the bureau, which wilP be located in 
the association headquarters in New York. 

The bureau will attend to clearances, charging 
$2 per entry, as compared with $3.45 per hill of 
lading charged by forwarding agents. The cost 
of forwarding direct importations will he based as 
follows: Up to 750 bags 2 cents per hag; 750 to 
2,000 bags, 1/ cents per bag. Forwarding fees 
on spot shipments will be at the rate of $5 per car 
up to 500 bags. Cartage charges will he at the 
rate of 13 cents per ico pounds any quantity. The 
bureau will in the case of less than carload lots 
endeavor to forward by consolidated car service. 
Claims will he handled without charge. 

A number of New York and interior importers 
have already agreed to underwrite the plan and to 
guarantee the expense of the bureau, at least for 
an experimental period. These guarantees are on 
the basis of $25 monthly. 
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The bureau will be operated for subscribers at 
cost, and the service is available to all members 
of the association. At the end of three months 
the cost will be apportioned on the per bag basis 
and an accounting rendered to each subscriber for 
the exact amount of coffee handled for him. 

If the plan works out successfully in New York, 
as there is reason to believe it will, similar bureaus 
may l>e opened in New Orleans and San Francisco. 

THE COCOA TRADE OF THE U. S. 

Since the Beginning of the War Imports Have 
More Than Doubled, and European 
Middlemen Have Been Eliminated 

T HE United States is the world's largest con- 
sumer 'of crude cocoa (cacao), and since the 
year 1014 has more than doubled its volume and 
value of imports, according to a Government state- 
ment recently made public iti Washington. 

In 1918 this country took about 50 per cent of 
the total world production of 386,000 tons. The 
imports of crude cocoa into this country for the 
fiscal year ended June 30, 1919. were 313.037419 
pounds, valued at $35<95J<990> a falling off of 21.6 
per cent in quantity and of 12.9 per cent in value 
from the high record of 1 91 8. Of this amount 
there were re-exported 32,709,845 pounds, valued 
at $5,683,447, making the apparent consumption of 
crude cocoa in the United States approximately 
280, coo, 000 pounds, as against 386,000,000 pounds 
in 1918. Notwithstanding this decrease in available 
supplies of raw material, exports of prepared cocoa 
and chocolate (not including confectionery) rose 
from about $6,000,000 in 1918 to $11,000,000 in 
IOTQ. 

Chances in Sources of Supply 
Because of its position as the world’s leading 


buyer of crude cocoa the extent of the Unite, 
States' purchases and the changes which the w* 
wrought in the sources of supply possess a peculi* 
interest. The value of the crude cocoa import^ 
into the United Stites and the countries troa 
which it came during the last four years and tig 
pre-war year of 1914 are shown in Table X 0 . j. 

These figures relate to receipts at the varion 
ports of both Continental United States and in- 
sular territories. 

There has been, since the war, a steady move- 
ment toward direct importation from the producing 
countries, resulting in an almost complete elimina- 
tion of the European middleman. In 1919 less thaa 
one- fourth of 1 per cent of the American imports 
of crude cocoa came by way of Europe, whereat 
in 1914 24.5 per cent was purchased through Eu- 
rope. Imports from Portugal and the United 
Kingdom have declined until trade with the former 
has entirely disappeared and receipts from the | 
latter reduced to $84,700. 

Raw cocoa from the Gold Coast (British West 
Africa)— which country, according to the British 
Imperial Institute Bulletin, now produces one 
fourth of the world’s total output— formerly 
reached American ports via the United Kingdom. 
The tremendous increase that has occurred in the 
direct trade between this African colony and the 
United States is disclosed in the figures presented 
in the table below — that is, from $888 in 1914 10 
$11,681,338 in 1919. 

Marked declines from 1918 figures arc shown 
in the 1919 imports from the British West Indies 
Brazil, Ecuador, Venezuela and the Dutch East 
Indies, while imports from Central America, the 
Dominican Republic, the Dutch West Indies and 
Haiti show increases. 

Re-exports Also a Rfxord 

Re-exports of crude cocoa from the l 


Tajile No. 1 


Imported from — 

Portugal 

I ’ n i ted Kingdom 

Other Europe <* 

Canada 

Central America 

British West Indies . . . 

Cuba 

Dominican Republic 

Dutch West Indies 

Haiti 

Rrszil 

Colombia 

F.ucador 

Dutch Guiana 

VeneiueU 

British East Indies . . . 

Dutch East Indies 

British West Africa ... 
Other countries 

Total value 

Total ounntily, pounds 


Cocoa Imported Into thf. United States in Five Recent Years 


1914 

$2,292,959 

1,633,424 

1,162,213 


23,122 

5,372,327 

326,642 

3,187,606 


218,947 

2,764,760 

16,864 

2,693,674 

473,883 

552,547 

57,803 

19,469 

888 

1,166 


Fiscal years ended Tune 

80— 

Iff 10 

191Q 

1917 

1918 

$1 ,368,032 

$2,148,191 $ 

20,912 


2,188.624 

1,460,314 

113,304 


18,750 

4,048 

240 

16 

11,426 

' 135,0!* 

232,210 

348.180 

388,940 

3,710.014 
4,0 
5,014.0 
’ 61,0 
7 30,642 

6,038,670 

7,323,005 

6,295,562 

411,562 

149,447 

34,261 

6.946,112 

7,202,747 

3,660,091 

168,481 

15,419 

54,447 

135.270 

384,739 

406,068 

6,086,847 

4,959,964 

8,383,383 


41,847 

50,463 

99,590 

6, 362>0 
•28«,0 

*140,0 

117,595 

n,«ag 

4,198.249 

8,178,778 

7,975,868 

216,061 

492.163 

370,680 

2,458,131 

2,199,214 

2,391.378 

20,828 

16,915 

267,915 

121,308 

117.956 

351,99ft 

3,832,045 

4,698,227 

10,221,295 

227,373 

662,618 

84,209 


$20,797,790 

176,267,646 


35,143,865 

243,231,939 


39,834,279 41,277,479 

338,658,876 899,040,401 


3 5. 

313, 


958 . 99 ? 

7,43* 





THE TEA AND COFFEE TRADE JOURNAL 


179 


x ported to— 


Ekigi’ 1 ”'; 

pet.irarK 
prance •• 

jtiniany 
~ireeo 


Italy ••••*• 
S’ethrrlatids 

Sui way • 


<tweilen 

Fttilzeriand 

f.nglaii ‘1 

I'acaJa 

Mexico 

Cuba 

Aigentina 

ftrazil • • • 

I'liilc 

tMonibia 

j'ruguay 

British India 

Australia 

New Zealand ....... 

liritisb South Africa 
Other countries 


Total value 

Total quantity, pounds . 


$51,622 

76,791 


846,905 

62,851 

4,675 


14,452 

24,990 


$614,816 

4,577,622 


•-Extorts From the United States 

Fiscal years ended June 30 — 

1916 1917 1918 

1919 

$407,530 

814,330 

333,828 

$1,688,551 

48,369 

$114,550 

63,429 

$17,644 

256,485 

*3,341 

8,950 

21,815 

15,896 

4,191 

35,744 

29,343 

73,266 

4,265 

135,897 

8,184 

120,947 

868,970 

267,767 

143,126 

238,611 

533,308 

12,088 

9,317 

60,189 

3,010,447 


52,300 

12,607 

35,489 

639,636 

760,608 

803.592 

788,598 

15,869 

75,816 

366,105 

604,906 

3,744 

1,878 

52,414 

39,878 

85,608 

40,872 

50.023 

03,501 



429 

1,480 

1,013 

14,008 

950 

1,555 

2.199 


10,180 

2,405 

3,750 

7,045 

5,200 

43,900 

8,851 

273,628 

15,165 

268,396 

106,797 

10,793 

7,479 

31,853 

w 

SIS 

20,765 

68,328 

3,957 

$3,635,138 

$1,523,383 

$1,831,306 $ 

5, 683, 44 7 

31,484,491 

10,762,170 

12,679,143 3 

2,709,845 


tales for the fiscal year ended June 30, 1919, made 
new record, exceeding by 1,225,354 pounds and 
48,309 the previous high record of 1916, as Table 

in. ’ shows. 

Belgium, Netherlands, Spain and Switzerland 
pjiear for the first time as heavy purchasers of 
rude cocoa in the American market, and France, 
laly, Norway and Sweden are other European 
cumtries that show for 1919 marked gains over 
revious years. Re-exports to Mexico increased 
bout 82 per cent and those to Australia about 156 
tr cent over 1918; there was also a notable gain 
1 re-exports to South America. 

Exports of Manufactured Cocoa 

As already said, the net amount of crude cocoa 


retained in the United States approximated 280,- 
oco,ooo pounds, some of which reached the con- 
sumer in the form of prepared cocoa or chocolate 
and the remainder as confectionery. Although no 
accurate data are available, the ‘international 
Confectioner” states: “Generally it is thought 
that about one-half of all cocoa products arc used 
in the form of some confection.” 

Any attempt to arrive at an accurate estimate of 
domestic consumption of cocoa must necessarily 
take into consideration the exports of prepared and 
manufactured cocoa and chocolate and of con- 
fectionery, and in neither case are quantity figures 
available. In value the exports of “cocoa and 
chocolate, prepared or manufactured,” rose from 
$336,940 in 1914 to $10,835,409 in 1919, and of con- 


Tam.k No. 3 .— American-Made Cocoa and Chocolate Exported in 1914 and 1916-19 


Exported to — 

nclgium 

I'Ominrk 

France 

( Gibraltar 

Netherlands 

>1*ain 

I tiited Kingdom 

••tlier Europe 

t mada 

• entral America 

'lexmo . 

f’uba ;;;;;;;;; 

Dominican Republic 

■ outh America 

china 

Japanese China .!!!!! 

East Indies . 
JJutch East Indies . . . 
Honkon* 

?3nb . 

Russia in Asia . ...” 
Australia .. 

N'fw Zealand ” ! ” ” 
*,">*! ppine Islands .. 

?oulh Africa 
" ( her countries 

Tm&] 


1914 


$12,037 


13,054 

3,687 

2,904 

1,803 

116,323 

63,000 

14,477 

48,379 

683 

4,874 

4,758 

30 

29 


1,341 

3,894 

24 

855 

30 

27,315 

53 

17,390 


$336,940 


Fiscal years 

; ended June 

30- • 


1916 

1917 

1918 

1919 



$1,099,722 

$3,682,173 

$95,710 

$34,130 

24,122 

530,217 

93,743 

843,060 

1,825,305 

1,905,856 


13,898 

8,788 

426,681 

694 



1 78,024 

13 

4,789 

283.213 

264,859 

643,395 

1,584,064 

600.081 

574,774 

220,198 

164,085 

167,478 

508,763 

193,093 

167,650 

* 623,474 

459,652 

3 49 909 

63,992 

51,468 

51 ,665 

23,662 

69,201 

114,392 

84,740 

64,667 

70/86 

102,365 

94,439 

7,457 

19,496 

9,429 

30,410 

9.961 

64,802 

1 1 5.876 

116,546 

16,523 

34.434 

57.307 

418,605 

456 

6,459 

31,556 

28,770 

44 

11,575 

108,093 

176,785 


726 

11,910 

118,334 

3,781 

4.911 

12,454 

77,063 

26,737 

28,266 

1 19,503 

218,123 

23,513 

70,238 

1,455 

71,392 

18,077 

99,337 

237,285 

326,200 

18,143 

17,080 

43,216 

119,642 

20,430 

29,290 

42,355 

49,227 

4,870 

271 

74,400 

143,052 

, 27,545 

49,673 

133,178 

179,411 

$1,668,657 

$3,451,519 

$5,898,4S1 

$10,835(409 



i8o 

fectionery from $1,329,147 to $3,043,933. The 
American-made cocoa and chocolate (not including 
confectionery) shipped in the last four years and 
the pre-war year of 1914 went to the destinations 
shown in Table No. 3. 

The effect of the war oil the Continental industry 
is seen in the jump from $33,485 to $8,071,347 in 
the value of Europe's purchases of American-made 
cocoa and chocolate. This great expansion in trade 
can in large measure he attributed to the fact that 
the Netherlands and Switzerland experienced much 
difficulty in obtaining crude cocoa during the war, 
ami as a consequence were obliged to curtail their 
sales to other countries. Some progress seems to 
have been made by American cocoa and chocolate 
manufacturers in invading the markets of South 
America, Australia and New Zealand, also, since 
TQt4, and exports to Asiatic countries, particularly 
China and Japan, have increased gratifyingly. 


COFFEE URN LENDERS CITED 


Federal Trade Commission Charges Four 
Wholesale Firms That Loan Urns to Res- 
taurants With Unfair Competition 


I FROM A STAFF LORRES PON l>h XT | 

Washington. I). C., Jan. 14, 1920. 

T TNPAIR competition has been charged by 
^ the Federal Trade Commission against the 
Levering Coffee Company and B. C. Krone- 
berger & Co.. Baltimore, and the Arabian Coffee 
Company and the John H. Wilkins Company, 
Washington, concerns in the wholesale tea and 
coffee business in interstate commerce. 

The complaints allege that these respondents, in 
direct active competition with other concerns in 
the same line of business and with the effect of 
suppressing competition in the sale of coffee and 
tea, have adopted the practice of leasing or loan- 
ing coffee urns to customers engaged in the busi- 
ness of conducting lunch rooms and restaurants, 
upon the expressed agreement that such customers 
would thereafter purchase from these respondents 
all the coffee and tea used by them in the conduct 
of their business. The only consideration appear- 
ing for the agreement by which the respondents’ 
customers agree to purchase their entire require- 
ments of coffees and' teas from the respondent 
concerns, was the loaning or leasing of the coffee 
urns. 

The respondents have forty days in which to 
file their answers, after which the complaints will 
1 e tried on their merits before final settlement. 


February, 

COFFEE COMMITTEES MEET 

They Discuss Coffee Week, the Motion Pici^ 
a Forwarding Bureau at New York, Scien- 
tific Research and Other Trade Matters 

p\URING the week of January 26 the ,executii* 
committee of the National Coffee Roasters' 
Association and the Joint Coffee Trade Publics 
Committee held a series of meetings at the 
York headquarters to discuss matters of mud 
moment to both the wholesale and retail distrilut 
ing trades. 

The Coffef: Film Approved 
Twice during the week the Coffee Committal 
revamped coffee film was exhibited at the display 
room in the industrial department of the Universal 
Film Manufacturing Company, and was approved 
and accepted by both the trade committee and the 
executive committee of the N. C. R. A. A brief 
description of the film is published elsewhere is 
this issue. 

National Coffee Week 
Both committees also considered and approvrt 
plans for a national coffee week to begin March 
29. during which the coffee film will be exhibits 
throughout the United States by the Joint Trade 
Committee. To draw attention to the film, hi? 
lithograph posters will be displayed in each town, 
and enlarged reproductions of scenes in tlx 
film will be shown in store windows, together with 
a window strip showing the illustration and pan 
of the text of the current national advertising. 

Just before coffee week, slides announcing the 
coming of the film will be run in the theater; 
throughout the country. 

A feature of coffee week will be a prize Conte?" 
for the best window displays of coffee. The con- 
test will he open to all retailers and prizes w 
aggregate $2,000. The country will be divided im 
four districts, representing, roughly, the Northed 
Southern. Eastern and Western quarters, in 
district there will be offered a capital prize "t 
for the best display, a second prize of $50, ten tlurc 
prizes of $10 each and fifty fourth prizes of 
each. Contestants are invited to send photograph 
of their displays to the Joint Coffee Trade 
licity Committee, 74 Wall street, New York Cit) 
not later than April 15. The photographs 
show actual window displays of coffee during ^ 
week of March 29 to April 3, inclusive. LveO 
grocer who enters the contest, whether lie wins « 
not, will receive a booklet picturing the P riz * 
winning windows and also containing helped > l, 8 
gestioiis for window displays. Wholesaler? 2fl 
being urged to provide special window trim. 
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For Scientific Research 
y},e joint Trade Committee discussed plans for 
idling into the best methods of grinding and 
^ving coffee, with the idea of furnishing dealers 
t h a scientific basis for educating their custom- 
. ^ special committee, consisting of Chairman 

n . \y Weir, of Ross W. Weir & Co., New 
>rk : Carl W. Brand, president of the N. C. R. A., 
( \ the Widlar Company, Cleveland, and George 
Wright, of the Dwinell- Wright Company, Bos- 
i. was appointed to arrange for this research 
tlithc Massachusetts Institute of Technology. 

A Forwarding Bureau at New York 
At one of its meetings the executive committee 
the X. C. R. A. discussed the suggestion made 
the Atlantic City convention last November by 
II. Aborn, of Aborn & Cushman, New York, 
at a forwarding bureau should be established in 
ew York. The committee approved the idea, and 
need the matter in the hands of a traffic com- 
ittce. II. J. Metcalf, who has had long experi- 
,ce in receiving and forwarding coffee at New 
i.rk, has been engaged to manage the bureau, and 
ortly after his appointment went to the Middle 
A st to secure active support from roasters there, 
he plan of operation is described elsewhere. 

Field Secretary Appointed 
The X. C. R. A. executive committee also ten- 
dered the decision of the last convention to ex- 
ad the associations field work, and appointed 
t'lix Coste, manager of the national headquarters, 
i field secretary. Allan P. Ames was engaged to 
ive all his time to the headquarters so as to 
wide Mr. Coste to spend more time in the field. 

For Truthful Advertising 
Hoth committees voted to become sustaining 
ictnhers of the National Vigilance Committee of 
,p Associated Advertising Clubs of the World, 
id appropriated $500 to he used by the Advcrtis- 
Clubs in their campaign to suppress unfair and 
truthful advertising. 


TEA FIRM TELLS ITS HISTORY 
Jardine, Matheson & Co., Ltd., have issued a 
dutifully printed and illustrated 40-page booklet, 
insuring about 10 by 13 inches, containing the 
Wr ’ r y of the firm, and describing its many offices 
n d branches in China, Japan, Manchuria, London 
n <l Xf \v \ ork. It is told in the booklet that this 
rm or ganized in 1832 by Dr. William Jar- 
; !lc ' Mr James Matheson and Hollingsworth Mag- 
' ac ‘ offices in Macao and Canton, China, and 


:8i 

since has grown to be one of the leading import 
and export houses dealing in Far Eastern products. 


N. C. R. A. EXTENDS FIELD WORK 


Local Branches Hold Meetings to Hear Presi- 
dent Brand and Manager Coste Expound 
Trade Truths 

-THE meeting of the New York Branch of the 
A National Coffee Roasters’ Association, at the 
Republican Chib on the evening of February 5, 
marked the culmination of a month of important 
association branch meetings, and gave evidence 
of the kind of field work the X. C. R. A. is plan- 
ning to carry on during several months to come. 

On January 13 President Brand and Manager 
Coste attended the annual meeting of the Chicago 
Branch, and the same evening a gathering of the 
Wisconsin Coffee Roasters' Association at Mil- 
waukee. The next day they were in St. Paul to 
attend a meeting of the Tri-City Coffee Roasters' 
Association. 

Messrs. Brand and Coste reported a most suc- 
cessful trip, during which they talked about the 
coffee film, the advertising campaign, shorter terms 
and discounts, guarantee of price against decline, 
the freight traffic bureau at New York, combina- 
tion sales of coffee and sugar and coffee week. The 
Joint Coffee Trade Publicity Committee's coffee 
film, the “Gift from Heaven,” was exhibited for 
the first time at Milwaukee and St. Paul. 

President Brand was not at the meeting of the 
New York Branch, but Mr. Coste ably explained 
to the thirty-five roasters present the details of 
the advertising campaign, coffee week and the use 
of the committee's motion picture, which was ex- 
hibited during the evening. He told his audience 
about the plans for increasing coffee consumption, 
pointing out how each roaster can get behind the 
national drive. He laid particular emphasis on the 
need for each wholesale coffee firm getting the 
story over to the retailers and securing their fullest 
measure of co-operation in making the campaign 
an unqualified success. 

February promises to be a busy month for Presi- 
dent Brand and Manager Coste in extending the 
association's field work. They have planned a trip 
that will take them through the Middle West and 
South, talking to roasters at branch and sectional 
meetings in Iowa, Nebraska, Missouri, Tennessee, 
Louisiana^ and probably Texas. Mr. Brand may 
not be able to make the whole trip, but Mr. Coste 
will, and on his return journey he will talk at Cin- 
cinnati and Louisville. 
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UR TEA STANDARDS DROPPED 

Khow and Canton Oolongs and Japan 
Jasket Fired and Dust Abandoned by the 
U. S. Board of Experts 


paign to help every interest associated in the dis- 
tribution of tea, from the producer to the con- 
sume r." 


SUMATRA'S TEA TRADE 


[special correspondence] 
Washington, D. C., Jan. 23, 1920. 
XX' MOW oolong, Canton oolong, Japan 
basket fired and Japan dust were dropped 
i„ the U. S. Board of Tea Experts' list of 
ulards at tile meeting held on January 12 in 
,v Yurie This change is intended to make for 
liter uniformity of inspections and to pnt all 
; on a similar basis. Dropping the four -Stand- 
s leaves eight on the list, 
urmosa oolong will be used as the standard 
all oolongs, excepting scented Canton oolong, 
ich lias its specific standard. Japan pan fired 
1 k used for judging all Japan teas, 
in changes in the United States tea law were 
unintended. 

Ml members of the board were reappointed, 
h Herbert G. Woodworth, of Boston, as chair- 
ii, and George F. Mitchell, supervising ex- 
intr. as secretary.— B. R. W. 


IA PUBLICITY DEVELOPMENTS 

ctive Campaign is Now Under Way to Secure 
Funds to Promote Consumption in the 
United States 

’HE Tea Promotion Council of the Tea Asso- 
ciation of the United States of America is 
tv actively engaged in a campaign to raise funds 
th which to advertise tea in this country. This 
a continuation of the programme initiated 
out a year ago. 

For a time the campaign dragged, but Robert 
Heclit, of Irwin-Harrisons & Crosfield, Inc., 
etv York, who is now chairman of the promotion 
mmittee. states that tangible progress is now 
■ng made. Steps have been taken to secure 
mis from the tea-producing countries. 

Ys a part of the publicity plan, effort is being 
ade to secure the active co-operation of every- 
th interested- in the tea business. Letters are 
tug sent out to importers and distributors urging 
cm t0 join the association, stating that the 
ovement to increase consumption in the United 
bites is expected to make membership in the as- 
ciation highly desirable. 

A letter to members states that tea men “stand 
lte t0 face to-day with probably the biggest 
'Portunity that ever confronted them, a cam- 


Exports From the East Coast Gardens Are 
Reviving Rapidly, the First Half of 
1919 Showing a Big Increase 


By Ai.gar E. Carleton 

Medan 

TMIE first six months of 1919 witnessed a big 
* revival in the export trade of the Sumatra 
East Coast, which may be partially explained by 
tile fact that in 191R owing to shipping restrictions 
and the inability to obtain bottoms, considerable 
amounts of the crops of that year were held in 
stock ; at the beginning of 1919, however, tile pro- 
ducers were able to dear up the greater portion of 
these stocks with a rush, as shipping conditions 
became much easier. 

it has been estimated that the tea exports for 
191, S would be twenty times those of 1914. The cul- 
tivation of this product is practically new in the 
Sumatra East Coast, and the quality is said to he 
excellent, l'or the first six months of 1919 the 
total exports amounted to 4,6924476 pounds, or 
nearly the same quantity as was shipped during the 
whole of 1918. Tlie export is about the same as 
the production. In 1915 tea was first shipped to 
Great Britain, and in 1917 the first export was 
made to the United $tates. On June 30, 1919, the 
area planted was about 16,796 acres, of which 
about 12,530 were in production. 

The destinations and quantities of tea (in 
pounds) exported for the years 1916, 1917, 1918, 
and for the six months ending June 30, 1919, were 


as follows : 


United States. 
Netherlands .. 
Great Britain.. 

Singapore 

Java 

Australia 
British India.. 

Total 


1 91 C 191“ 

2 , 000 , 02.1 

204,345 

3,082,288 983,539 

689 237,070 

29,592 547,963 


23,472 112,567 


3,400,386 3,941,162 


First 6 
months, 

1918 1919 

668,578 140,800 

1,824,055 

95,874 1,296,154 

4,140,587 1,203,257 
349,868 195,210 

33,000 


5,254,907 4,092,476 


tea LAW TRANSFER BEFORE HOUSE 
[from a staff correspondent] 
Washington. D. C., Feb. 4, 1920. The House 
Agricultural Committee to-day reported out the 
Agricultural Appropriation Bill, which carries 
provision in it for the transference of the admin- 
istration of the tea law from the Treasury De- 
partment to the Department of Agriculture, and 
appropriates $40,000 for same. Lamm. 
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BRAZILIAN COFFEE RECEIVED AT NEW YORK DURING 1919 


Arbuckle Bros 

L Aron & Co., Inc 

M. Levy’s Sons 

A. C. Israel Co.. Inc 

Leon Israel X Bros 

\V. K. Grace & Co........ 

K. Lawrence Smith Kx. & 

Imp. Co 

Sleinweinier Stnffregeu X 

to 

Jules Mats & Co 

Kppens, Smith Co 

Geo. II. McFadden X Bros. 

Sorenson X Nielsen 

Sasco Coffee Co. 

Young & Griffin Coffee Co. 

Hard X Band 

Win. Bayne X Co 

Davison & Morphy ...... 

I >an ntmillcr Coffee Co. ... 

Dwinell-Wright 

Jones Bros. Tea t'n 

Canada 

Order 

S. Pfeifer X Co 

W. F. McLaughlin & Co. . 

( hast X Sanhorn 

Stewart, Carnal & Co 

Geo. F. Wicmami Co 

J. if. Win dels 

Jewel Ten Co. 

Costa, Riheiro & Co., Inc.. 

Corn. Schwarz & Co 

Louis Seitz 

M. I. Ilorwitz 

Caracanda Bros 

Bussell & Co 

The Widlar Co 

Durand X Kasper Co 

Fromm & Co 

C. A. Mackey . 

Arnold, Dorr X Vo 

Lowrv Coffee Co 

D. .\f. Enright 

Wm. S. Sail I X Co 

Siefgr. (iruner & Co 

Caldwell Importing Co.... 
Sectnnn Bros 

T. I*. Jones & Co 

W. S. (Jiiinbv 

The Hour Co 

B. Fischer Co 

Baker Importing Co 

Kennedy & Co 

Holbrook Grocery Co 

Mitchell Bros. 

Brazilian Warrant Co 

Braunting Coffee Co 

Cheek Neal Coffee Co 

Merchants Coffee Co. of 

Baltimore 

Aug. Stumpn X Co 

Brownell X Field Co 

Ruffner, McDowell X Burch 


(Compiled liy W. S. Force X Co.) 


529,408 

F. J. West, Inc 

5,500 



379,701 

Berry, Dodge Co 

5,349 

Powder Co 

j . 

237,348 

Denison Coffee Co. ....... 

5,000 

D. G. Evans Coffee Co 


221,414 

Swain, Earle & Co 

4,750 

C. A. Fairchild & Co....... 


165,861 

M. J. Brandenstein X Sons 

4,500 

The Fisliback Co 


134,050 

K. B. Millar & Co.. . 

4,290 

Grossfeld & Roe Co 



Armour X Co 

4,061 

E R. Godfreys Sons Co... 1 


133,7**7 

( has. Dittmann Co 

4,000 

Githens, Rexsamer X Co . . . 

i V ■ 


Hamlrhnatschappv, Trans- 


Willard Hawes X Co 


123,090 

marina, Inc 

4,000 

1 . X J. Lenson Co 


98,112 

Sutherland X Co 

4,i)00 

Mever Bros. Coffee X Spice 


96,774 

1 homson & Tavlor Spice 


Co 

1 - 

96,416 

Co 

4,000 

Nave X McCord Mercantile 




4,001) 


1 1 ' 

75,228 

Ed. Wcsten Tea & Spice 

Oelrichs & Co 


73,664 

Co 

4,000 

L H. Parke Co 


68,715 

The Haserodt Co 

3,700 

P. H. Shannon . . ... 


55,350 

( . Bullard X Co 

3,500 

W. Tappenbeck 

1 

51,345 

Canby, Ach X Canby Co . . 

3,500 

Union Pacific Tea Co 



J. 1). Wells, Jr 




43,501) 

Ross \V. Weir X Co 

3>0 

Biedermann Bros. 


43,015 

Wilson X Co 

3,500 

L lie Groff 


40,582 

G. W. Sheldon X Co....*.. 

3,404 

Empire Coffee Co 

1 ttu 

39,818 

Koval System (Toffee (To... 

3,250 

Martin L. Ilall Co 


38.250 

Direct Importing Co 

2,350 

Johnson Earl Meyers Co. . 

7Ju 

37,155 

K. L Gerhart X ( o 

3,050 

F. 1. I.ipton 

• Zj,. 

36,700 

^oung Mali noil Co 

2,850 

Riciilifiiner Coffee Co. ... 

tii 

35,000 

A. J. Kasper Co 

2,750 

Sprague X Rhodes 

66$ 

32,439 

Ridenour Baker Grocery 


Athletic lea Co 

auu 

30,750 

Co 

2,750 

C. W. Antrim & Son 

Vhi 

30,584 

Sprague, Warner & Co... 

2,750 

A. II. Bill Co 


28,910 

( . F. Bonsor & (To., Inc... 

2,534 

Corbin Sons X Co 

.Vik 

26,875 

National Grocery Co 

2,500 

Campbell, Holton X Co... 

.in- 

26,721 

('lark & McKusick Co 

2,500 

Ellis Coffee Importing Co.. 


25,372 

Moore-Shcnkberg Gro. Co. 

2,459 

Wm. Edwards Co. 

■» 

25,250 

Geo. Rasmussen & Co 

2,250 

Gravenhorst X Co 

j,H 

25,094 

Rust. Parker Co 

2.100 

Grocer's Coffee Co 

furt 

23,370 

Dunn Bros 

2,000 

Gowan, Denning & Brown 


22.005 

Ennis, llanlev & Blackburn 

2,000 

Co 

54» 

21,185 

The Heekin Co 

2,000 

E. f. Gillies 

>i 

20.640 

1 hen. Oedekoven 

2,000 

Gaston, Williams X Wig- 







19,904 

Bowers Bros 

2.000 

S. H. Hoisted X Co 

50*> 

1 8,900 

Peabody X Maillcr 

1,900 

Hanley X Kinsella Coffee X 


17,147 

Geo, S. Wallen Sr Co 

1,750 

Spice Co 

5i«l 

16.821 

Old Dutch Mills 

1,750 

Henry Horner X Co 

5r<i 

16.464 

Bell, ('on rad & Co 

i .555 

Nathan Ilorwitz 

Sum 

15,900 

Griggs, Cooper & Co 

1,512 

Montgomery Ward & Co.. 


15,250 

I K ( arret X Co 

1,500 

McNeil X Higgins Co 

j,!'l 

1 2,500 

< ampbell X Woods Co.... 

1,500 

McFadden Coffee & Spice 


12,000 



Co .. 

ain 

10,537 

T. Barbour Brown X Co. . . 

1,366 

S. S. Pierce Co 


10,311 

(’has. F. Blake 

1,250 

Reid, Murdoch Co 

r.«it 

10.000 

J. H. Forbes Tea & Coffee 


B. Rutstein X Sons 


9.50O 

Co 

1,250 

Stone Ordean Wells Co... 

5*1“ 

9.250 

W m. Schotten Coffee Co. . 

1,250 

The Shear Co 

5<W 

9,040 

Steele Wedelcs Co 

1,250 

Sehon Stevenson X Co... 

a'»i 

8.750 

Plie N'ielen Co 

1,150 

Schulz & Ruckgaber 


7,000 

Sherman Bros. X Co 

1,122 

Western Grocer Mills 



G. \\ \ anderhoef X Co... 

1,10ft 

The Weideman Co 


6,500 

Atwood & Co 

1,000 

Miscellaneous 

3,u: 

6,000 

G. F, Horsley X Co 

1,000 

— 

. — 

6,000 

('. F. Blatike Tea X Coffee 


Total 3.7 


5,500 

Co 

1,000 




COFFEE RECEIVED AT SAN FRANCISCO DURING 1919 


Civixc THK Names of the Importers and the Number of Bags Each Brought In 


\V. R Grace & Co 259,446 

American Fin. X Coin Co.. 140,025 

T. Aron & Co., Inc. ...... . 90,358 

I .eon Israel & Bros 76,580 

A. C. Israel Co., Inc 71.270 

Otis McAllister & Co. ..... 60,074 

Hamberger Polhemus Co. . 48,613 

S. L. Jones & Co 27.092 

Baruch & Co 27,014 

A. Rosenthal & Sons 26,788 

Hind, Rolpli & Co 22 t 442 

Ilaas Bros 20.814 

E. A. Canal izo 19,679 


! Compiled by C. E. Bickford X Co.) 


Transmarine Shipg. Co.... 17,692 

Hard X Rand 17,3 50 

KilicnthaJ, Levy & Co 36,600 

Lastreto & Co 16,534 

G. Amsinck & Co., Inc 16,106 

ConTl Bank of Span. Am. 13,877 

Leon Lewin 12,470 

American Factors. Ltd 10,458 

Trans-Oceanic Co 9,912 

Macondray & Co 9,852 

Davison & Murphy 8,500 

J. F. Linares 7,946 

Parrott & Co 7,456 


Bloom Bros. 

Wm. Halla 

D. Hecht & Co 

Heilman Bros. & Co. . 
Geo. A. Moore & Co. . 
Balfour, Guthrie & Co 
American Trading Co. 

L. P. Lincoln 

Wellman, Peck X Co. . 
Sundries 

Total Receipts, 1919. 


5,uja 

lie* 


m 

BS.6W 

j ,l«5.S8S 



ftttmry, 192° 
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j COFFEE RECEIVED AT SAN FRANCISCO DURING 1919 (Cont’d) 

\ T he Kinds and Quantities of Each Received iiv I’irst Hands Only Dtrinc the Last Six 

Years 




1919 

1919 

1917 

1910 

3915 

1914 

y'. 



J66P92 



7,003 

15*010 

j| | 




43,32.) 


:*,! or. 

S&lwlnr 

Dual fin ala 

Mexican 


. . . 153,227 

. . . 31)8,83.8 

46,951 

362,540 

223,783 

47,199 

253, 152 
343,095 
30.619 

90,811 
232,4 49 
23,5(3 

78,415 

137.982 

85,705 

06.84 8 
103,871 
20,720 




3,„.iO 











154 

1,270 

Brazil 

Hawaiian Island 

East India, .Lava, etc. . 
Kvimportationa 


41 .0(10 
28,042 
363,239 
90,377 

39.833 

0,493 

1 2,03o 

J o'2,(ioo 
11,709 
15,825 
100 

132,050 

27,061 

5,028 

350 

82.101 

24,200 

7,4 Hi) 
250 

1 23,092 
32,140 
10,102 
1,1100 




...... 





383,301 




’’ ' 


" 1,> — 1,1 



IMPORTS OF BRAZILIAN COFFEE INTO NEW ORLEANS IN 1919 

(Compiled by S. J .irk sou) 


Importer 

J. Aron & Company, Inc.. 
S. Pfeifer & Company.... 

Hard & Rand 

M. Levy's Sons 

’A. C. Israel & Co., Inc. . . 
Stewart Carnal & Co., Ltd. 

Leon Israel & Bros 

Durand & Kasper Co 

Order 

Caldwell Importing Co. . . . 
Steuiwemler - Stoffregen & 

Thomson & Taylor Spice Co. 

Jewel Tea Co., Inc 

Jules Maes is Co., Inc 

Llw, Westen Tea & Spice 

L. A Amsinck & Co., Inc.. 

A. J. Kasver Co 

.h'. H. Forbes Tea & Coffee 

<0 

Henry Horner & Co 

Swanson Brothers 

< . ( 1-. Klanke Tea & Coffee 

}■- Millar ft Co. . ! . ! .’ .' ! 

l-'niis J. Bright 

Hanley ft Kinsclla Coffee & 

hpice Co. 

J- loom's Son 

]lfll, Conrad & Co. . . . . . . [ 

I 'em son Coffee Co 

Armour & Co 

Meyer Brothers Coffee' & 

c Co 

ii i> ^ inc 

rV K .Ci-ace & Co.... 

* aeek Neal Coffee Co. 


Lt.-.rge Rasmussen Co 

ir^ield & Roe Co 

"faerti Crocer Mills 

Coffee Go.. 
r.ragu e . Warner & Co 

ihS?' m, T 1 ry Ward & Co. . . 

H. McFaddcn & 

Hittmann Co.!!!!*.! 
p n offee Mill. 

v a \ :>on & Murphy 

te B c„ otU 


;9rbin 


^ns & Co 




Poffee ey ’ ^ ac kburn 

" N r. Colfce Co.. 

IvW. o , lel *» 

'“Mg & < tT°' tr Co. 
« 51 Griffin Coffee Co. 


Bags 

324,611} 

187,558 

160.750 
135,280 
117,686 
102,431 

99,200 

85,154 

63.477 
56,762 

49,250 

44,027 

42,836 

39.477 

31,131 

30,800 

28,432 

26,622 

26,156 

26,139 

25,953 

24,850 

23.750 

23,329 

22,135 

21,725 

21.478 
18,439 

18,036 

17,924 

17,421 

17.000 

16.000 
15,003 
14,335 
14,122 
13,523 
13,520 

12.750 

12,500 

12,101 

11,250 

11,000 

10,690 

10,181 

10,000 

9,400 


8,705 

*,475 

7,850 

7,750 


7,528 

7,500 

7,350 

7,270 

7,265 

6,275 


Importer 

K- K. Godfrey & Sons Co.. 

Tone Brothers 

(I. K. Bursley & Co 

McFadden Coffee Si Since 

Co 

Biston Coffee Co 

J. A. Folger & Co 

David G. Evans Coffee (To. 

Nor wine Coffee Co 

Athletic Tea Co 

Stone Ordeon Wells Co... 

Wilson & Co 

Empire Coffee Co 

Kichheimer Coffee Co 

Puhl-Webb Co 

Koth-Homeyer Coffee Co. . . 
Calumet Tea & Coffee Co. . 
JL F. Humphreys & Co.... 

Fort Smith ^Coffee Co 

Nave-McCord Mere. Co. . . . 

The Shear Co 

Scudders-Galc Gro. Co. . . . 

S. H. Holstad & Co 

Nicholas Burke & Co., Ltd. 
Geo. W. Lawrence & (To.. 

John Sexton fk Co 

Wm. Tackaberry (V 

H. T. Cot lam & Co 

W. F. McLaughlin & Co... 

B. A. Rail ton Co 

J. & M. Schwsbacher 

Schwartz Brothers 

Lang & Co., Inc 

Ridenour-Baker Mer. Co... 

E. B. Harrall 

Wm. Kelner, .7 

Plunkett-Jarrell Gro. Co... 

Wm. McMurray 

Parsons & Scoville C'o.... 

John A. Tolman & C'o 

Syme, Eagle & Co 

Geo. W. Caswell Co 

Rust-Parkcr Co. 

Nash- Smith Tea & Coffee 

Co 

The Fishback Co 

Ouerbacher Coffee Co 

Franklin, MacVeagli & Co. 
Black Hawk Coffee & Spice 

Co. . . 

W. M. Hoyt Co 

Geo. H. Hathaway & Co. . . 

H Jevne Co 

Sacos Coffee Co. ... . .... 
Twin City Who Gro. Co. . 

F. D. Wilcox 

Waples-Plater Gro. Co 

J. Hy. Koenig Co 

William Bartlett, Jr 

John Blaul’s Sons Co 

Jewett & Sherman Co 

John B. Bright & Son..,. 
Campbell, Holton & Co... 
Fletcher Coffee & Spice 

Co 

Blue Ribbon, Ltd 


Bags 

Importer 

Bags 

5,75(1 

< urn, Schwartz & 

1,00(1 

5,750 

Grocers Coffee Co 

1,00(1 

5,450 

H. R. Hall Co 

1,000 


Haas, Baruch & Co 

1.00(1 

•i,3 id 

F. W. 1 1 in z & Son 

1,000 

5,274 

Muskogee Who. Gro. Co. 

1,0(10 

5,250 

Samuel Mahon Co 

1,000 

5,136 

McNeil & Higgins (To.... 

1 ,000 

5,0 1 5 

Norton iSr Curd Co 

I.IIIHI 

5,070 

Keid-Murdoch & Co 

1,000 

5,050 

\\ . K. Seago *v (To 

1.090 

5.020 

E. P. \ a', ice & Co 

1,00(1 

4,725 

W. T. Allen Coffee Co. . . 

l.ooo 

1,5511 

Warfield, Pratt. Howell Ci 

],)I09 

4,125 

1 Ii illips-Tra wick Co 

075 

4.000 

\\ illiani Grossman Co. . . . 

850 

‘ 3,750 

Titus & Martin Co 

750 

3.750 

H. Wittich Co 

750 

3,500 

Oakford & Fahnestock... 

741 

3.500 

Grav Manufacturing Co.. 

620 

3,500 

Fisher Brothers 

600 

3,250 

Clark & Host Co 

,*,sa 

3,231 

Dwight, Edwards C'o 

550 

3,125 

Burkenroud-Guldsinith Co. 


3,000 

Ltd. 

500 

3,000 

C. T. Check & Son 

509 

3,000 

Donovan Provision Co... 

509 

2,750 

A. L. Feigl 

500 

2.750 

L. C. Fallon & Co 

500 

2,750 

Gowan, Lennig, Brown... 

500 

2.750 

T. T. Henderson 

500 

2,700 

J. C. Huggins Co 

590 

2,500 

S Hammill Co 

son 

2,500 

King Koffee Kompany. . . . 

500 

2,250 

Keil Grocery Co 

500 

2,250 

McCord, Brady Co 

500 

2,199 

St Louis Coffee & Spier 





2,000 

Wm. Braid & Co 

400 

2,000 

International Coffee Co.... 

376 

1.981 

Young Brothers 

350 

1,976 

Empress Manufacturing Co. 309 

1,850 

Manning Co 

300 


Stetson, Barrett & Co 

300 

1,755 

Tohn F. Lalla Co 

260 

1.750 

American Coffee Co. ol 


1,750 

N. O 

250 

1,571 

< oiisoiulated Companies of 


Plaquemine 

250 

1,500 

Greene St UeLaittre 

250 

1,500 

Gri-ggs-Cooper & Co 

' 259 

1,500 

McCloskev Brothers 

250 

1,500 

Rockford Who. Gro. Co... 

250 

1,500 

Wellman, Peck & Co 

250 

1,500 

Wulfing Gro. Co 

250 

1,500 



1,500 

Total Bags Coffee 

2.411,192 

1,460 

Shipping Ports — 8 pt C & 

LC 

1,350 



1,297 

Shipping Ports 


1,252 



1,250 

From Santos 

1,711,468 

1,250 

From Kio de Janeiro 

462,274 


From Victoria 

237,450 

1,250 



1,100 





TEA AND COFFEE SIGNS OF THE TIMES 

9 How the Renaissance of Tea and Coffee is being brought about, as 
Illustrated by the Latest Developments in Advertising, Merchandising 
and the Making and Serving of Our Most Popular Beverages. ' 


COFFEE AIDS FACTORY MORALE 

One Large Employer of Labor Finds That 
Coffee Served at Lunch Time Maintains 
the Workmen’s Efficiency 

A GOOD cup of coffee at lunchtime keeps work- 
** men contented and fit, according to the ex- 
periences of the W. S. Tyler Company, of Cleve- 
land, which has been operating a free coffee serv- 
ice for its employees since December 2, 1918. 

The company’s system and coffee kitchen are 
described in a twelve-page illustrated booklet re- 
cently issued by the Joint Coffee Trade Publicity 
Committee as a means of calling the attention of 
roasters and dealers to the opportunity of increas- 
ing sales by inducing other factory managers to 
establish similar systems. The committee says; 
“While this is by no means the only factory with 
an employee’s coffee service, the advantages of 
the system are not appreciated as they should be, 

and a large and profit- 

able field awaits the 
roaster who can sell the 
idea to employers.” 

We reprint the book- 
let in full : 

Coffee as an Aid to 
Factory Efficiency 
Time was— and not so 
many years ago, either 
—when the man who in- 
stalled a rest room for 
his employees, or a res- 
taurant where they 
might buy a warm noon- 
day meal at cost, was 
pointed out as an up-to- 
d a t e ‘‘philanthropist. ,, 

Pioneers in this phase 
of industrial progress 
were thought to be do- 
ing big, unselfish things, 
not for themselves but 
for their employees. 

Nowadays, we know 
that this which we used T __ ^ 
to call “welfare" work The Tyler Compan 

is really just a part of Designed and installed 

the system that makes Z&fZSE* ln!t ™ 



The Tyler Company’s Coffee Kitchen 

Designed and installed by the Widlar Company, 
which also supplied instructors to teach proper coffee 
making methods. 


business BIG — that the employer is not so nn 
displaying unselfishness and philanthropy as hej 
showing wisdom in the exercise of his steward^ 
The plant which has not followed these prindi 
is not working up to its full capacity. 

That is the way the W. S. Tyler Company, 1 
Cleveland, feels about the establishment of tbd 
model Coffee Kitchen. 

A Good Investment 

“We studied the problem carefully, and we cn 
sider it a good investment. We have had no reaw 
to change our minds, or we would discontinued 
scheme,” is the matter-of-fact way E. P. Disbfl 
assistant treasurer, pfits it. 

The Tyler plant’s Coffee Kitchen supplies to it 
employees coffee, and the best coffee it can bnj 
topped off by genuine cream, also the best qua! 
ity available in Cleveland, not at cost, but ab» 
lutely free. In other words, the company “stand 
treat” every day to 500 men, on the average-aui 
does it generously, each man receiving one pid 
of good, honest coffee, that is bought right, mad 
right, and unadulterated. This is one of the plant'! 
contributions to the efficiency of its force, and! 
pays. 

Helps Maintain Standard 

It pays, not so mod 
in increased output d 
the factory as in mail 
taining a- standard d 
perfection in the prod 
uct. Coming as it dofl 
at mid-day, when, » 
cording to the law d 
diminishing returns, fe 
mental and physical 
powers of the workm* 
have reached their pei 
and begun to decline, 4 
revives and stimulate 
and keeps the standaf* 
set by the early mor* 
ing hours more neadf 
stable. The compaEj 
has not figured 
dollars and cents 
what rate the)- are ^ 
ting on their inve*j 
ment; but they h*, 
figured this, as 
other plants that 
tried like schemes-*! 
man who has 
’s Coffee Kitchen freshed and harmless 

>y the Widlar Company, stimulated firing * 

ars to teach proper coffee noon recess is Oy T: 

job" with all his fatf- 


fbnuny, >9*> 
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How-the Coffee is Distributed in the Tyt.er Company Plant Every Day at Lunch Time 


Each department has its own coffee pot in which a workman brings the coffee from the coffee kitchen 
to his fellow employees in his department. 


lies all afternoon, and makes fewer errors. And 
trrors in a place like this cost a lot of money. 

The Tyler Company manufactures wire cloth 
ind screening, ornamental brass and bronzes of 
ill kinds. Just by way of example, consider the 
department in which wire cloth is made for use in 
paper mills. Through the meshes of this cloth is 
pressed the pulp from which the paper is made, 
ihe tiniest imperfection in the screening means 
in imperfection in the paper. The man who ex- 
amines the screening to see that it is flawless before 
jt leaves the room must be on the alert. A 
kearied, devitalized workman who lets a flaw slip 
by him interferes not only with the reputation 
?ii<! the integrity of the W. S. Tyler Company but 
F'ith the paper manufacturer who buys the im- 
perfect product, and with everyone who comes in 
contact with the results of the imperfection. 

! Disbro says a good cup of coffee makes the 
F ien contented, it “warms the cockles of the 
heart/’ and of course it .requires no scientific argu- 
ment to convince anyone that the contented man 
the one who is doing the best work, whatever 
that work may be. The proverb that a man is as 
as his arteries, has been revamped to read 
a man is as old as his intestinal glands — and 
just as active— and the management of the Tyler 
Plant holds that their coffee stimulates the diges- 
llve or Sans to keep a man “fit” throughout the day. 

How the Plan Works 
The Tyler Coffee Kitchen began operations on 
cc ember 2, 1918. Three 35-gallon percolators 
The initial cost was about $200. 
e ^ a ler who supplied the coffee took charge of 
Potions and sent an expert who instructed the 


woman, who now attends to the work, in the in- 
tracies of proper coffee making. 

Each department foreman has his pots or pails 
—huge carriers which hold enough coffee to sup- 
ply all of the men in his department. Each morn- 
ing the foreman ascertains how many of his men 
want coffee. This memorandum he sends to the 
woman who has charge of the kitchen, and comes 
on the job at 9 o’clock. About fifteen minutes be- 
fore the noon whistles blow, foremen send to the 
Coffee Kitchen — which is a little glassed-off corner 
in one of the workshops— for their supply. The 
pots and. pails, each bearing a metal tag with the 
foreman’s name or department, are ready for dis- 
tribution. Each man who wishes to take advantage 
of the coffee service is required to buy his own 
cup, pint-size, white enamelware, at 25 cents. 
When the sendee is discontinued or the man quits 
the employ his 25 cents is refunded. 

The Daily Cost 

About 500 of the company’s employees take ad- 
vantage of this service. Each man gets nearly a 
pint, or the equivalent of two large breakfast cups, 
The total cost figures about twenty dollars a day, 
that is four cents per man or two cents per pup. 
This high average is due to two causes : the com- 
pany buys the very best coffee it can get and 
serves it with a liberal allowance of pure cream. 
Their daily use of cream amounts to six gallons. 
This is included in the total daily expense of 
twenty dollars, as are also the wages of the woman 
who makes and serves the coffee — $2.00 a day. 
The company uses on the average twenty-two 
pounds of coffee a day. 

Prohibition has boosted the popularity of the 
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plant’s Coffee Kitchen considerably. Heretofore, 
many of the men went to near-by saloons and 
restaurants for their noon-day meal, but many of 
these places have closed, or have gone down in the 
standard of their menu, the men say. So they 
are very glad to bring their lunches from home 
and supplement them with their pint of good coffee 
—better coffee than the neighboring restaurants 
supplied in their palmiest days. 

Only the Best Coffee Used 

“VVe nearly made an awful error,” says Mr. 
Disbro. “We were almost sewed up in a cheaper 
grade of coffee and a canned milk. Then we wisely 
decided that if we were to do the thing at all, we 
ought to do it right. And we're satisfied with the 
results. The one thing, though, that I want to 
emphasize to any plant which anticipates installing 
a Coffee Kitchen, whether for free distribution 
or to sell at cost, is that to get results quality 
must be maintained. You’ll never keep up the 
standard of production on cheap or adulterated 
coffee. Might as well drink hot water. The qual- 
ity’s got to be there, or the efficiency value is nil. 

“Our men like the Coffee Kitchen idea, and 
the only complaint we've ever had is that the coffee 
is too hot. That alone is sufficient return for us, 
because we want to do the thing our boys want. 
But, just as a question of mechanics, I can’t over- 
estimate the necessity of maintaining quality in 
the coffee served. To my notion, it is just as fool- 
ish to supply the men with poor coffee as it would 
be to buy a poor grade of oil for a very delicate 
machine, and any manufacturer will agree that 
that is a poor saving.” 

Free copies of the booklet can be obtained by 
writing to the headquarters of the Publicity Com- 
mittee and the National Coffee Roasters’ Asso- 
ciation, 74 Wall street, New York. 


COFFEE POINTS THE WAY 

An Editor’s Advice to Producers of Other 
Commodities Seeking an Easy 
Road to Wealth 

PRODUCERS of cotton, grain, textiles, copper 
* and other commodities who hope to find an 
easier road to wealth by curtailing their output are 
invited to consider the coffee market. 

Our use of coffee has been growing with pro- 
hibition and prosperity* Also there is less chicory 
grown in Europe and shipped here. Practically 
none of this weed was imported last year, against 
300,000 pounds in 1917. We are substituting coffee 
for it. The consumer’s taste has grown more dis- 
criminating and exacting. 

Brazil supplied about three-quarters of the 1,- 
000,000,000 pounds of coffee America used in 1914. 
Our consumption increased in 1919 to about 1,300,- 


noo, coo pounds. Brazil, however, only supply 
about 57 per cent of it, as the Government tip re 
<m imports show. The big share in the incrtu 
went to Central America, Colombia and Vet 
ezuela. Between them they sent more than 400, 
coo,ooo, against 180,000,000 in 1914, The Wes 
Indies increased their shipments from 1.400,011 
pounds to 46,000,000 pounds. The Dutch Fjj 
I ndies expanded their plantations and sent ® 
more than 40,000,000 pounds instead of $,000,001 
Mexico was too busy with revolutions to hfitfe, 
with coffee opportunities. She cut her shipment! 
from 39,000,000 to 21,000,000 pounds. 

Brazil, like many producers of our own* prod 
nets, has been holding her coffee out of the mar- 
ket. The Brazilian Government started the move- 
ment to aid the planters. It bought 3,000,000 bap 
when ships were lacking to carry it for Europe 
Brices began to rise. They doubled here in 191$. 
The planters thought they had discovered a roac 
to wealth, and began holding back coffee on their 
own account. Of the world’s supply of 1.3,500,000 
bags in 1914, there were about 3,000,000 held in 
Brazil. A year ago the planters were holding out 
nearly 9,300,000 hags and curtailing production 
They are still following' this policy. Receipts at 
Rio and Santos, the principal ports of export re- 
cently for the present season, were 5,000,000 bags 
below those of two years ago. 

The Brazilian is holding on for 25c. coffee, li 
he won that price he would probably strike again 
for 30c. There seems to be no limit on greed 
Under our good demand he has been getting 1? 
to 17c. recently, against 8 j 4 c. two years ago. Dur- 
ing a large part of last year prices were held uf 
between 21 and 24c. 

Then the natural outcome of artificial restraint 
began to be felt. The rivals of the Brazilian coffer 
producers in other South and Central American 
countries and in the East and West Indies were 
attracted by our growing demand and increased j 
prices. They expanded their acreage. Increase- 
shipments of their crops in September Brought 
prices tumbling down. 

The Brazilians are still holding a large amount 
of the coffee they were holding at that time. Thef 
rivals are satisfied to market their products at a 
good price. They have increased their earning* 
and are doing a thriving trade. Some of our sur- 
plus gold is going into their hands in payment 
We are also increasing our exports to them. 
is the result of Brazil’s schemes to create an 
artificial scarcity. It is a similar outcome that can 
lie expected in effort to control any commodit ) 1 
wide production and demand in world market*- 
“Financial American” (New York). 
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TEA and coffee in the news 

‘act an d Fancy, Comment Wise and Frivolous, 
Gleaned from the Press to Show the 
Trend of the Times 

KRK are some of the best facts and fancies 
that recently appeared in the press, carefully 
rleded to show the trend of public thought in 
i earil t" tea and coffee: 

■ I’koniBiTieN May Cause Tea Famine 
British enthusiasm over the sporting temper- 
ment of “Pussyfoot” Johnson was recognized at 
he time as being purely personal, and implying no 
-reat increase in friendliness toward his cause. 
\ml if anything were needed to stiffen the British 
itek against prohibition it is the news that the 
ilmlitinn of liquor in America may bring about a 
ca famine in the British Isles. It will surprise a 
;ood many Americans to find that we are drinking 
iiore tea since prohibition; and, indeed, it does 
lot seem to be an established fact, but only a 
British inference, characteristic of a nation where 
:ca is universally and properly honored, and pretty 
generally well prepared, but where good coffee is 
ill. hut unknown. Americans may be drinking a 
little more tea, probably a great deal more coffee, 
than before prohibition ; they are almost certainly 
eating more candy and consuming more of the 
products of the soda fountain; and, human nature 
being strange and inexplicable, it is even possible 
that we are drinking some of the strangely named 
“temperance beverages” which restaurants and 
cafes offer in the pathetic hope that familiar 
names will deceive the veteran drinker. 

So, if we arc not likely to menace Britain's tea 
supply, we have already absorbed so much more 
sugar that the ration in England has been cut 
down. But sugar is not a necessary of British life 
hy comparison with tea. What the average Briton 
I would do if compelled to choose between his tea 
| and his toddy only his Creator knows; but the 
! fact that prohibition in America threatens to re- 
I dnee. the tea supply in England will do no good to 
f the world dry crusade in that particular field. A 
mail must drink something. 


University Club Adopts Tea 
Tea is destined to be the favorite drink here- 
after of the members of the Columbia University 
( lull. An announcement from the house com- 
mittee. carefully timed to go into effect on the 
: ; r st lone-dry prohibition day, contained the cheer- 
ful information that afternoon tea will now’ be a 
feature of the club’s gayeties, being served in the 
library room 4 to 6 o’clock. The following attrac- 
ts tea menu, as a substitute for the lamented 
cocktail, appetizer, has been prepared : 

Tea, with toast or biscuits; 

* jam marmalade, or honey; 

35 cents. 

tea, with cinnamon toast or toasted 
English muffins; 
jam, marmalade or honey; 

45 cents. 

To meet the fastidious taste of tea connoisseurs, 


of which the number is expected to increase rapidly 
in the next few months, the following varieties of 
tea will be served : Ceylon, Orange Pekoe. For- 
mosa Oolong, English Breakfast, and Fancy 
Mixed. Those who do not wish to take toast and 
jam with their afternoon club drink may obtain 
a pot of tea for twenty cents, and, to enhance club 
sociability over the cups, plain tea service for two 
will cost hut thirty cents. 

Prohibition, while limiting the Columbia Club 
members to tea as a stimulating drink, has also 
made it necessary to practically double the annual 
dues. This action was taken at the recent annual 
meeting, when it was voted to raise the dues for 
resident members from $30 to $50.— "New York 
Times.” 


Wants U. S. To Buy Coffee Crops 

With the sugar equalization board on the job 
for another year, to hold down the enterprising 
efforts of sugar profiteers, and a grain corporation 
sitting on the flour profiteers, all the country needs 
is more preventive medicine of the same kind. 

Coffee profiteers are doing what sugar gamblers 
did. Only they see no other limit to their ambition 
than the bottom of the public’s purse. If a govern- 
mental board can buy Cuba's sugar crop to stabi- 
lize prices, why not Brazil's coffee crop for the 
same purpose? 

If the wheat belt's grain, why not the corn belt's 
meat ? 

If a club is a good thing to guard the public 
against profiteering, flour millers and sugar spec- 
ulators, why not against hoarders and price boost- 
ers in other food bins?— “The Chicago Post.” 


The Coffke Trust 

I feel guilty every time I pay nine cents for a 
loaf of bread. The price should be 19 cents, for 
there is no reason in the world why the Flour 
Trust should not have a crack at things as we go 
along, in company with the Coffee Trust, the 
Sugar Trust and the other fellows who are get- 
ting the dust while the getting is good. 

For a long time we paid 21 cents for coffee and 
now it is 43. Same coffee ; same Brazil ; same 
coffee plantations. The Coffee Trust gradually 
opened its eyes, and then the Sugar Trust said: 
Why can’t we get into the game? and now we pay 
19 cents a pound. The baker looks askance and 
mentally ejaculates, we ought to be getting some 
of this, and we may expect it, too. — G. W. Haiil- 
enbeek, in the “Baltimore Sun.” 


Coffee Is the Favorite Drink Now 
“I notice for the past few weeks that a great 
many of my customers that have only taken one 
meal a day here for years are now making two to 
three visits in the course of the day, and for the 
last week this habit is becoming more general. 

The above is the answer from the owner of one 
of the downtown restaurants in answer to the 
query : Will Prohibition increase the consumption 
of solid foods ? Other smaller restaurants in the 
downtown business district reported that there 
was a noticeable increase in coffee drinking be- 
tween meals. That the enforcement of Prohibi- 
tion would increase the consumption of other 
foods was borne out by the chef of one of the 
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well-known restaurants on Broadway, who said 
that ‘‘rounds of coffee after meals are taking the 
place of highballs.” — “The Evening World,” New 
York. 

Pro-Tea 

Well, well, well ! Childs did it ! Tea— tea in the 
afternoon. Have you noticed the display of cakes 
and the like in the windows? We are pro-tea. 
It’s a custom that has a value, a rest value. Our 
years in England taught us that this tea idea 
did not only serve as refreshment to body, but as 
refreshment of nerves. Workmen stop for the 
few minutes and begin their tasks with renewed 
energy. If Childs .succeeds in popularizing after- 
noon tea they may increase their business, but 
they will put a crimp in the rush which wrecks so 
many New Yorkers’ lives. So we are pro-tea. — 
The Evening Globe," New York. 

20,000 Cups of Coffee 

Not one of Hoboken’s 163 saloonkeepers has 
surrendered his license, it was learned to-day, al- 
though all could get a substantial rebate by doing 
so. 

Of the former saloon keepers, ninety-five are 
now engaged in a restaurant or lunch business, 
and some declare they are earning more than ever 
before. One man said he is now selling between 
15,000 and 20,000 cups of coffee a day.— “The 
Evening World,” New York. 

A Porto Rican Woman on Coffee Making 

Mrs. Martin Traviesse, wife of the ex-Secretary 
of State of Porto Rico, who is Senator-at-Large 
for that island, told some ladies at the Hotel Mar- 
seilles, where she has been stopping, why native 
coffee retains all the delicious elements inherent in 
fine grades of coffee. 

“We parch the bean, fresh, every morning,” said 
she, “just as you do in Cuba and Louisiana. But 
we add a tablespoonful of sugar to every pound 
of coffee during the parching, sprinkling in the 
sugar after the coffee has become brown. We stir 
the mass constantly to prevent it from burning 
until it is almost black— but not burnt. Coffee is 
spoiled if allowed to burn. This addition of sugar 
during the parching process seems to add to the 
rich flavor of the coffee, and then we grind it fine, 
place it in a simple dipper and pour boiling water 
through it. 

“That is one important item in the making of 
coffee,” commented Mrs. Traviesse. “The water 
should be boiling and should only be added a very 
little at a time, dripping slowly through the con- 
tainer. In a few minutes one has a drink fit for an 
American President, and with much less effort in 
the brewing than is bestowed upon the boiled coffee 
served in this country. 

“Of course I know the American housewife has 
no time to parch coffee every day, for domestic 
service in the United States would rather sacrifice 
good coffee than expend much time in its parching. 
But the coffee could be parched in the way I de- 
scribe, put up in an airtight receptacle and ground 
as required. Just try the flavor and see if it is 
not worth while. 

“In Porto Rico,” added Mrs. Traviesse, “we 
often make a good deal of the extract, put it in a 


bottle and heat it to order, using a very little cod 
to a cup of hot milk. The coffee grown on 2 
islands is so strong and the flavor so rich that 2 
do not use much of it, as you do. A few spoons ,8 
coffee to a cup of hot milk is our favorite way ^ 
serving it.” - 

American housewives might try this method of 
making coffee on the brands procurable in 
country, for, so far as can be learned, rich peo* 
abroad buy up the rare Porto Rican beanVhJ 
we send all the way to Java and Arabia for, 
modicum of good coffee with which to flavor tjj 
cheap and less richly flavored beans grown in Soot 
America. 

Mexico formerly supplied an excellent coffee 4 
the order of Arabian products, but not quite as 
But it is not likely that Mexico has had .much ti« 
to devote to the growing of coffee during the ha 
few years.— “Evening Sun,” New York. 


THE TRADE ORACLE 

Sundry Observations and Moral Musings « 
Men and Matters of Current 
Trade Interest 

“/ am Sir Oracle, 

And when l ope' my lips let no dog bark!* 

A WELL-KNOWN grocery trade paper re 
cently had an honorable birthday, whereupoi 
there was great rejoicing and lots of liappi ( 
reminiscences. I felt like adding my “congrats’ 1 
until I came across a particularly offensive coffee 
substitute “ad” in its pages. I wish that the editor 
had chosen to celebrate his birthday by declining 
to eliminate from his columns all advertising that 
knocks coffee, the American grocer’s one great 
stand-by and many times savior. It doesn’t jet 
well to read in one column copy extolling coffee's 
virtues and paid for by the funds of the Joint 
Coffee Trade Publicity Committee and then in. 
another to find copy advertising a substitute for 
tea and coffee, and which boasts of the fact that 
the advertiser is selling this thought to millions 
of AmericartS: “If coffee bothers you drink 
Bunkum and feel fine.” 

A Question for the Publicity Committee 
While I am on this subject, I might ask why 
the Joint Coffee Trade Publicity Committee 
doesn’t deny its patronage to any grocery paper 
that carries coffee substitute copy. What’s A* 
big idea of encouraging a medium claiming to rep- 
resent grocers to persist in printing advertising 
that knocks a legitimate business? You don l 
catch F. W. Nash, of Ryzon baking powder- 
spending any money in any paper that admits copf 
knocking his product 
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COLLIEH’S AND POSTUM 

tiracinus, how time flies! It seems like yester- 
a y, in one sense, and yet my calendar says it was 
i„e year since, back in 1911, that “Collier’s" won 
«: 0 ooo libel suit against the Postum Cereal 
0. ami printed its celebrated expose of “C. W. 
> 0 st, head faker of the company." 

And yet, here in its issue of January 17, 1920, 
Collier's” prints an article which damns coffee 
,ith faint praise and reckless generalizations cal- 
■nlated to scare the weak-minded, while in a 
h , iro () t ; column appears the good old Postum 
idvertisement, telling how the substitute, “unlike 
offee. doesn't hurt," “or fuss up the nerves,” etc. 
How soon the world forgets! And how sad it 
s that even the gods sometimes shuffle 1 

Abe Japan Teas in Dance*? 

Are Americans fed up on Japan teas? For the 
sake of international comity, perish the thought 1 
And yet it is significant that Mr. Nishii, the Jap- 
anese tea commissioner, was recently sent to 
South America to examine into the prospects of 
increasing the consumption of Japan teas there. 
This, coupled with the fact that during the past 
few years there has been an average increase of 
Iwo per cent per annum in the consumption of 
black teas over green teas in the United States, 
makes me wonder if the gentlemen in charge of 
the Japanese tea propaganda haven’t reached the 
conclusion that it isn’t possible to have America 
take on any more Japans, and so have decided to 
look for other worlds to conquer. The situation 
recalls to mind England’s experience when the 
British colonies first began shipping fermented 
teas to London, where the teas of China had so 
long held the mastery. It wasn’t long before China 
greens were driven off the market. 


profited them not at all. Meanwhile, the moving 
ringer of Destiny writes on, and the writing looks 
to me very much like the words, “India, Ceylon 
and Java!" 

Coffee Gospel, According to Blanke 

C. F. Blanke, of St. Louis, has discovered that 
objection to the higher prices asked for coffee 
comes, not from the consumer, but from the 
dealer. Says Mr. Blanke, addressing the retail 
coffee dealers of America, through his “Spicy 
Monthly": “If there has been any complaints from 
the consumer it has been more on the quality of 
the coffee than the price. The dealer has made 
such strenuous objections to paying the advance 
for coffee, and has been trying so hard to buy 
coffee at the old price, that in many instances lie 
lias been accommodated by being sold coffee at 
the old price. This has been very easy for the 
roaster, by simply furnishing a lower grade.” 

“There never was a time,” continues Mr. 
Blanke, repeating the phrase four times in three 
columns (doubtless for sake of emphasis), “when 
there was such a difference in tile price of good 
coffee and poor coffee, when the dealer was not 
justified in handling popular brands of package 
coffee, when it was more important for him to 
he particular about those brands than now." 

You see it’s this way (according to Blanke) : 
Owing to the frost damage in Santos, good coffee 
is scarce. The roaster has been selling the dealer 
Rios and Victorias to humor him and at the same 
time make a bigger profit. Then the dealer has 
been selling the low grade stuff to the consumer 
at the high grade price. The result of this polite 
conspiracy is that everyone has been perfectly 
satisfied except the poor consumer boob 1 

Sometimes I despair of certain coffee roasters 


Sometimes our Japanese friends learn their les- ever getting away from the old-school competition 
sons with surprising quickness. Again, their stu- methods that obtained when P. D. mixtures were 
piility amazes me. Years since they were warned common, and when some of the most honorable 
by this paper of the danger confronting them in men in the trade thought it ethical to preach that 
the American market, and urged to make intel- good coffee mixed with substitutes was healthier, 
ligent propaganda to save the day for Nippon, as well as cheaper, than inferior grades of coffee 

Bid they do it? They did not. Not unlike many would be, even if pure. Back in the 6o’s, wasn’t 

others in the tea and coffee business, when it it? 

tomes to advertising, you can't tell 'em anything ; Now Mr. Blanke has package coffee to sell; 
they know it all. And so they dropped a few yen also coffee compounds, and soluble coffees, not 

here and there, ignoring much advertising counsel forgetting Kafeka, which he says is “the nearest 

of value, flattering themselves that they were hav- approach to coffee ever put on the market— has 

■ng a real propaganda orgy and they lay back to all its merits without any objectionable features,” 

await the expected increase. But, alas and alack! etc, so he should worry about roasting, jobbing 

'he increase that they longed for never came, and dealing ethics 1 He is sure to get ’em, going 

An, l. mind you, they had the experience of the or coming. But when he starts in to educate 

China tea men and their ill-fated belated effort to dealers in this trade as to the true inwardness of 

slv e the English market to' guide them. But it his competitors, it seems to me it behooves him 
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to hew close to the facts in the case, otherwise his 
pronunciamentos may turn out to be uncomfort- 
able boomerangs! 

Minting Lane's Old Stocks 
During the war, England was not able (or not 
willing) to supply our American tea requirements, 
except in isolated instances and at arbitrary rates. 
As a consequence many American houses devel- 
oped direct connections with the producing coun- 
tries, notably Java. Now we are not so dependent 
on Mincing Lane as formerly. 

Since the beginning of the year, there has de- 
veloped what seems like a concerted attempt by 
a number of London tea dealers to dump their 
undesirable stocks on this market. Apparently, 
low quotations were made, but when sifted down 
it was found that but a woefully small percentage 
of the offerings was at all desirable or useful for 
the American trade, and the prices of those lots 
were fairly stiff. \ he cause of all this is dis- 
closed in mail advices just received. London for 
several years has been twenty-five to fifty per cent 
above this market, owing to the operation of the 
tfritish Food Control, with its immutable rulings. 
Recently some of the restrictions have been re- 
moved, permitting limited re-exports. The Lon- 
don dealers were quick to Seize upon this permis- 
sion, and immediately offered abroad such lots as 
were not easily salable at home. This resulted 
in our market being flooded with offerings of 
“washed-out" or '‘hold-over" teas, at fairly long 
prices quoted in sterling, which, when converted 
into currency, looked reasonably cheap until the 
cup test was applied. Then they went to pieces. 
Many lots could not pass inspection here, and 
those that might be considered equal to the Gov- 
ernment standard were found to be old and faded 
— the kind of tea we do not want and that can 
not be readily sold here except on a “boom” 
market. 

The actual price comparison with fresh teas pro- 
curable from primary markets, or actually now 
spot in New York, did not offer any real incentive 
to buy this London "house-cleaning” stock, and, 
therefore, the total actual business done was neg- 
ligible. The horse-sense of the average American 
merchant will continue to guard him against such 
pitfalls. New teas of good quality are always wel- 
come if price is right, but rubbish— that’s another 
story. 

An Artistic Year Book 

Periander, who was one of the seven sages of 
ancient Greece, according to our intellectual office 


boy, once said: "The useful and the beautiful a?» 
never separated.” Certainly this is borne out by 
the Leon Israel & Bros, year book, which is ^ 
only the most useful thing of its kind that has 
been brought to my notice this year, but it is also 
the most artistic, It is, moreover, in keeping 
the high artistic note that runs through all tlii> 
firm’s advertising. 

WHO’S WHO IN THE TRADE 

An Appreciation of F G. Varrelman, General 
Manager Coffee Department, Jules Maes 
& Co., Inc., New York 

r T" , HF, wisdom of knowing your line thorough]} 

* and the way in which this factor contributes 
to success is well illustrated in the career of E 
G. Varrelman, general manager of the coffee de- 
partment for Jules Maes & Co., Inc., New York. 

Mr. Varrelman has the reputation of being one 
of the best-posted men in the green coffee busi- 
ness, also an exceptional efficient market op- 
erator.. A brief recital of some of the methods 
he has followed in creating this reputation should 
be profitable to other men who are working to- 
ward bigger things. 

How He Keeps Posted on Markets 

It is customary, of course, for the green coflftc 
importer to have numerous seurces of informati"" 
and facilities for keeping posted on trade develop- 
ments. Mr. Varrelman, however, has gone to ex- 
ceptional lengths to keep his finger on the market 
pulse, so to speak. For example, his shippers in 
the producing countries have instructions to in- 
form him regarding every minute change in con- 
ditions. This procedure makes for high cable 
charges, and is one that is not generally followed 
in the trade. It is illustrative of the methods he 
has adopted to make himself valuable to his fi rin 
and his customers. 

Mr. Varrelman reads every piece of printed 
matter that has the slightest bearing upon his li ,,f ' 
which he summarizes and files for guidance and 
future reference. 

When he leaves his office at night, his contact 
with market developments does not cease. 
his advice to young men in the trade is “Neve 1 
stop trying to do business, regardless of the hour 
or conditions.” Mr. Varrelman practices this 
preachment. His assistants have instructions tu 
call him at any hour, and his home telephone pi a - vS 
an important part in his after-business h (,urj 
touch with trade happenings. He literally lb cS 
with his business. 
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Has Made Four Trips to Brazil 
It is interesting to note that Mr. Varrelman 
tributes much of his success to his first-hand 
icuvledge of conditions in the producing Conn- 
ies. this being just another phase of his policy 
: knowing his line and his market. He has 
ade four trips to Brazil and is now planning a 
ili. As a result of these frequent migrations 
South America, he has a wide .acquaintanceship 
lung the coffee factors there and an intimate 
iiiuiedge of how coffee is produced. 

Although still a comparatively young man, Mr. 
irrelman has been in the coffee business for 
irty years. His schooling in the trade was 
ined by association with several of the leading 
ms. and his advance has been continually up- 
tril. 

It was in 1917 that he established a coffee de- 
Ktment for the newly organized New York 
inch of the Produce & Warrant Co., a Belgian 
port and export house. This business was re- 
alized recently, and is now an American cor- 
•nitioii trading under the name of Jules Maes & 
Inc., maintaining connections in the principal 
arkets of the world. 

Some Advice About Coffee Trading 
Mr. Varrelman has some decided ideas about 
iTee trading that should serve as a helpful guide 
comers’ in the business. He admonishes 
fee buyers against taking long chances. His ex- 
rknee lias taught him to be satisfied with small 
’fits, quick turnings and large volume of sales, 
'ont try to make it all," he cautions. “Give the 
KT fellow a chance to get his share." 

Ir. Varrelman is 47 years old, and a native of 
"oklyn. He was educated in the private schools 
that city, and has always been identified with 
! *' ew ^ or k green coffee trade, except for one 
lr spent in St. Louis. He is married and has 
ee children, two boys and a girl. 


S ACCHAKIN maker wins case 

i he te*t case against saccharin recently tried in 
-O'.is resulted in favor of the manufacturer, 
• onsanto Chemical Works, the trial ending 
'^agreement of the jury. The case was 
,l '\ 1 b - v tbe U. S. Department of Agriculture, 
that saccharin is harmful. The burden 
on the Government officials, and they 
^ t" maintain this burden. The Monsanto 
Works requested another trial, to get 

th ' definitel y as soon as possible, 

e jov eminent attorneys preferred waiting 
the ne *t term of court. 


CHICAGO ROASTERS ELECT 


New Officers Are Chosen at Annual Meeting, 
With Oscar Remmer as President 
of the Branch 


T I IK Chicago Coffee Roasters’ Association held 
its annual meeting to elect officers on Janu- 
ary 13, and chose the fol- 
lowing for the ensuing 
year: President, Oscar 

R e in m e r, 111 a 11 a g e r of 
Sprague, Warner & Co.’s 
coffee department ; vice- 
president, William M. Green, 
of Arlmckle Bros.; secre- 
tary, Mason Tilden, of )i. 15 . 
Miller & Co.; treasurer, 
II. G. Richhcinier, of the 
Richheimcr Coffee Company. 

Another feature of the 
meeting were the talks made 
by President Brand and 
Manager Coste, of the Na- 
tional Association, who were 
present as guests of the 
branch. They spoke to the local members on the • 
national advertising campaign, the coffee film, na- 
tional coffee week and similar trade matters of 
interest at this time. Mr. Brand seized the oppor- 
tunity to expound his ideas about shorter terms 
and discounts, urging the roasters to make the 
practice universal. 

Practically the full membership of the branch 
was present at the meeting. 


THINK STRAIGHT 

“I disapprove wholly of what you say,’’ wrote 
Voltaire to Ilelvctius, “and will defend to the 
death your right to say it.” 

An immortal distinction, made with the direct- 
ness and simplicity that never failed the most 
ardent exjxjneiit of clear thinking the world has 
seen. 

Americans to-day should read and reread that 
sentence from Voltaire. 


WORK 

Work thou for pleasure; paint, or sing, or carve 
The thing thou lovest, though the body starve. 
Who works for glory, misses oft the goal, 

Who works for money, coins his very soul ; 

Work thou for work’s sake, and it well may be 
That these things shall be added unto thee. 



Oscar Remmer. 
the New Head 
ok the Chicago 
Roasters Asso- 
ciation 
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SPICES AND EXTRACTS 

<J News items of interest to spice im- 
porters, grinders and dealers, and to 
manufacturers of flavoring extracts, per- 
fumes and toilet preparations. 


NEW RULES FOR EXTRACT TRADE 


Bureau of Internal Revenue Issues Regulations 
Regarding the Use of Alcohol Under 
the Prohibition Law 


[prom a staff corrf.spondent] 

Washington, D. C., Jan. 19, 1920. 

T HE Bureau of Internal Revenue, Treasury 
Department, has issued Regulations No. 60, 
which were formulated under the directions of 
the Federal Prohibition Commissioner for the en- 
forcement of the new Prohibition Law. In con- 
nection with the use of alcohol in the manufac- 
ture and sale of flavoring extracts, the regula- 
tions provide: 

Article XI : Section 63. Alcohol may be used in 
the manufacture of flavoring extracts and syrups, 
provided such extracts and syrups contain no more 
alcohol than is necessary for extraction, solution 
and preservation and measure up to the standards 
prescribed and published by the Commissioner 
from time to time, and are unfit for use as bev- 
erages or for intoxicating beverage purposes. 

Article XI: Section 64 (d). * * * All ap- 
plications to use alcohol in the manufacture of 
extracts and flavoring syrups must be accom- 
panied by quantitative formulae of such prepara- 
tions unless the extract or flavor is used in the 
applicant's own manufacturing business, or is sold 
in a concentrated form or as a syrup and is in- 
tended for subsequent bottling or for soft drink 
or other manufacturing purposes, and is unfit for 
use as a beverage. All such formulas must show 
the percentage of alcohol in the finished product 
when it is placed on the market. 

Article XVII: Section 94 (c). If it should ap- 
pear at any time that any person has sold any 
flavoring extract or syrup for intoxicating bev- 
erage purposes, or has sold any beverage contain- 
ing one-half of r per cent or more of alcohol by 
volume in which any extract, syrup, or other 
article has been used as an ingredient, the Com- 
missioner shall give such person notice to appear 
before some agent designated by him. and, if the 
said person fails to show to the satisfaction of 
the Commissioner that he has not illegally sold 
such flavoring extract, syrup, or beverage, he will 
be notified by the Commissioner to desist from 
selling such article. 

Article XVII: Section 94 (d). It shall there- 
upon be unlawful for such person, for a period 
of one year, after receipt of such notification by 


the Commissioner, to sell any such flavoring q, 
tract, syrup, or beverage, provided, however, tig 
upon such person filing application on Eonn j* 
accompanied by bond in the penal sum of $5^ 
unless the Commissioner requires a greater 
sum in any special case, he may secure a permit a 
Form 1405 to sell any such flavoring extract « 
syrup for nonbeverage purposes, or any beverjj 
containing less than one-half of 1 per cent d 
alcohol by volume in which such extract or syrq 
is used as an ingredient. r 

Article XVII : Section 94 (e). Any person'hoft 
ing such a permit to sell any flavoring extras 
syrup, or beverage, must keep a record and mi 
entry therein showing the quantity and named 
any such article received by him, the date a 
which and the person from whom received, aa 
the date on which and the person to whom or k 
manner in which the same was sold or (lisposd 
of by him, and the quantity of such preparation » 
disposed of/' 


PANEL BOTTLES IN DANGER 


State and Na,tionaI Legislators Are Consii 
ering Bills Which Would Prohibit 
Their Use 

A MATTER of much concern to flavoring ex- 
tract manufacturers relates to those sectk© 
of the Boschen bill, introduced into the Virgins 
Legislature, and the Haugen bill (new number H. 
R., 10,311) now before the National Congress i 
Washington. 

R. H. Bond, chairman of the legislative coifr 
mittee of the Flavoring Extract Manufactures 
Association, and sales-manager of McCormick k 
Co., asserts that these bills are. “drastic and 1* 
wise legislation” aimed at the extract ruaken 
business. Referring to the Virginia bill, he states: 

“Among other things, this bill prevents the sale 
of any food product ‘if it be in a container i 
made, formed or shaped as likely to deceive < 
mislead the purchaser as to quantity, 
size, kind or origin of the food therein.' 

“This is directly aimed at the panel bottle* 
which flavoring extracts, as well as some d rig 
are packed by all manufacturers in the bug 
States, and it is copied from the Haugen * 
which is in the National Congress,' and 
our organization and the trades have been 

ing- . * 

“The Department of Agriculture, through 
Bureau of Chemistry, is endeavoring to foist 
the trade a round bottle for the packing w ^ 
tracts. This would disorganize the industry, 
the loss of hundreds of thousands of dollar ^ 
equipment, cartons, labels and bottles, and, 1 4 
present time, with bottles so hard to get, it 
practically, temporarily, put an end to the ext^ 
business. ^ 

“Extracts have been sold in painel bottles, 
time immemorial, and it is not a deceptive ^ 
although the Agricultural Department nmds 




IJPO 


THE TEA AND COl'FEE TRADE JOURNAL 


195 


is. There is not a housewife in the United 
nates who does not know just how much food 
[ill he flavored by the extract held in the panel 
jptties <>f different sizes, and we venture the as- 
sertion there is not one who could make even a 
iufjiji at what that which is contained in a round 
jottle would flavor. If you will take a round bot- 
|e and compare it with a panel bottle holding the 
&me amount, you will see that in certain lights 
he round bottle looks like it holds far more than 
he panel bottle. 

: "Then, tcJb, with regard to contents, this bill 
jukes this provision: ‘m the case of articles 
ibeled, branded, or tagged so as to plainly in- 
Koate that they are compounds, imitations or 
(lends, and having the word ‘compound/ ‘itnita- 
J011.' or ‘blend/ as the case may be, plainly stated 
In the package in which such article is offered 
or sale ; provided, the labeling is according to the 
vies prescribed by the Dairy and Food Commis- 
ioner with the approval of the Commissioner and 
he Board of Agriculture and Immigration.’ 

"This would give the Virginia Dairy and Food 
mmmisstoner, with the approval of the Commis- 
ioncr of the Board of Agriculture and Immigra- 
ion, power to say just what should go in the label, 
fo such power as this ought to be placed in the 
ands of any one man. It can serve no possible 
ood, and can only be productive of misunder- 
tanding, embarrassment, loss and ill feeling on 
he part of the trade as well as on the part of the 
eople. 

"This bill ought by all means to be defeated or 
:s ejection a l features' eliminated.” 


SPICE FREIGHT RATE CASE ENDED 
[from a staff correspondent] 
Washington, D. C., Feb. 2, 1920. — The Inter- 
ne Commerce Commission has handed down a 
ecision in case 10456 of Frame & Co. in connec- 
ton with rates on carload shipments of pepper, 
lutmegs, etc. In their syllabus in this case the 
.ommissioners say: 

The rate on - sugar and pepper, cassia and nut- 
>egs, unground, in carloads, from Seattle and 
acoma, Wash., to New York, and various other 
oints in Eastern defined territory, is found to 
Bve been unreasonable, and reparation is 
warded.”— L amm. 


Garrett & co. report progress 

Garrett & Co., Brooklyn, N. Y., who are ftiarket- 
^ a line of flavoring extracts under the brand 
aine ot " Virginia Dare/’ state that their product 
' " 0w t0 he obtained in forty-eight States, 
etail and wholesale grocers and extract man- 
acturers are watching this firm’s progress with 
IU *j. h terest because it has set out to secure im- 
ie iate national ‘distribution for its product, a 
?. ^ at tests the mettle of any organization. 
^ DUgh Garrett & Co. have been well known in 
^otner line for many years, the manufacture of 
v racts is a new departure. 


GROCERY TRADE DIGEST 

flThe most important news happenings 
of the month boiled down for busy readers. 


FIXED RESALE PRICES 


How the Stephens Bill Now Before Congress 
Will Affect Manufacturers of Food 
Products if It Becomes Law 


TX) those manufacturers of food products who 
to refuse to sell to retailers who persist in 
price cutting, and those who arc interested in the 
subject of price maintenance generally, the 
Stephens Bill now pending before Congress has 
a special significance. Indeed, all manufacturers 
are more or less directly concerned, and should 
be posted on the bill, which, in effect, is an 
amendment to the Federal Trade Commission Act. 

The decision of the United States Supreme 
Court in the now famous Colgate case established 
the fact that the so-called “Colgate Plan” of re- 
fusing to sell price cutters was not in violation of 
the Sherman Anti-Trust Law. The Federal 
Trade Commission, in its action in the Beechnut 
Packing Company case, has taken the ground that 
the same practice of refusing to sell to price-cut- 
ters is in violation of the law establishing that 
Commission, in that it is an “unfair method of 
competition.” 

The legislation the Commission now urges in 
the Stephens Bill would legalize price-fixing but 
place it under the supervision of the Commission. 
At a recent hearing upon the measure Victor Mur- 
dock, speaking for the Commission of which lie 
is a member, urged that either this bill should be 
enacted or that Congress should pass another law 
specifically making all price protection illegal and 
prohibiting all manufacturers from refusing to 
sell their product to those retailers who, in turn, 
refuse to maintain a stipulated price. 

In order that manufacturers generally may un- 
derstand the exact effect upon their business of 
this Stephens Bill, if passed, an opinion has been 
obtained from Colgate & Company, who were the 
first to establish the legal rights of manufacturers 
under the law as it now stands. Speaking for the 
company, Russell Colgate, its secretary, said: 

“The Stephens Bill provides that the mannfac- 
turers may make contracts with dealers by which 
the dealers agree to charge stipulated resale 
prices. They cannot do this as the law now stands. 
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But these contracts are to lie subject to the snper- 
vision of the Federal Trade Commision. This 
body is given authority, upon complaint, to in- 
vestigate the fairness of the resale prices stipu- 
lated. If this measure is passed in its present 
form, it will mean that there will then be two 
possible methods of protecting prices. First, the 
method of refusing to sell to pricc-cutters, the 
legality of which was upheld in the decision of the 
United States Supreme Court in the Colgate 
case; and second, the method of maintaining 
prices by contract. There arc said to be concerns 
which are unable for one reason or another to 
avail themselves of the first of these methods. 
If so, the legalizing of the second method will 
open that, as an alternative, to those who cannot 
use the first. The provision that the contracts and 
the stipulated prices shall be subject to the super- 
vision of the Federal Trade Commission seems 
to us unnecessary. For, unless the manufacturer 
possesses a monopoly, he cannot name unduly high 
resale prices. Competition will compel him to 
make his resale prices reasonable. 

“The Stephens Bill recognizes that price-cutting 
is or may be an evil. The recognition of this evil 
is almost as important a feature of the bill as is 
the remedy provided. It is to be hoped that the 
time will come when indiscriminate selling below 
cost, or even without a reasonable profit, may be 
recognized as an unfair and unlawful method of 
competition, whether the manufacturer has any 
price contract with the dealer or nor. The pas- 
sage of the Stephens Bill will be a step in that 
direction.” 

Asked what the effect of the Stephens Bill, if 
passed, would be upon the decision in the Colgate 
case and upon the “Colgate Plan,” Mr. Colgate 
added : 

“It will not affect either. As I have explained, 
that decision merely upheld the legality of the 
“Colgate Plan” of protecting prices by refusing 
to sell to price-cutters. The Stephens Bill does 
not affect this plan in any way, but legalizes an 
alternative method of protecting prices by con- 
tract.” 


KENNY COMPANY FILES ANSWER 
[from a staff correspondent] 
Washington, P. C, Feb. 2, 1920.— The C. D. 
Kenny Company, large wholesalers and retailers 
of tea, coffee, sugar, etc., have filed their answer 
with the Federal Trade Commission in docket No. 
505. The Kenny Company denies the chief accusa- 
tions made by the Commission, further setting 
forth the fact that on October 21, 1919, counsel for 
the company had conferred with officials of the 
Department of Justice relative to their combina- 
tion sale of 2 pounds of sugar with sales of tea 
and coffee. The firm further states in a supple- 
mental answer to the Commission that since the 
Government has opposed these combination sales 
the company has ceased to allow them in its 
branch stores. — Lamm. 


February. ^ 

GROCERY NEWS BRIEFLY TOLD 

A Digest of Current Trade Happens 
Carefully Edited for Wholesale 
Distributers 


LTERE follows a careful digest of matters « 
1 * special interest to wholesale grocers 
ing cocoa, rice, olives, olive oil, preserves, m 
and condiments, in addition to teas, coffee a!K 
spices : 

Packer Legislation Stili. Needed 
W. B. Colver, of the Federal Trade Commission 
recently said to the Senate Agriculture Commute 
that the “Big Five” agreement with Attorney 
General Palmer merely settled the ‘‘Sherman In 
phase of the matter.” He declared that separate 
of the packers from their grocery holdings, "a 
in the case of the transfer by Wilson & Co., oii-i 
grocery business ter Austin, Nichols & Co. of Xo 
York, a wholesale grocer, merely means that tb 
stockholders of Wilson & Co. have added the Au>- 
tin, Nichols concern to their holdings.” Mr. Colves 
said that principles incorporated in. the Palnxi 
settlement decree should be worked out in legisla 
tion and amplified. The Federal Trade Comtnij 
sion would not stop bccaftse of the settlement !>: 
any of its proceedings against the packers bavin; 
to do with unfair trade practices, he said. 


Grocers Still After Packers 
The National Wholesale Grocers Associate 
intends to carry on its fight to obtain equality 0 
transportation service, according to a recent hi) 
letin, in which it is said that the case would h 
brought to trial at the first available date naitifl 
by the Interstate Commerce Commission, pro 1 ' 
ably early in February. The bulletin declares tha 
grocers are entitled to suitable orders by the In- 
terstate Commerce .Commission against the car- 
riers, independently of the important action fo 
the Attorney General. It is further stated ttaj 
the “association asks only equality of service an 11 
justice, for the independent trade. For example 
we cannot concede that the meat packers are en- 
titled to preferred service over other shipper 50 ' 
cheese, vegetable fats, lard substitutes or an? 
other foods” 


Specialty Makers Are to Expand , 
The American Specialty Manufacturers ^ 
ciation is considering the employment of an “ 5 
sistant to the national secretary to carry on 1 
increased amount of work in the Western 
kets. The check up system in use in the E 35 * 
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)tnnn:it«. a trade abuses will also be installed in the 
Vi>t. The next convention city is to be decided 
* referendum among the entire membership of 

ie association. 


Si'iiak Profiteering Charge Withdrawn 
The complaint against Lamborn & Co., New 
fork sugar merchants, brought by Federal Food 
Wniinistrator Williams, has been withdrawn and 
he firm absolved from the charge of profiteering 
n disposing of 1,000 tons of sugar, purchased for 
for 15 cents a pounds. Letters from the 
bigar Equalization Board and Howard C Figg of 
iVnshington, special attorney general in charge of 
■nod prosecutions, showed that before disposing 
if the sugar the firm secured permission of the 
irupcr Government authorities. 


TEA MISBRANDING CHARGED 


Bureau of Chemistry Asserts that Java-Grown 
Tea Has Been Labeled and Sold in This 
Country as Ceylon and India 

[from a staff correspondent] 

Washington, D. C., Jan. 12, 1920. 

[ N' iis latest bulletin containing Service and Reg- 
* ulatory Announcements, the Bureau of Chem- 
>try, Department of Agriculture, has this to say 
iliout misbranding tea in this country : 

‘The bureau is informed that large quantities 
it teas grown on the island of Java from seed 
produced in Ceylon and India have recently been 
imported into this country. These teas are similar 
to Ceylon and India teas, and apparently have t“ 
suir.e extent been labeled and sold as Ceylon and 
hidia teas. The regulations for the enforcement 
•»i the Food and Drugs Act prohibit the use of 
;i geographical name in connection with a food or 
drug product not manufactured or produced in 
the place indicated, when such name may give a 
J-dse impression of the origin of the article. Teas 
srown in Java should not be labeled with other 
geographical names, regardless of their similarity 
tea s produced in other countries. 

Another type of misbranding which has come 
to bureau’s attention is the use of principal 
labels indicating teas of certain varieties while 
secondary labels show the presence of teas other 
1 an those mentioned on the principal labels. The 
Principal labels should not represent a portion of 
iRe constituents of a mixture or blend to the ex- 
^ usion of other constituents present. It is not 
\ ns ‘ ( tered that the use of the secondary labels 
C t * le impression which may be given by 
sUl ni * s le3d ing principal labels/’ Lamm. 


PATENTS AND TRADE MARKS 

Subscribers and advertisers may con- 
sult this bureau without charge except that 
postage for reply must accompany all in- 
quiries ; there are no fees for trade-mark 
searches. 

Aildress all communications to Patent and Trade 
Mark Sri vice. The Tea and Corker Trade Journal 


PATENT OFFICE RECORD 

Patents Granted, Trade Mark Applications, 
Certificates Issued and Labels and Prints 
Registered During the Month 

[staff correspondence] 
Washington, 1 ). C, Jan. 29, 1920. 
IlFRF. follows a complete record of the latest 
* * activities of the United States Patent Office, 
in so far as they apply to the tea, coffee, spice and 
general grocery trades: 

Patents Granted 

Solid Soluble Beverage Extract — Jonathan K. 
I.ippen, assignor to Postum Cereal Company, Bat- 
tle Creek, Mich. (1,326,751.) A solid soluble ex- 
tract of a roasted mixture of rye middlings, dex- 
trinized wheat flour and barley malt flour, dex- 
trinized starch and molasses, said extract contain- 
ing caramelized dextrins and caramelized mo- 
lasses, and being readily soluble in hot water and 
having a flavor simulating that of coffee. 


Container and Process for Making Same— 
Thomas Warnock Rigoney, New York. (1,327,- 
190.) A process of making a container which in- 
cludes, first, pressing a piece of metal to form the 
body of the wall with a groove therein constitut- 
ing a weakened line connecting a detachable part 
of the encircling body portion of the wall, said 
detachable part projecting outwardly from the 
plane of the outer surface of the body of the wall, 
and then laterally displacing a portion of the 
metal of said projecting portion to a point later- 
ally disposed beyond said weakened line, and 
spaced from said surface. (Illustrated.) 

Coffee Strainer — Flora Duvall, Chicago, 111 . 
(1,327,532.) A screening attachment for the 
spouts of coffee or tea pots, comprising a body 
member fractionally contacting with the inner 
surface of a spout and a hinged spring influencing 
screening member supported by the body and 
fictionally contacting therewith. (Illustrated.) 


Fan or Blower — George S. Leonard, assignor 
to the Huntley Mfg. Co., Silver Creek, N. Y. 
(1,328,679.) In a fan, the combination of a plural- 
ity of sets of fan blades, a series of compartments 
in which said blades are arranged, air inlet pas- 
sages at both sides of each of said compartments, 
an air inlet housing which incloses one end and 
both sides of said series of compartments and 
with which each of said air passages communi- 
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cates and through which the air supplied to said 
fan blades passes, said air inlet housing gradually 
increasing in size toward one side thereof and 
having an air inlet opening at the largest portion 
of said side and extending in a direction sub- 
stantially parallel with the axis of said fan, and a 
slide which is adjustable to regulate the size of 
said opening and which is movable in a direction 
substantially parallel with the axis of said fan. 
(Illustrated.) 


Labels Registered 

This is a record of labels which have been reg- 
istered and for which certificates have been 
issued : 

“Vittorio.” (21,626.) Lyriotakis Bros., New 
York, For olive-oil. 

“Victory Star Brand Macaroni.” (21,645.) 



Patents Granted 


Windsor Locks Mfg. Co., Windsor Locks, Conn. 
For macaroni. 


TRADE MARKS PENDING 
The following marks have been favorably acted 
upon. Any person who believes he would be 
damaged by the registration fc>f a mark may 
within thirty days enter opposition to prevent 
the proposed registration. All inquiries should 
be addressed to The Tea and Coffee Trade 
Journal, 79 Wall street, New York, N. Y. 


Week Ending December 23, 1919 

“Aceite de Oliva. Eva,” with design. (119,353.) 
Daniel Mangrane, Barcelona, Spain. Olive-oil. 
“Aceite de Oliva. Adam,” with design. (119,- 


354.) Daniel Mangrane, Barcelona, Spain. Oliv 
oil. 

“Milkmaid,” with figure of. (121,925.) £ 
ifornia Macaroni Co., San Francisco. Macaroj 
spaghetti and vermicelli. 

Bust of Italian soldier. (121,125.) Prince M, 
caroni Mfg. Co., Boston. Macaroni. 


Week Ending December 30, 1919 

‘W,” with bar. (102,397.) Wilson & Co., I n 
Chicago, 111 . Peanut butter and other nan« 
canned goods. 

“Blue Brand.” (109,432.) The Rogers 0 
Tacoma, Wash. Coffee. 

“Griswold,” with cross in circle. (120,702 
Griswold Mfg. Co., Erie, Pa. Percolators, coffe 
pots, tea-pots, and other named hardware sii| 
plies. 

“Maryland Club.” (121,499.) The Ver-Vac G 
Baltimore. Flavoring extract for soft drink 

“Jack Frost.” (123,305.) F. B. Chamberlai 
Co., St. Louis. Flavoring extracts for foods. 

“Kobamo.” (123,559.) Forest F. Shoup, Brool 
lyn, N. Y. A coffee substitute. 

“Ronnoco.” (123,907.) John P. O’Connor, Pai 
sons, Kan. Roasted coffee. 

“Rigoletto,” with design. (124,395.) Nickita 
P. Economou, New York. Olive oil. 

“Konilla.” (124,348.) H. Kohnstamm & Co 
New York. Flavoring extracts for foods. 

“Paranilla.” (124,347.) H. Kohnstamm & Co 
New York. Flavoring extract for foods. 


Week Ending January 6, 1920. 
“First Prize Brand.” (88,376.) Tolerton I 
Warfield Co., Sioux City, Iowa. Coffee, tea, ria 
food-flavoring extracts, spices, peanut-butter. 

Figure of elephant in circle. (101,973.) Tb 
Union Pacific Tea Co., New York. Food flavorim 
extracts, chocolate, olive oiL 
“F. F. V.” (106,998.) The C. F. Sauer Co 
Richmond, Va. Food flavoring extracts. 

"Commonwealth.” (113,118,) Clark & Mac 
Kusick Co., Boston. Coffee. 

“MEP,” in wreath. (116,270.) Limpert Bros 
Inc., New York. An extract having a maple fiavo 
and used for flavoring desserts, ice-cream, confec 
tions, and syrups used as food. 

“Javo.” (118,493.) Southern Beverage Co , 
veston, Texas. A non-intoxicating, coffee-w 
vored, non-cereal, and maltless beverage, sold as 1 
soft drink. 

“Salvation,” with figure. (120,514.) Saul u 
Abrams, Boston. Coffee, tea, cocoa, spices, fo* 
flavoring extracts, olive oil, macaroni 
"Cremilla.” (121,777.) National Fruit FW® 
Co., New Orleans. Flavoring extracts for too# 
“Grand Union,” with triangle in circle. (*®i 
634.) Grand Union Tea Co, Brooklyn, N. _ 
Straight spaghetti and straight and elbow 
caroni 


Week Ending January 13, 192° 
“Borden’s.” (118463.) The feorden Co, Jertf 
City. Condensed coffee, mixtnres of coffee 
milk and sugar, cocoa, chocolate. .1 

“Ad water Products,” with figure. ( i;2 :“T 
David Neuman, Wilkes-Barre, Pa. Cocoa, 
late, and powdered milk. 




Trade Marks Pending 


"Etruria." (122,833.) Francis N. Giavi, New 
i’ork. Olive oil. 

“Sunbeam, 1 ’ with figure. (124,779.) Austin, 
v'ichols & Co., Inc., Brooklyn, N. Y. Coffee, in- 
fant coffee, breakfast-cocoa, peanuts. 

Trade Marks Registered 
This is a record of trade marks which have been 
registered and for which certificates have been is- 

raed : 

"H Special.” (108,274.) Hedges-Buck Co., 
Stockton, Cal. Coffee. 

“Thrifto,” (119,776.) Charles M. Decker & 
Bros., Orange, N. j. Cocoa. 

Granted December 30, 1919. 


“Carvel Hall.” (118,760.) I. & S. Products 
Co., Washington, assignor to Purety Creamery 
Co. Baltimore, Md. Coffee and peanut-butter. 
Hollandia.” (118,871.) Stephen L. Bartlett 
.- Boston. Cocoa and chocolate 
Sauer’s Frutti Punch Flavor,” with design. 
DKU35.) The C. F. Sauer Co., Richmond Va. 
flavoring extracts. 

Independent” (119,387.) Basket Stores Co.. 
°?aha, Neb. Coffee. 

-Rayo.” (119,873.) Stiles-Pellens Coffee Co., 
Cincmnati, Ohio. Baking-powder. 

‘ hc Eagle Chop,” with picture of eagle. (119,- 
fC.’ G ""-ge C Buell & Co., Rochester, N. Y. 


“Jockey Club.” (120,155.) Crescent Coffee 

Mills, New Orleans. Coffee. 

Granted January 6, 1920, 

“Fruit Blend.” (119,008.) The C. F. Sauer Co., 
Richmond, Va. Food flavoring extracts. 

"Anifac.” (119,379.) American Factors, I-td., 

Honolulu, Hawaii. Food flavoring extracts. 

"Bonita.” (119,445.) Steele-Wedeles Co., Chi- 
cago. Peanut-oil. 

“Rico Mexola." (119.831.) The W. K. Jahn Co., 
Brooklyn, N. Y. Food flavoring extract. 

“High Noon.” (120,153.) Crescent Coffee 

Mills,, Inc., New Orleans. Coffee. 

“Cohana.” (120,154.) Crescent Coffee Mills, 

Inc., New Orleans, Coffee. 

“Ho-Ya.” (120,156.) Crescent Coffee Mills, 

Inc.. New Orleans, Tea. 

“Creole.” (120,157.) Crescent Coffee Mills, 

Inc.., New Orleans. Coffee 

“Virginia Rambler." (120,471.) American Lab- 
oratories, Inc., Richmond, Va. Food flavoring ex- 
tracts. Granted January 13, 1920. 


“First National.” (102,082.) A. M. Malouf, 
Salt Lake City. Coffees, teas, spices, rice, and cer- 
tain canned goods. 

“Old Glory.” (113,321.) Stemwender-Stoff- 
regen Coffee Co., St. Louis. Roasted coffee and 


food flavoring extracts. 

“Start the Day Right. SOLO. 
American Standard Food Association, 


(128,919.) 

Milwaukee. 


Coffee. Granted January 20, 1920. 
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OUR business creed 

We believe the basic principle on which a trade paper should build is SERVICE— service to readers and 

service to advertisers, in a way to promote the welfare of the general public. 

We believe in the application of the TRUTH to the editorial, news and advertising columns. 

We believe in the utmost frankness regarding circulation. iTinN OP OTIAT ITY rather than'd 

We believe the highest efficiency can be secured through a CIRCULATION OF Qu ALII Y rathe t 
quantity— that character and not mere numbers, should be the criterion by which the value of a publicatio sho 

be judged. jjr e do not publish free reading notices or paid “write ups." • 
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FOR AN' AWAKENED TEA ASSOCIATION 
There are signs of renewed activity in the matter of a tea propaganda. First, an 
honest effort is being made to vitalize the Tea Association, and this, it will he recalled, 
we pointed out in these columns about a year ago, was the thing most urgently needed. 

It pleases us to learn that Robert I- Hecht, the new chairman of the Tea Promotion 
Council, is a believer in building up membership in the Association as the first step i" 
any campaign to increase tea consumption in America. This is the right approach. 
Every tea importer and distributer is vitally interested in this subject and ought to join 
hands with those of his fellows who are seeking a workable plan to take advantage ot 
the biggest opportunity that has ever confronted the tea trade. — U. 


THE COFFEE URN ABUSE 

We are glad the Federal Trade Commission says the practice of leasing or loaning 
coffee urns to restaurants and others if the customer agrees to buy his coffee only from 
the coffee roaster owner of the urns is unfair competition and ought to be stopped. It 
is against public policy because the consumer usually gets the worst end of the deal in 
the quality of the coffee served. It is unjust to the urn user because it ties him up to a 
Mend of coffee which may drive trade away from him, or at least fall short of giving 
him his money’s worth. If a coffee roaster hasn’t enough confidence in his product 
to he able to sell it on its merits, he ought to confess his incompetency and get out ot 
the business. It is a practice altogether out of sympathy with modern American busi- 
ness methods. — W, G. 


MORE POWER TO “THE CUP THAT CHEERS” 

Never before has there been so opportune a time nor one more favorable than the 
present for making this a country of tea drinkers, and of coffee drinkers as well. It 
would seem as if only concerted effort was necessary on the part of those who appreciate 
the benefits of a good cup of tea to start the spread of the tea-drinking habit, which. 
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■nee acquired, would not be given up, but would steadily increase. Already tea is 
■ecoming more popular in both social and business life. The number of tea rooms is 
(instantly increasing, and the development is so rapid that one of the large trade 
chools in New York has already started classes for the proper training of girls to 
erve in them. Business houses are also finding the time taken in serving afternoon 
ea is more than compensated for by the resulting increased efficiency of their staffs, 
t is only a question of time when other branches of industry will recognize the eco- 
lomic advantages of the afternoon cup of tea. and when it will become quite as u»i- 
,rrsal in the United States as in those countries where it is now a fixed custom. 

What is now needed is a campaign of education, the essential features of which 
ire to instruct consumers concerning the proper method of making tea ; to enlighten 
hem regarding the varied flavors of different kinds of tea: and. lastly, and most cni- 
Lihatically, to impress upon them the importance of procuring good tea. Frequently it 
is not the price paid hut the character or flavor and the quality obtained which result 
in pleasing the consumer, and perhaps decide whether or not he becomes a convert 
lo tea. 

Most of us have experienced the refreshing effects of tea when a day of unusual 
strain has made demands which have depleted our store of physical and mental energy. 
While there are no evil after-effects, its use on such occasions is rather a means of 
setting in order a disordered house. The vast quantities of tea consumed by the armies 
under the most trying circumstances speaks volumes in its favor, if such a recommenda- 
tion be needed, and we are firmly convinced that tea is one of the drinks that can and 
will take the place of those beverages which arc no longer obtainable by reason of the 
enforcement of prohibition. — L. A. G. 


WANTED: WRITERS TO TELL THE WHOLE TRUTH ABOUT COFFEE 
The January 17, 1920, number of "Colliers’’ contained an interesting little article 
entitled "Welcome, Little Fizz Water,” by W. H. Waggaman. We have no desire to 
take issue with the author upon his main tenets, but he should lie chided for yicld’ng 
to the impulse to take a subtle slap at the much-maligned caffein. It is admitted that 
discretion should be exercised in the dispensation to children of drinks which contain 
caffein, but the corollary that adults should also abstain does not follow. “Opinion ap- 
pears to be widely divided as to whether medium amounts are harmful or actually bene- 
ficial.” it is true, but there are opinions and opinions, some more authoritative than 
others. The masterly investigations of Hollingsworth have undoubtedly proven that 
the ingestion of moderate amounts of caffein induces a beneficial reaction in the normal 
rtuman, and without subsequent depression. In addition to demonstrating the liarmless- 
ness of caffein, the results of this and other researches have shown that within the 
correct interpretation of the term, caffein is not “ habit-forming ” 

This is no brief for the excessive imbibing of the synthetic caffein-containing soft 
drinks, but we do champion the temperate consumption of the caffein beverages, tea and 
■coffee. Why blame the "mean morning headache” or the boss’ pet grouch on the aban- 
donment of the morning cup of coffee, when so many other causes probably contributed 
toward the ailment? That sounds too much like the usual chatter of the imitation 
coffee manufacturer, whose advertisement appeared in juxtaposition to this portion of 
*‘ H> article, thus demonstrating unusual perspicacity and clear appreciation of the psy- 
chological advantage of location. Has the old enemy of Battle Creek fakery undergone 
'} men * a l somersault? We hope not! The entire procedure may have been perpetrated 
"i. absolute innocence, but that is no excuse for ignoring scientific accuracy for the sake 
f,t sensa tional statements and catchy phrases, nor for simulating the animal that carries 
■■ motions unanimously, the sheep, and following in knocking just because some other 
writer did it previously. 

1 the writer of popular articles cultivate the whole truth habit and admit that the 

-Himan race will benefit from the use of harmless stimulation as exemplified by moderate 
consumption of tea and coffee.— C. W. T. 
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by 140 feet, and contains some 150,000 square feet 
of floor space. 

In telling about the transaction, President Lewis 
Sherman, who is also treasurer of the National 
Coffee Roasters Association, said that the com- 
pany will probably install considerable new equip- 
ment. He is planning on increasing not only the 
tea and coffee business, blit also on expanding the 
output (jf peanut butter, prepared mustard and 
spices, olives, honey, jams and preserves. 


BONUS SPEEDS UP OUTPUT 

How the Manufacturer of the Royal Coffee 
Roaster Broke Production Records 
Last Year 

A FEATURE of the annual dinner given to 
** its employees by The A. J. Deer Company, 
I Cornell, N. Y., during January, was the distribu- 
tion by President Deer of bonus certificates which 
the workers had earned under a plan inaugurated 
to speed up production during November and De- 
cember, HJU). 

As the year's end approached it was seen that 
large quantities of orders would be left unfilled 
by the end of December, so in tbe latter part of 
October tbe company announced that a longer 
schedule of working hours would go into effect, 
both in factory and office, on November first. 

To all employees who would put in the extra 
hours for the remaining two months of the year 
and do everything possible toward increasing the 
production, the company proposed to pay a bonus 
at the end of the year amounting to ten per cent 
of each worker's earnings for the whole year, this 
not to affect in any way justifiable promotion or 
pay increases that any employee might ordinarily 
receive. 

It was stated that any bonus thus awarded 
should be payable at once, provided the employee 
wished to use it toward the purchase of a home. 
Otherwise it was to be left with the company at 
six per cent interest for a period of five years, 
unless the worker should wish to use it in the 
meantime to apply on the purchase of a home. 

As a result of the plan the output for December 
was thirty percent greater than the average 
monthly production for the first nine months of 
the year, and the employees earned some thou- 
sands of dollars more than their regular wages. • 

After passing out the bonuses, Mr. Deer told 
the employees that all signs indicated a booming 
business for 1920. and that substantial additions 
to the buildings and machinery are to be made, 


which probably will require more factory ^ 
and increases of the sales force. said & 
during 1919 it had been necessary to refuse near 
a half million dollars’ worth of business becao 
the factory could not turn out the goods. 


COFFEE EXCHANGE ELECTION 

All Officers Were Re-elected Without Opp 
sition — Yearly Review of Operations 


A T the annual election of the New York Cotfc 
** and Sugar Exchange, held on January 15, a 
officers were re-elected without opposition: Clai 
ence A. Fairchild, president; A. Schierenberg, vi« 
president; C. H. Middendorf, treasurer. 

Theodore O. Budenback, A. M. Walbridp 
Edward F. Diercks, T. S. P. Nielsen, Manuel E 
Rionda and Leopold S. Bache were elected mere 
hers of the board of managers for the ensures 
two years. 

“A year of unusual activity in the coffee busi 
ness of this exchange followed the withdraws 
of restrictions by the Fuel Administration and tht 
consequent restoration of the fundamental la* 
of supply and demand,” according to the annua 
report read at a meeting held on January 9. 

“On December 26, 1918, when trading on tlx 
Exchange was renewed, the visible supply of aS 
kinds of coffee in this country was reduced to 
1.234.998 bags, as against 3,390,886 bags on De- 
cember 26, 1916, the pre-war year in this country. 
Producing countries held at high and advancing 
prices a large proportion of the world’s supplfe 
which, by war conditions and restrictions imposed 
in consuming countries, they had been forced to 
accumulate. 

“The question of .future supplies was also com- 
plicated by the disastrous frosts of June 24 and 
25 ) *9 t 8, in Brazil. The natural result of these 
abnormal conditions was a widely fluctuate 
market. 

“The highest price for coffee futures dunn? 
1919 occurred in June, when July delivery sold at 
24.65c. From this level prices receded rapid!? 
until September, when May delivery sold at U '* - 
The lowest price reported during 1919 was injy 
uary, when September delivery sold at 12-52- 


SUGAR TRADING TO BE RESUMED 
The New York Coffee and Sugar Exchange 
announcement, on January 19, that it intended 1 ° 
resume dealings in contracts for the future de- 
livery of sugar on February 16, after two and 0^ 
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!f years’ suspension, created considerable corn- 
et in Xe\y York circles. Doubt that trading will 
resumed on that date was expressed by some 
tiers. they basing this belief on the fact that 
nnis5i.u1 must be obtained from the Department 
justice at Washington, and that Attorney-Gen- 
ii Palmer on January 21 had declared that he 
i n« t contemplate issuing such an order. 


KCORl) PRICE FOR EXCHANGE SEAT 
\ record price for New York Coffee and Sugar 
change seats was established on January 23, 
:cn James A. Sutherland purchased Maurice 
hrman's seat for $8,100. A few days before, B. 
Cahn had paid $7,400 for Benjamin Bloom's 
mhership. C. A. Mackey also bought a seat 
ring the month, paying $7,5<X) for it. 


YEAR BOOK FOR COFFEE MEN 
.eon Israel & Bros., New York, are sending to 
ile friends an exceptionally attractive and 
viceahle year book. It is handsomely bound 
i littered, with the firm's name and trade mark 
fculd 011 the cover. Its pages measure five and 
ia!f by eight inches and are edged with gilt. 
There is a memorandum page for every day in 
year, also several pages devoted to miscel- 
e"tis information of interest to the coffee 
• er, including tables showing the world's efin- 
nption of coffee, a sterling exchange cal- 
atnr, foreign weights and measures with the 
■led States equivalents, foreign coins valued in 
’ted States money, and a graph giving a com- 
t»on of coffee and tea imports and coffee prices 
m " the Civil War and reconstruction periods. 


'bCJAR REFINERY FOR BALTIMORE 
; ar Babst, president- of the American Sugar 
hmng (_u„ and several business associates, re- 
ll • ' ' s hed Baltimore to inspect the site, on 
’ist Point, where the company is planning to 
a !,ew refinery. At a meeting of representa- 
aitimoreans, Mr. Babst said his company 
>ei ted to erect the world’s largest and most 
nomkally operated sugar refinery in that city, 
as a large cooperage. The company is pre- 
e t f ' *I>end between $8,000,000 and $10,000,000 
1,10 1 llter Prise, -it was announced later. 


s general heads GROCERY CO. 

’>M° r ' Cnera * ^ Edwards has been elected 
tI,L Williams Edwards Grocery Co., 


Cleveland, which was established by his father 
and is considered the largest wholesale grocery 
firm between New York and Chicago. The Gen- 
eral s brother was head of the company up to 
about a year ago, when he died and was succeeded 
by Joseph Roof. Mr. Roof died during January, 
which occasioned General Edwards’ election. It 
is believed the General will remain in the army 
until retired by age, within the year. 


NEW HOME FOR McCORMICK & CO. 

The Building, Containing Twelve Acres of 
Floor Space, Will Be Twice the Size of 
the Old Plant and Cost $1,500,000 

COR llic eighth time in their thirty years of ex- 
istcnce, McCormick & Co., Baltimore, have 
outgrown their factory accommodations and have 
been forced to erect a much larger building. The 
new structure is now underway, at Light, Barre 
and Charles streets, and is expected to be ready for 
occupancy on July i, 1920. 



In recent years the company’s tea, extract, spice 
and drug business has developed rapidly, and sales 
now run into millions of dollars annually, keeping 
55 salesmen constantly busy. Willoughby M. 
McCormick is the founder of the firm, and still its 
energetic president and general manager. 

The new building will comprise nine stories and 
basement, and !>e built of concrete and steel on 
the daylight principle. Jt will contain some twelve 
acres of floor space, and be provided with all the 
most advanced factory equipment. The cost is 
expected to approximate $1,500,000. 

Some of the features planned for the new build- 
ing are a refrigerating plant, a model ventilation 
s\ stem, artesian wells under the factory, spiral 
gravity chutes for economical and rapid distribu- 
tion of products and materials in the factory, a pri- 
vate printing plant that will turn out labels, com- 
pany literature and stationery, and sufficient track- 
age and platform space to allow eight freight cars 
( Continued on page 214 ) 
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Increase 100,000 Pounds Per Month 

Read how Common Sense applied in new packaging and 
marketing of old established brand of coffee increases sales 
100)000 pounds each month since inauguration of new method. 

The Western Grocer Mills was one of the first manufacturers and merchandizers of trade 
marked packaged coffee on a large scale to quickly and surely recognize the Napacan Herme tic 
Seal Process of packing steel cut coffee as being superior to all other methods heretofore used. 
In fact, revolutionary considered from the standpoint of increased marketing results it makes 
possible. 

There is a great deal of satisfaction connected with getting a letter such as we have just re- 
ceived from the Western Grocer Mills showing that the Napacan used on a large scale has 
worked out in so highly satisfactory a manner as indicated in the Western Grocer Mills’ letter, 
copy of which appears oil the opposite page and which speaks for itself. 

It is the receipt of this letter that prompts us to make it a feature of this advertisement and 
further to explain how the Napacan Hermetic Seal Process is simply common sense directly 
applied to the problems of packing and marketing trade marked doffee flavors. This that other 
far-sighted coffee roasters may see the opportunity awaiting them and whose territory from the 
standpoint of possible increase of sales and consumer demand is pregnant with opportunity. 

While it would hardly do for us to state the quantity of cans used by the Western Grocer 
Mills, we don’t mind saying that it takes seven figures to cover the number of cans we have 
shipped them since last August for packing their Chocolate Cream Brand alone, while continued 
increase in the sales for years to come is absolutely inevitable. 

(Note:— When someone asked Lincoln how long a man’s legs ought to be, his answer was 
that they should be long enough to reach the ground. Our reason for using so many pages in 
this advertisement is that it took that much space to say all that we had to say.) 

ANALYZING THE PROBLEM 

Let us outline and analyze from the standpoint of common sense the problems connected 
with the packing and marketing of trade marked coffee. Such analysis proves why the Napacan 
Hermetic Seal Process is the one best method, why it so strongly appealed to the Western Grocer 
Mills management, why it is bringing them such wonderful results and why backed by proper 
sates and advertising effort it will do the same for you. 

Dividing the coffee roasting business into its component parts, we find as follows: — 

RAW MATERIAL. The raw material consists of green berries, each berry being a honey 
comb of cells in which there is a drop of oil. If left in this state the 
berries would be of no use and would have no commercial value. 

ROASTING PROCESS. Here is where the first step in the manufacturing end of the busi- 
ness starts, as when these berries are exposed to heat in the roasting 
process the oil is cooked and gives off an intense aromatic odor. When the roasted berries are 
finely ground and mixed with hot or boiling water the aromatic odor or what is left of it by the 
time that stage is reached is converted into a beverage with a flavor that is pleasing and at- 
tractive to the palates of say 90% of the human race and when not drunk to excess perfectly 
safe and healthful for say 90 to 95 per cent. 

BLENDING. Berries grown in different climates and on different soils yield different flavors, 
so that one of the aims of the coffee roaster is to combine and blend these dif- 
ferent berries in a manner so as to yield a flavor in the cup that will be most pleasing to the av- 
erage palate. 

PROTECTION After the coffee is roasted, the percentage of flavor the consumer eventually 
FROM AIR. receives in the cup from it depends upon how carefully the coffee is pro- 
tected in containers. The more aroma that is allowed to escape in the 
outer air from the time the berry is roasted until it gets into the consumers’ coffee pot in ground 
form, the less flavor there will be in the cup. 

SENSITIVE Another peculiarity of the roasted berry with its honey comb cells of oil is 
TO ODORS, that it is very sensitive to other odors and if exposed to outside detrimental 
odors will absorb them and the eventual flavor in the consumers’ cup is again 
affected and deteriorated by this feature. 

RANCID A third feature connected with the roasting stage of the business is that these 
COFFEE. same oils just like fat in butter, if not properly handled, will turn rancid and t» e 
coffee becomes stale so that the eventual flavor in the cup is far inferior to y 1 !' 
fresh live flavor that is yielded in the cup where the roasted berry has been properly handler 
and protected all the way through. In fact, the live oven fresh flavor of real coffee a? com- 
pared to the dead flavor of stale coffee is as different as dark -from day light. 


When Writing Advertisers, Kindly Mention The Tea and Coffer Trade JomtSAt 
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r * McCREERY, Manaccr 


marshal-town, Iowa, January 30, 1920 


National Paper Can Co., 4 
.)?6-'>98 Clinton St., 
Milwaukee, Wis. 

Gentlemen: 


Our Mr. Carlson, who spent a day with you early this week on his way to the Cnnncrs Con 
vention in Cleveland, advises that you would like to hear from us as to how the Napacan 
Hermetic Seal Process which wc adopted about a year ago for the packing of our Chocolate 
Cream Brand Coffee has worked out. As we are always glad to give credit where credit is due, 
we are pleased to state that the proposition has worked out in a highly satisfactory manner. 

Mr. vS. B. Sieg, our General Sales Manager, reports to me as follows as relates to the selling 
end:— 

“Since Mr. Brooks interested us in this new package and since we have made the change from 
the old oval tin package to the Napacan Hermetic Seal Process, we have increased our colTee 
business over 100,000 pounds of coffee each month. We consider the package phenomenal. It 
really keeps steel cut coffee in a better condition than the all tin package, but the main reason 
of our increased sale has been the selling ideas of the new package. Our salesmen talk that 
our Chocolate Cream Coffee is now being canned just as a can of tomatoes or a can of coni is 
produced and such an idea immediately attracts the merchant and the consumer.” 

Your Mr. Brooks will be interested in Mr. Sieg’s report because he will remember that when 
he closed contract with us some of our people were fearful that the change from the old tall oval 
shaped tin to the new round shape No. 1 flat style Napacan was going to hurt the sales. Instead, 
just the reverse has been true and the many good points connected with the Hermetic Seal 
Process of packing steel cut coffee has proven far more potent in the way of increasing sales 
than the mere shape of the package. 

We may also add that Mr Carlson, the head of our Coffee Roasting Department, is also 
greatly pleased with the Napacan, as he has found that your method of sealing by machinery 
and with labels printed directly on the face of the can saves a lot of time, space and labor 
as compared to the way we used to do it in the old tins. He has found that one girl is all that 
is necessary on the sealing machine to more than keep pace with the speed of about 22 per 
minute we get from our coffee filling machines. Our trade has been very heavy on the Choco- 
late Cream Brand and most of the time the sealing machines have been run steadily at ten 
hours a day. 

As Mr. Carlson advised you, we may need a third sealing machine before the end of this year. 

In conclusion we do not know what better evidence we could give of our complete satisfaction 
and confidence in your Hermetic Seal Process than to say that the new Jack Sprat Brand of 
coffee that we are bringing out will be packed in your cans and believe Mr. Carlson has already 
placed initial order with you for eight cars of Jack Sprat cans to be shipped as soon and as 
rapidly as possible. 

^ ou have given us excellent service and co-operation and we wish you every success in the 
constructive work you are doing in the way of helping to deliver the original coffee flavor to 

consumers. 

^ ou have our permission to use this letter in any way you see fit. 

Yours very truly, 

WESTERN GROCER MILLS, 

By (Signed) R. W. McCreery, Manager. 
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This legend appears on top inner seal caps of all 
Chocolate Cream Coffee Cans. 


WHY GRINDING Whether coffee is sold in bulk or consumer packages it must, before it 
IS SO IMPORTANT. will yield any flavor in the cup, be ground into fine particles before it 
goes into the coffee pot. Hence, right here we have a vital feature 
and one where many roasters make their first mistake. 

It is harder to keep ground coffee than whole bean coffee, therefore in the marketing of bulk 
coffee where it is so largely exposed to outer air before it reaches the consumer no attempt is 
made to deliver it in ground form. Instead, the retailer provides himself with a small grinding 
machine and grinds the bulk coffee before delivering it to consumers. In rare instances the 
consumer has a small grinder in the home and grinds the bean coffee there. In the sale of 
bulk coffee this method is all right, as the retailer is responsible for the quality of bulk coffee he 
sells, makes his own price on it and is virtually selling his own product. 

FACTORY GRINDING When it comes to packaged coffee it is a quite different matter 
MORE CONVENIENT. Consider this feature from a common sense standpoint, — as the 
coffee must he ground before it can be made into a beverage it is a 
certainty that it is much more convenient for the consumer and much more convenient and 
economical for the retailer if the coffee reaches them from the roasting plant already ground 
and ready to go into the coffee pot from the original consumer package. 

PURELY A Another feature connected with this from a common sense standpoint 

MANUFACTURING is that the grinding of coffee is a manufacturing operation ;ust 

OPERATION. as is the grinding of sugar cane into granulated sugar or the grinding 

of wheat or corn into a cereal. 

FLAVOR Furthermore, it is a matter of prime importance because this grinding operation 
AFFECTED. also affects the flavor, as in the coffee berry there is a large amount of woody 
substance, chaff, etc., that if not properly removed affects and deteriorates the 
flavor. Machines have been devised so that in big eoffee plants this grinding operation ean 
be done perfectly, removing all the waste material and at the minimum of cost. Small grinding 
machines in retail stores and consumers’ homes do not do this properly. 

POOR The coffee business as now conducted is one of the few if not the only one kfl 
PRACTICE, where in marketing a large percentage of their product one of the most vital 
manufacturing operations connected with the product is left to retail dealers and 
consumers to do for themselves, and permitting, in fact, forcing the retailer to open th*; 
original branded package to do it. 

REDUCES In days gone by when retailers were making a large margin of profit on coffee. 
DEALERS’ this practice from the retailer’s standpoint was not so objectionable, as even tb en ’ 
MARGIN. while it was quite expensive for him to open the original coffee package, *K rU ! 

the contents and put it back in the package there was at least a large margi 
of profit to help pay for this expensive and troublesome operation. Nowadays, however, 
when the price of coffee has gone so high and the retailer’s margin is so much lower than it use 
to be he certainly, if he has stopped to think how much this reduces his already slender inarg . 
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ubJit present conditions, has a strong kick against the packer ol whole bean coffee in branded consumer packages. 
Ubor [«»t and everything connected with the operation of a retail store is now very high, time is very valuable 
competition with self service and chain stores is fierce, so that the retailer is entitled to get his packaged coffee in 
the form that causes the least trouble and in a way that he can sell the most of it in the least time — that is, 
»tc«l cut ready to usa in original consumer packages. 

the two The next step is the marketing of the roasted coffee. This marketing is carried out in two 

WAVS OF ways, one known as bulk coffee where the roasted berries are put in large sacks and de 

MARKETING. livered through wholesale distributors to retailers and from the retailer to the consumer 
The other method is the packing of coffee in small packages at the roastiug plant and while 
this package is distributed the same as bulk coffee through the wholesaler and retailer, yet the consumer eventually 
receives the same package aa originally packed at the roasting plant. Although contrary to all established practice 
i n , t liing a trade marked packaged food, the original coffee package if containing whole berries is generally opened 
before reaching the consumer to permit of the retailer grinding it. 

STEEL CUT Analysis of the whole proposition thus shows that fronf a common sense standp int it is as plain as 
PROPER da y that the one best way to pack branded coffee in package form is to put it up entirely steel cul 

WAY. ready for instant use on reaching the consumer and then see to it that the method of packing and 

the package used is so efficient that the utmost possible percentage of the original coffee flavor is 
delivered to the consumer. 

>< the brands of packaged coffee have to compete with bulk coffee this calls attention to two other big factors of 
;tn ethical nature in the situation. 

ETHICAL STANDPOINT 

REASON FOR One is that it is a generally recognized fact that there is no excuse or reason for any food product 
PACKAGED to be put in a consumer package branded with packer’s name, etc., sold at a higher price than the 
FOODS, j same product in bulk, unless there is some consequent benefit to the consumer by so doing. 

For example. When soda crackers instead of being put into wooden cases were put into neat sanitary individual 
packages it meant that the consumer was getting a cleaner, crisper, better cracker than before and while lie had 
to pay more than for the same ai^icle in bulk, yet he was getting value received for the extra price. It is the same 
with virtually all other food products, whether it be jam, pickles, preserves or what not, there is a certain specific 
id vantage to the consumers which they receive when they pay the extra price for the branded packaged article as 
against bulk. 

As the coffee business is now conducted however on a big percentage of branded packaged coffees going out just the 
opposite is the case for the reason Chat such a large percentage of the coffee is being packed in inefficient cheap 
>quarc cartons, unmoisture-proof spiral strawboard cans, paper bags. etc. Coffee packed in such packages posit ively 
deteriorates in the package during the average length of time it is kept from the roasting plant to the consumer s 
table, so that consumers are not getting the fresh live flavor they pay the extra price for and are entitled to. 

BULK YIELDS Unquestionably bulk coffee kept in fairly tight large metal containers, as is usually the case 
BETTER FLAVOR in the retail stores delivered fairly quickly to the consumer by the retailer, as is also usually 
THAN INEFFI- the case, is really better in quality than the branded coffees put up in inefficient packages 
C1ENT PACKAGES. The reason is that the bulk coffee .under such conditions is not exposed to the air to any such 
extent as the poorly packaged coffee as, of course, the packages are exposed to the air from 
the mi men 1 they are packed up until the moment the coffee is used by the consumer. Quite a number of these 
inefficient packages referred to have certain features in connection with their inside coating, etc., that are posiliveiy 
injurious to the flavor of the coffee entirely aside from the fact that they are not moisture-proof and not air-tight, 
H-juch also affects the flavor, whereas bulk coffee is usually kept in a form of metal container that at least does 
not injure it. 

CONSUMER We now come to the second factor and that is. thalUhe general public is so densely ignorant 

IGNORANCE. regarding coffee. They know that when the flavor is good they like it, and when it is poor 

they like it a whole lot less, and when it gets so bad they can hardly drink it that they 
generally "lay off” coffee for a time. Probably not one consumer in a thousand knows the real basic facts regarding 
toffee which it would be so much to his interest to know. 

li is evident that some of the pecul arities of the business as set forth in our analysis of the proposition plus the abys- 
mal ignorance of the consumer, plus the almost universal liking for the flavor of coffee affords great opportunity 
•or manipulation. This has been further accentuated by conditions growing out of the War and the enactment of 
(he Prohibition Law. The coffee industry like all other industries is of course conducted by firms that can be class- 
ed as good, bad and indifferent. 

purmg the War there was at least an excuse for the inefficient packaging of branded coffees. Since the War there 
i' no such excuse and since the War that coffee should go out in such volume, as has been the case packed in in. 
I'lticent packages is most surprising. 



Standard Sizes — one, two and three pound cans all in 5 1-4/Uameter, requiring no change ol ' ‘1 
tools in sealing machine. 
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This cut shows section Western Grocer Mills coffee packing room with one of their sealing machine! 
in use. In this plant the cans travel by conveyor from one machine to the other and never stop 
moving until they land in solid fibre shipping cases. Shipping cases are also 
standardised, all holding 36 lbs. no matter what the size of can. 

Coffee roasters have prohahly never considered that there m : ght be an eth’cal side to their package business. Vet 
it is at least debatable whether there is not an element of fraud in selling a brand of coffee in an inefficient package 
at a higher price than an equal quality of coffee sold in bulk. It is not a fraud in the sense that this term is usually 
used in connection with rood products, such as short weight, adulteration of the product, etc., but in the sense that 
the product is misrepresented to consumers when they are led to believe that the coffee in a branded package b 
better than they can get in bulk and when in turn they are charged a h ; gher price for such coffee. 

In the case of coffee. in other words, from the Pure Food Law standpoint it is not a case where anything deleterious 
is added tu the product, but a proposition where if an inefficient package and method of packing is used, certain 
desirable qualities, i. e., ‘'flavor" is taken from the coffee, and as the public only buys coffee for the flavor, thatb 
really all that the coffee roaster ; s dealing in. ■. 

Bulk coffee, of course, is exposed in many ways and unquestionably is far inferior ra flavor to the same cotlce p 
is packed directly from the roaster into a package that is moisture-proof, thht is air-tight and is so construct^ 
that it conserves the aroma and flavor in the best condition until the consumer uses it. 

NOT IN STEP Whether or not there is any conflict with the Pure Food Law by a roaster who puts out lus 

WITH MODERN brands of coffee in inefficient packages there can be no question that he would be subjc« 

PACKAGE MER- to severe criticism by consumers did they but know the facts. He is marketing his prtMUtf 
CHANDISING. in a manner directly opposite to standard practice of the most successful food merchandiser* 
who go to extremes to make sure that the utmost in quality reaches the consumer in [>»<*' 
ages bearing their branch and names. Such a policy guilds a broad foundation of confidence on the part of “fl- 
sumers in products so packaged. It is this policy which means giving “Value Received” to the consumer iliat nas 
made the Pure Food Law so popular. When a coffee roaster puts his name and brand on a package that does 
deliver the utmost in flavor to the consumer he is therefore getting directly out of step with the trend of nioUff 
merchandising of trade marked products. In fact, has stepped back so far that his motto rightfully interpre 
goes back to the day of the old Roman Empire and becomes “Caveat Emptor” — “Let the Buyer Beware. 

EFFICENT PACKAGING— THE ANSWER 

If our analysis and conclusions in connection with the coffee business are correct it gives the most positive P r p oi 1 
how essential the package is in the packing and marketing of a trade marked coffee flavor. There can be 
question that it is the package that controls the percentage of original flavor and governs the amount 
original oven freshness of flavor that is finally delivered to the consumer. . . 0 

Boiled down, the fact is that in the honey comb of oil cells in the green berry nature effectually seals m 
flavor, the hot roast quickens and brings to life all of this flavor, but what percentage of it there may be 
to consumers depends upon the efficiency of the package confining it. One thing is certain that there ar 
products going to consumers where the efficiency of the package confining the product is so import 
as in the marketing of branded coffee. 

PROPER STAND- From a common sense standpoint, there is only one standard to be considered in 
ARD IN BUYING chase of coffee packages and that is what percentage of the original coffee flavor 
PACKAGES. package deliver as compared to its cost. 
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HERMETIC SEAL Based on several years' experience and 
BEST BUY. repeated comparative tests of packing 

coffee in all of the various styles of 
packages on the market, we say unhesitatingly that the 
Nap a can Hermetic Seal Process is unquestionably the best 
buy. 

WHY? Not because it is the cheapest. — not because it is 
the most expensive. — but because it delivers 
more percentage of the original flavor in propor- 
tion to its cost than any other package. 

VACUUM A vacuum tin when the tin is properly con- 
TINS. structed and the top cap of proper gauge metal 
will deliver as great a percentage of original 
flavor as any package we know. If the coffee is to stay on 
the dealer' % shelf for an excessively long period, it may 
deliver more than the Napacan Hermetic Seal Process. For 
any reasonable commercial period however, and as long as any 
package of coffee should be on the retailer’s shelf, the Napacan 
Hermetic Seal Process will deliver virtually the same percent- 
age of flavor as a vacuum tin, but at a cost that is now and 
always will be far below the cost of manufacturing vacuum 
tins. 



Thi* cut aHowa the extra friction cover 
which fully protecta coffee after can ia 
opened by consumer. 


In addition the Napacan Hermetic Seal has certain distinct advantages in that it is a better looking package 
Something about the sealing in the vacuum tins seems to give a very rough appearance ut the top of the can. 
There is also something about this that seems to require an extremely loose fitting slip cover so that after the can is 
open it is not in the least air-tight and the aroma and flavor fairly pouiS out o' it. Another advantage with I he 
Hermetic Seal is that the inner cap can be readily cut through with a knife or any sharp instrument, and in doing 
this you are not taking chances of blood poisoning. To open a vacuum tin of coffee is a real job and it is the easiest 
thing imaginable to cut your fingers or hands in the operation. The Napacan is also better in that it does not 
drive the oil back into the coffee, as is the case with tin. 


SUP Slip cover tin cans if prbperly made and really tight (which is seldom the case) will hold steel cut coffee 
COVER in a manner that compares to tbe Napacan. but not quite as well. This is principally due to the fact 
TINS. that they are not really air-tight and that they drive the oil back into the coffee. This type of tin can 
including label, labor of attaching label, etc., figures out in cost as a rule about 25 to 30 per cent more 
lhaci the Napacan. 

OTHER The other types of paper containers - that is square cartons, spiral strawboard tubes, are all 

PAPER cheaper than the Napacan. but there is really no comparison, as they do not begin to deliver 

CONTAINERS, an equal percentage of flavor. In fact, with nearly all of them the flavor would be better from 
the same coffee sold in bulk than when packed in this type of package. 


SHAPE OF PACKAGE 

SQUARE The shape of the package is important in so far as it may affect the flavor. The square shape is bad 
»«. in paper containers for the reason that this means that the board or paper is sharply scored in nu- 

ROUND. merous places to bend it into a square shape. This scoring is apt to break the paper stock and make 
pin holes on the corners where these scores meet. There are e'ght such corners to enrh square pack- 
age. All of this also applies to liners of any sort both inside and outside. In a tin can square shape is not as strong 
as a round tin. the covers are much harder to fit and it is more expensive to make. Square paper containers also 
are not as strong as the round shapes. A cylinder is of course the strongest form of construction, and that it is also 
the best and cheapest shape is evidenced by the fact that in all of the billions of tin cans used each year probably 
ylf'i are round in shape — for which there is a sound reason. 

ROUND Square packages rarely look as well as the round, and if a high grade product is packed in this shape 

LOOKS it is handicapped in the beginning because it surrounds the product with the inevitable atmosphere 

BETTER, of "cheapness" associated with cartons in the consumers' minds. A square package has the ad- 
vantage of taking up a little less room in a shipping case, hut the many disadvantages associated with 
the square shape a great deal more than offsets this. 

SQUARE Another decided disadvantage with square cartons as used in packing coffee is that it is next to im- 
SHAPE possible to get a square carton sealed by machinery really air-tight, and still worse there is no way 

NEVER of covering such a carton. When packed with bean coffee it is opened by the reLailer for grinding 

TIGHT. before delivering to consumer. This also applies after delivery to consumer, so the actual result is 

, . from the moment the carton is opened tbe flavor is pouring out of the coffee into the open air until 

it is finally consumed. 

SQUARE There are other types of square cartons where a hole is cut in the top and a friction plug inserted. 

SHAPE Such covers are never really tight. The small openings make them difficult to fill and in a 

FR CTON paper container made this way the frict on cover is very apt to be forced out in transit. If 

ri n the springy sides of this type of square carton are pressed together it gives a diaphragm action, 

LLOSURE. thus compressing the air and the friction plug is very apt to pop out. A square carton with 
friction plug has no elasticity in depth, so the result is in packing coffee there is a much larger 
a!r space left in the package than should be the case. 

NAPACAN We make a Napacan with the friction plug type of closure which is far superior to any othet 

ri'UBLE type of friction plug closure on the market for the reason that on the Napacan the end is recessed 

pjyLTION so that the first friction plug is thoroughly protected, then on top of this we insert another 

P, UG friction plug the full diameter of the can which further protects the first friction plug and naturat- 

MJSURE. ly makes the package much more nearly air-tight than is the case where but one plug is used. 

. However, even the double friction plug closure is not nearly so air-tight as our Hermetic Seal. 

Hermetic Seal is likewise less in cost. 

The Napacan is made in round shape only, because this shape is by all odds the best and cheapest 
form of paper can. The Napacan could be made square with rounded corners the same as tin 
cans are made, but we have yet to see sufficient advantage in this shape to warrant building the 
make it. 

Occasionally a coffee roaster is found who imagines the shape of his package to a large extent affects 
sales. Such an idea is really foolish, as consumers buy his coffee by the brand name and not by the 
shape of the package. They may buy it because they like the flavor of the brand, or because their 
retailer recommends it, or because they have been impresseu by the advertising back of it, etc., 
u .. , but not because of the shape of the package. The large sa«es that have been worked up on tne 

Na!* *' '•Pensive vacuum tins on the Pacific Coast and the sales of coffee in the middle west packed under the 
Hermetic Seal Process, show conclusively that the consumer is tremendously interested in the package 
lf F e educated to the fact that through its efficiency they are getting a better flavor and quality of 
Lf-cat -J ih is poss ft>le with coffee packed in inefficient cheap John packages. But to say that consumers buy coffee 
— e Package is square, round, oval or oblong in shape is ridiculous. 
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In this connection we call particular attention to the fourth paragraph of the letter received from the \\Vsij~ 
Grocer Mills wherein they refer to the shape of the package. This was because for a period of ten years prior u 
their adoption of the Napacan Hermetic Seal the Western Grocer Mills bad put out their Chocolate Cream Brand 
of coffee in a tali oval shaped tin. Some of their salesmen were fearful that the change in shape from the tall QVi i 
to the 1 lb round flat might seriously affect the sales. We maintained that nothing of the sort would occur .ind ». 
are not surprised to learn from the Western Grocer Mills' letter that this feature has not cut the slightest fizu,. 
with their sales. 

1 lb. FLAT There is just one other feature connected with the shape of the coffee package that is at least of so a . 
STYLE importance as relates to the size of the opening. For example, on a round package as between tb t 
BEST 1 Id tall style and the 1 lb flat style. Of these two shapes the 1 tb flat although not generally used u 

SHAPE. much as the 1 lb tall is really far superior, one of the principal reasons being that the hou SfW if. 

nearly always measures coffee with a spoon, allowing so much for each cup and so much for the pot 
It is much easier to dip coffee out with a spoon from the flat shape of package than the tall, and with Napaians/jt 
least, the 1 lb flat style although holding exactly the same amount of coffee looks larger on the shelf than the | ft 
tall, and the diameter being greater on the 1 lb flat style the trade mark design generally shows up stronger. 


NAPACAN HERMETIC SEAL PROCESS 

SUMMED UP. .Summed up, it becomes evident from our long and detailed analysis of the various factors en- 
tering into the sale of trade marked coffee that the reason for the great success and increase, ij 
sales of our customers, such for example as the Western Grocer Mills, 19 that the Napacan Hermetic Seal Prochs 

S ives them an almost perfect or ideal method of delivering the greatest possible percentage of the original coffee 
avor to consumers. In the way the Western Grocer Mills handle their business you see carried out in actual prac- 
tice by a live wire concern all of the things we have featured in this advertisement as being most essential. 

MOISTURE- lat. Chocolate Cream Brand of coffee is packed entirely under the Napacan Hermetic 
PROOF. Process. As the Napacan is manufactured under a scientific process involving a real prin- 

ciple by which its impervious qualities are built into its eight walls of paraffin, driven into 
pores of the paper, no glue used, etc., etc., damp humid air docs not get through Into the coffee. 

REALLY 2nd. The Hermetic Seal makes the package absolutely air-tight. This does not depend upon 

AIR-TIGHT any form of adhesive, but is entirely a mechanical operation, is always the same and always 

efficient. It corresponds in principle almost exactly to the so called "Sanitary Tin Closure" 
in sanitary tin cans. In the Sanitary tins the closure is made from the outside by special closing machines bo 
solder being used, An absolutely air-right package is vital if the utmost percentage of coffee flavor is to be deliver 
ed to consumers. There is also some saving in labor in sealing the cans by machine; it is faster and cheaper and 
takes up less space than where covers are applied by hand, etc. 

LABEL 3rd. The Chocolate Cream label in all its colors is printed directly on the face of the Napacan, 

PRINTED which gives all the effect of decorated tin at a good deal less cost. This is quite different from their 

ON FACE old oval tins, as there is now no pasted label to get torn and all the time and space given to labeling 

NAPACAN is done away with. In the case of the Western Grocer Mills the labor saving in this one item alone 

amounted to $15. or $20. a day. The handsome appearance of the Chocolate Cream Coffee label 
is now not even mutilated when opened, as the opening is done entirely through the top cap inner seal, which is cut 
through, leaving label intact. 

ALL 4th. While Chocolate Cream Coffee was formerly put up both in whole bean and steel, cut form, be- 
STEEL ginning with the use of the Napacan Hermetic Seal Process, it has been put up entirely in steel 

CUT. cut form. Thus, this, brand of coffee is reaching the consumers in the form they like best and ready for 
instant use. Further, it is delivered to retail dealers in the form that gives them the greatest marginof 
profit as they can wrap and deliver six to ten cans of Chocolate Cream Coffee while they are putting up one package 
of some other brand where they have to open the package, grind the coffee, put it back in the package, wrap it up. 
etc., before they make delivery.' Under the Hermetic Seal Process, while there is no actual vacuum, yet by ibis 
method the coffee is packed very tightly and compressed so that virtually alt air is excluded at the time or packing 
The whole diameter of the can being available for filling purposes makes it the most convenient package in this 
respect and permits of the utmost speed that can be gotten out of a filling machine. 

TIGHT 5th. Chocolate Cream Brand cans now have really tight friction covers, so that after the consumer 

AFTER has cut through the inner cap sea) to get at the coffee, the package is still kept almost air* 

OPENING. tight by the extra friction cover during the week or two it is in use before being emptied. Further- 
more, the 1 lb flat shape used gives the consumer the most convenient type of package to gel (be 

coffee out of. 

WONDERFUL 6th. The potential sales of Chocolate Cream Coffee have been enormously increased by the 
SELLING adoption of the Hermetic Seal Process. The Hermetic Seal Process fairly bristles with 

IDEA. sound selling and talking points and "copy” convincing advertisements. As the Hermetic 

Seal Process is covered by three basic patents issued in the fall of 1919, this feature cannot be 
secured in any other packuge. 

REASONABLE 7th. Chocolate Cream Coffee now goes out in a package phere cost is reasonable. A better 
COST. package, but appreciably cheaper than tin cans, not as cheap as inefficient cartons, but 

absolutely the best buy possible in a coffee package at this time, because the greatest possible 
percentage of Chocolate Cream Brand flavor is delivered in proportion to the cost of the package. 

IMPORTANT— NAPACAN OUTPUT INCREASED 

We have just completed another unit of machinery, and we are in position to take on a half a dozen more big cus- 
tomers like the Western Grocer Mills for the balance of this year. We will be glad to forward samples, quote prices 
etc., to reliable coffee roasters to whom our proposition appeals. The kind of customers we want are those who 
have live sales departments who know how to advertise and push their leading brands of coffee and who will tab* 
full advantage of greater sales possibilities the Hermetic Seal Process would give their brands should they .idopt it- 


LEST YOU FORGET 

Many readers of this magazine may not have seen or may have forgotten the reproduction of a letter that we pub- 
lished in the latter part of 1918. This letter was from the Detroit Testing Laboratory, who as you may know have 
done more original research work on coffee than any other industrial chemist firm in this country. This letter was 
written in submitting a long detailed report covering an exhaustive comparative test of coffees packed under the 
Napacan Hermetic Seal Process slip cover tins, square cartons, etc. The letter and report from the Detroit Test- 
ing Laboratory was and is highly significant, as while various paper container manufacturers have submitted lh ?f 
packages to the Detroit Testing Laboratory for similar tests, the Napacan has been the only one where th<* resa,ts 
have been such as to warrant the Detroit Testing Laboratory to give it their endorsement, and the only pape f llD 
testing better than atm can. We think it well worth while to republish a facsimile of this letter, which we do 00 
the next page. 

National Paper Can Company 

576-598 Clinton Street Milwaukee, Wi*coDii» 
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December 2, 1918 

national paper can company, 

576 Clinton Street, 

Milwaukee, Wisconsin. 

Att'n: Mr, L. C. Brooks 

Gentlemen: 

We mailed you under separate cover our report - "Bulletin 
A-4" covering an investigation conducted by us as to the 
Suitability of your Taper Packages (Napaoans) as contain- 
ers for marketing whole coffee, Steel Cut Coffee and Fine- 
ly Ground Coffee, 

We have gone into this - matter very thoroughly and our re- 
sults.are fully comparable to conditions as found in the 
market covering six months to one year periods. 

We oall* especial attention in the report to your Paraffin 
Process l&nila and White Paper Kapacans with parchment 
liners and dry Manila with waterproof caps and parchment 
liner. 

In every instance with Finely Ground and Steel Cut coffees 
under average conditions or under extremes of neat and 
moisture the three types of Kapacans named' above (Nos. 3, 
4, o in the Bulletin) axe superior slightly even to Tin 
Packages. The cause fbr this in our Judgement' lies in the 
advantage in the Kapacan of having an absorbing surface. 

In the ease of Tin, the hard surface throws back any oil 
which exude3 from the coffee and thi3 oil unabsorbed be- 
comes rancid add contributes to coffee staleneas. At any 
rate the Superiority of your Napacan for coffee is appar- 
ent and you have our authority to use this report in any 
way that may be of assistance to you. 

Very respectfully, 


THE DETROIT TESTING LABORAT&Y. 
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NEW HOME FOR McCORMICK & CO. 


(Continued from page 205) 
to be loaded or unloaded simultaneously. On the 
roof will l>e two storage tanks that can hold 180,000 
pounds of black pepper. 

A big assembly room is to be provided, where 
meetings of any kind designed to promote the in- 
terests of the employees, from movie entertain- 
ments to educational features, can be held. Sales 
forces will be gathered there once or twice a year 
from all parts of the country, and weekly from 
nearby territory. And the public will be given an 
nppurtunity to profit through a scries of domestic 
science lectures. A restaurant, equipped to serve 
hundreds of employees, will he one of the big fea- 
tures of the establishment. 

There will he a roof garden, which will com- 
mand an excellent view of the many vessels coming 
into and going out of Baltimore’s harbor. During 
the summer period the roof garden will be equipped 
for various kinds of recreation and be thrown open 
the employees during lunch periods or after 
business hours. 


LIPTON SALESMEN CONVENE 


Eastern Territory Representatives Hear Educa- 
tional 1 alks on Merchandizing and In- 
spect New Hoboken Plant 


O N 1 C of the features of the recent convention 
of Eastern territory salesmen of I'homas J. 
Upton, Inc., was the inspection of the company’s 
new plant at Hoboken, N. J. Individually and in 
groups, the men were taken through the factory 
and shown the various processes in the blending 
and packing of teas, roasting, manufacturing and 
packing of cocoa, roasting and packing of coffee, 
and the manufacturing and packing of jelly pow- 
ders. In addition, the managers of the various 
departments gave them some very interesting talks 
on the development of each of the products. 

Luncheon was served at the factory on each of 
the three days of the convention, and, in addition 
to addresses by General Manager T. IL Graham, 
Sales Manager A. L. Woodworth, and Treasurer 
A. G. P. Rigby, outside speakers gave good educa- 
tional talks on salesmanship and the relation be- 
tween sales and credits. 

For entertainment the salesmen were taken to 
a theatrical performance in Manhattan, and in the 
evening a dinner of 48 covers was served at Mur- 
ray’s Roman Gardens. After short speeches by 
the officers of the company and S. Q. Grady, man- 
ager of the Western territory, the salesmen were 


February. 

given the opportunity of expressing their opii 
as to the possibilities for the year 1920 i n 
respective territories. 


OBITUARY 

Mark Baggallay 

Mark Bagallay, one of the oldest and best ki 
buyers of teas for American houses with pe 
nent headquai 
in Japan, 

J a n u a r y 1, 
Shidzuoka. He 
been buying 
for Hunt & tY 
New York 
Chicago, for « 
years, and had 
c o m e w i d 
known in the 
trade of this 0 
try through lii> 
mini winter vi?t 
this market. 
Baggallay iear 
his trade in M 
ing Lane, the g 
London market place. He left there to tsl 
position in Hankow, China, soon going on 
Japan. 


Gay B. De Lima 

Gay R. De Lima, of De Lima Bros., Inc. co 
importers in Syracuse, N. Y., died at his t> 
there on January 30, age 37. He was a son 
U. C. Alves Dc Lima, inspector of Brazilian c 
sulates in America, and was well known in 
New York coffee trade. 


Joseph Roof 

Joseph Roof, who became president of the ^ 
liam Edwards Grocery Company, of CleveU 
Ohio, a year ago upon the death of Harry R. 1 
wards, died about January 15. Mr. Roof has h 
succeeded by Gen. Clarence R. Edward?, brod 
of Harry R. Edwards. 


Thomas B. Smith 

Thomas B. Smith, an executive of the Atla® 
& Pacific Tea Company, died February 4 at ^ 
home in Brooklyn, N. Y. He was in hi 5 7 ^- c 


A. Hugh Bryan 

Dr. A. Hugh Bryan, supervising client 1 
Arbuckle Bros., New York, died January *9 
Montclair, N. J., 45 years of age. He was £F 



Mark Baggallay 
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ated from Purdue University in 1900, and was 
referee for the Association of Official Agricultural 
Chemists, member of the American Chemical So- 
rity, the International Commission for Uniform 
Methods of Sug'.r Analysis, the National Geo- 
graphic Society, the Indiana Academy of Sciences 
and the Washington Academy of Sciences. 

Lkon M. Hattenrack 

Leon M. Ilattenhach, secretary of the National 
Association of Retail Grocers, died at his home 
in Denver, Colo., 011 February 1. He was about 
45 years of age. For several years Mr. Hatten- 
bach had been one of the most active leaders in 
retail grocery association work of national scope, 
lie had been active in the Denver and Colorado 
State organizations for the last ten years, as well 
as editor of the association organ, the “Merchants’ 
Index," and since 1917 he has been a Colorado 
State Senator. At last year's convention of the 
National Retail Grocers Association lie was 
chosen secretary and made editor of the organ- 
ization's paper, the “National Retail Grocers Bul- 
letin." During the war he served as Assistant 
State Food Administrator, in addition to his sen- 
atorial and association duties. Frank B. Connolly, 
San Francisco, former president of the national 
association, has taken charge of Mr. Hattenbach’s 
secretarial affairs, and will continue until a suc- 
cessor has been appointed. 

SPECIALTY MEN MOVE 

Permanent headquarters have been established 
by the Association of Manufacturers' Representa- 
tives of the ninth floor of the Philadelphia Bourse. 
President E. W. Tallman said the opening of 
these quarters was made necessary by the growth 
of the association and its increasing activities, 
made possible by the arrangement with the Amer- 
ican Specialty Manufacturers’ Association to take 
over the guaranteeing to jobbers of specialty 
salesmen’s orders. The representatives are also to 
have a paid assistant for Secretary J. J. Reilly. 


PRESIDENT DAVIES HAS ASSISTANT 
John B. Newman, Elgin, 111 ., former Dairy and 
Food Commissioner of the State of Illinois, has 
been selected as assistant to the president of the 
National Wholesale Grocers Association, Arjqy 
Davies. Mr. Newman is expected to relieve Pres- 
ident Davies of some of the work 


ARON’S CHINA TEA BUYER HERE 
Dudley Warner, of Shanghai, China, who is the 
China tea buyer for J. Aron & Co., Inc., New Or- 
leans, is visiting the trade in the larger cities of 


Pebrn try, 

the United States. He was recently in N>hv Y01 
on his way to Canada. He will return tof 
Orient by the “Empress of Russia” early in Ajj 


INFORMATION BUREAU 

The Tea and Cofpee Trade Journals Information 
reau is free to readers. If you want names an<i 
of manufacturers of anything required for use ur safes 
tea, coffee and spice store, grocery store, or rotf^j 
spice factory, write us. If you want to know 
purchase supplies at first hands, whether ston- or fa 
fixtures, green or roasted coffees, teas, spices, takingi! 
der, china, crockery, glassware and other iiu.-niunii 
cialties, this Bureau can serve you. ' 

THE QUESTION BOX 

All queries of general trade interest will be anm 
in this column free of charge. Address Inform* 
Bureau, The Tea and Coffee Trade Jo urnal. 

Shrinkage in Coffee Roasting 

A. J. D. M., Buffalo, N. Y., asks : “What is { 
average roasting shrinkage on coffee?" 

The average shrinkage is between fifteen 1 
sixteen per cent. On some old crop coffees iti 
run as low as thirteen per cent Sometimes rot 
ers keep the shrinkage down to eleven or twd 
per cent on cheap grades by giving the roast 
heavy charge of water just before it is rim out 
the cylinder. New crop Bogotas and certain off 
Central America varieties sometimes shri 
eighteen and twenty per cent in the roasting. 


Manufacturers of Tea-Bau.s 
S. M. C., Flint, Mich., writes : “Please advise 
who manufactures tea-balls ?” 

The National Urn Bag Co., 174-76 East IQ| 
street, New York City, and the Cauchois CoS 
Co., 153 W. 36th street, New York City, manufl 
ture cloth tea-balls. The International Silver C 
9 Maiden Lane, New York City, and the Aid 
inum Goods Mfg. Co., 200 Fifth avenue. Nt 
York City, manufacture the metal kind. 


Store Price-AL^rking System? 

K. K. K., Indianapolis, writes : “Please gfrt 
the names of firms manufacturing price-mark* 
systems for the marking of goods in grocery 
windows?” 

The Hopp Press, Inc., 230 W. 17th street. & 
York City; The Frank G. Shuman Co.. 
Michigan avenue, Chicago; and the Cornell”. 
Co., 236 Church street. New York City. 


Coffee Filter Papers 
J. E. K., Detroit, asks : “Do you know the 
of four or five different sources of filter paP^ 
Whitall, Tatum Co., 46 Barclay street. * 
York; the Diamond State Fibre Co.. Bridge* 
Pa.; Garrett & Son, Cheyney, Pa.; Alar? 




When Writim Advertises, Kindly Mention Tbs Tea ahp Come Teade Jouinal 







218 


THE TEA AND COFFEE TRADE JOURNAL 


February. 

Goodrich, Woodalc, Del.; and Nysle & Wilson, bill is numbered H. R. i<un. Up Jo thi- rl at 
Landciibcrg, Pa. time has. been set for hearings. L Am 


Fii.tkathin Cuffee-Makinc Devices 

V, M. 15 ., Ames, Iowa, asks: “Will you please 
supply me with the names of manufacturers of 
'filter coffee pots V " 

The following firms manufacture coffee-making 
devices embodying the filtration principle: The 
Tricolator Co., Inc. (“Tricolator”), 62 East South 
Water street, Chicago; Arnold & Aborn (“Make- 
right"), 39 Old Slip, New York; Aluminum 
Ware Manufacturing Co. (“Quick Brew"), El- 
mira, N\ Y.; C. F. lilanke Tea & Coffee Co ("Im- 
proved Sanitary**), Seventh and Clark avenue, 
St. Louis; Aluminum Goods Manufacturing Co., 
(“Galt"), La Grange, III.: Silver & Co. (“Marion 
llarland"), Brooklyn. N. Y. ; Landers, Frary & 
Clark (“Universal Cafcnoira,” glass), New 
Britain, Conn. 


-NET WEIGHT WHEN PACKED" 

[from a staff correspondent] 
Washington, Jan. 12, 1920— The Bureau of 
Chemistry, Department of Agriculture, recently 
issued this definition of “net weight when packed" : 

“The Food and Drugs Act requires that food in 
package form shall bear a statement of the quan- 
tity of the contents at the time it is offered for 
interstate shipment or otherwise comes within the 
jurisdiction of the act. Because of variations in 
weight which may occur before shipment, a state- 
ment of “net weight when packed" is not neces- 
sarily a statement of the net weight when offered 
for shipment. Allowance should be made in pack- 
ing products which are liable to change in weight, 
so that the declaration of net weight will be true 
at the time the article becomes subject to the 
operation of the law." B. W. R. 


THAT SLACK FILLED PACKAGE BILL 
[from a staff correspondent 1 
Washington. 1 ). C, Jan. 2 7, 1920. — Representa- 
tive Haugen, chairman of the House Committee 
on Agriculture, has reintroduced his former bill, 
H. R. 8,954, relating to slack filled packages. This 
was reported in our November number. His new 


MAINLY ABOUT PEOPLE 


News About Men in tKe Trade at ty 0 i 
and at Play 


t'eter S. Duryee, formerly identified wit! 
New York coffee trade as head of Duryee & 
wise, was prominently mentioned in the So 
her issue of the “Bankers’ Magazine,” which 
taiued an eight-page illustrated article desor 
the offices and rapid growth of the Mem 
Trust Company of New York. Mr. Dury 
vice-president of the bank, with which he tin 
came associated on September i, 1917, as assi 
to the president, being advanced to vice-prev 
January 1, 1919. 

George F. Mitchell, the U. S. Supervising 
Examiner, was confined to his hotel in New 
for five days during the month, suffering fro 
attack of the grippe. Mr. Mitchell has lieei 
amining teas in New York since John \V. Mi 
mick resigned the position last October. 

D. H. Hoffman, president of the New Or 
branch of the National Coffee Roasters As# 
tion and head of the Southern Coffee Cam 
was taken ill about the middle of the month 
January 31 he was still confined to his home 

L. N. Goll, of M. Levy’s Sons, returned t 
New York office on January 28 after visitin 
firm’s branches in New Orleans and San i 
cisco. 

Ben Casanas, ex-president of the X. C. I 
and head of the Merchants Coffee C"., of 
Orleans, made itfie of his periodical visits to 
York the latter part of January, accumpani< 
Mrs. Casanas. He appeared to be ill his 
good health, and able to take care of the iiKf 
business he expects in 1920. 

Herbert G. Woodworth, of the B<»M te 
porting firm of Robinson & Woodworth 
chairman of the U. S. Board of Tea I-Npert 
cently demonstrated that he is proficient 
novelist as well as a tea merchant. Darin? 
nary his book “Shadow of Lantern ?t reet 
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put on the market, and, according to a Boston 
hook reviewer, it is certain to win success. The 
tale mainly concerns life in China. 

George S. Wright, of the Dwinell- Wright Co., 
Boston, was a delegate to the Pan American 
Financial Congress held recently in Washington. 
He served on the Guatemala committee. On his 
way home he stopped in New York to attend a 
meeting of the Joint Coffee Trade Publicity Com- 
mittee, of which he is a member. 

Charges H. Pew, manager of the tea depart- 
ment for J. Aron & Co., New Orleans, was in New 
York for a few days during the month, and ex- 
pected to visit Boston and two or three cities in 
the Middle West. Mr. Pegg reports a steadily 
increasing demand for teas in the South, and is 
endeavoring to bring altotit direct shipments from 
the Orient to New Orleans. 

A. Vox Rooy, of the Widlar Co., Cleveland, 
paid his respects to his friends of the New York 
trade during the mouth. 

K. N. Gage, of O’Donohue, Knight & Gage, 
Cleveland, recently spent a few days in New York 
on one of his periodical business trips. 

A. Van Laar, of Brummer & Vail Laar, New 
York, is preparing to leave this country the lat- 
ter part of March on a business trip through 
Kngland and Holland. 

II. I.. Bloc k, of A. C. Israel & Co., Inc., New 
York, returned January 19 from a two months’ 
trip through the South and East. 

W. T. Bown, road salesman for J. Aron & Co., 
recently spent a few days at the New York office. 

J. C, Bower., of Bowers Bros., Richmond, Va., 
made a brief trip to New York during the middle 
of January. Jt is understood that one of Mr. 
Bowers objects in making the journey North was 
to look into railroad shipping conditions. 

J. II. McFadden, of the Mcl'adden Coffee & 
Spice Company, Dubuque, la., was in New York 
for a few days in January. 

Km m a Foote McDoigau,, the progressive 
woman coffee distributer of New York, has opened 
a branch store in the Grand Central Terminal 
Station, to cater to commuters from neighboring 
towns. 

T. J. Ach, of Canhy, Ach & Canby, Dayton, 
Ohio, was seen on Front street the latter part of 
January. 


C. F. Bonsor. of C. F. Bonsor & t ,, 
adelphia* visited his New York trade frinnl s 
ing the month. 

Wm. Y. LeFevre, who was with Carhr 
& Co. for a number of years as salesman t« 
road, has become associated with thi- 
Trading Company, New Yorlc. * 

H. F. Orton, a prominent manufacturers’ r 
sentative of Buenos Aires, Argentine, spent $ e - 
days in New York during January, just p nt 
leaving for South America. Mr. Orton rtprt 
several manufacturers of equipment used mo 
plants, and also sells coffee and numerous < 
Central and South American products. lies 
about five months in the United States, vis: 
most of the large manufacturing cities. 

Richard Quinlan, a nephew of E. H. O R 
of C. E. Bickford & Co., San Francisco, i$ < 
onsly ill with the so-called “sleeping sidn 
that is baffling his physicians. Mr. Quinlan 
resented W. R. Grace & Co. in Guatemala 
eome time, and only recently returned to 
Francisco. 

R. E. Peoble joined B. Fischer & Co., .' 
York, on December 28, as advertising mana 
He was formerly with Brown, Durell & Co.,. x 
York. I11 order that he might get closer to 
retail grocer's problems, Mr. Peoble rece 
called upon fifty retail merchants in the me 1 
politan district. B. Fischer & Co. are at pre: 
conducting an extensive publicity; campaign in 
newspapers of Greater New York. 

Gerald Byrne, who has been for two ye 
vice-president and general manager of the Pen' 
Grocery Company, Norfolk, Va., resigned on F 
ruary 1 to go back to his home in New York, 
was succeeded by John F. Hennessy, who ron 
from the R. E. Williams Company, of New Vo 

W. F. Kern, for several months sales manai 
of The A. J. Deer Company’s meat system < 
partinent and located at the Hornell (X. Y.) < 
fice, has been given charge of the compan 
branch at Chicago. He fills the position flu 
vacant by the death of H. F. Anderson, distr 
manager. 

E. H. O’Brien, of C. E. Bickford & Co.,<S 
Francisco, was expected to arrive in New Y ork 
February 11 on one of his periodical visits to th 
branch office. 
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MARKETS OF THE WORLD 


Latest News Letters from Staff and Spe- 
cial Correspondents in Foreign and 
Domestic Trade Centers 


THE NEW YORK MARKETS 


Special Market Reviews for “The Tea and 
Coffee Trade Journal*' 

New York, Feb. 3, 1920. 

I N the market for Brazilian coffee the month 
* under review started out with a promise of 
confirming the predictions of a material in- 
crease in business which had been circulated dur- 
ing the dull period late in the old year. Almost 
immediately after the holidays there was a marked 
quickening of demand, accompanied by a material 
advance in prices. Santos grades jumping up / 
to cents: ami Rios and Victorias, roughly, 1 
to cents. This was traceable partly to the fact 
that exporters in Scandinavian countries bought 
possibly 50,000 bags of Santos coffee here. This 
buying, coupled with intimations that additional 
lots were wanted, was especially important at this 
juncture, as the local stock of Brazilian grades 
was, roughly, a million bags below the normal. 

However, the activity and strength proved to 
be of only brief duration ; scarcely a week, in fact. 
Thereafter business was only fair at best and 
prices gradually slumped, especially for Rios and 
Victorias, which fell, roundly, 1/ cents from 
early high levels. Santos grades in the meantime 
remained fairly steady, losing at most only J4 to 
Vs cent. No. 4 Santos remained especially firm, 
as there was a marked scarcity of good roast, 
good cup selections. 

The sudden and radical change was traceable 
almost wholly to the widespread unsettlemcnt 
created by belated, vague, and conflicting reports 
regarding sales of Government-owned coffees in 
Brazil. General dissatisfaction was expressed be- 
cause of the great secrecy with which the business 
was conducted. No official advices were received, 
and hence the majority of traders had nothing but 
rumors to guide them. Claims were made that 


anywhere from 300,000 to 1 ,000,000 bag> !,%,■ 
sold ta* 4 his country and Europe, but iu,- ire 
servative authorities were convinced that h\ 
took possibly 300,000 bags, while three lam. 
cerns in this market took a total of 250.000 
grading 3s to 6s, at 22 to 2 2V2 cents c. and f„.\ 
ican credit. Later it was claimed that a*),- 
local firm had bought 50,0c 0 bags, at zi' . c 
At this time it was also rumored that the 1 
eriiment holdings of 124,000 bags in R i< , 
been sold. The only statement received via. 
semi-official nature. It was said that 27.000 
had been transferred to local (Rio) roasit; 
September, and it was rumored that part •• 
of the balance, 97,000 bags, had been suM in 
but official confirmation was not obtainable, 
scquently the Santos Government offered : 
tiona! moderate quantities, gradually advar 
the price to 23R4 cents ; but it was said that t 
offers were not well taken, as buyers of the < 
inal lots were re-selling below the Govern;* 
new prices, and their coffees were said to he: 
desirable. 

At this time another potent factor for weak 
was the drop in foreign exchange to new 
record levels. The depreciation in Contim 
currency suggested a much smaller buying ]». 
for all imported commodities, while the big 
count on sterling enabled importers to put c» 
in store here at savings running up to full 
per cent. One result of this was a mat trio 
crease in the offerings of coffee afloat or no' 
cleared. 

The final drop in spot values, accompanir-. 
a sharp drop in future contracts on the Kxdtt 
was traceable to greater anxiety to sell 3 " 
Rio shippers, fairly large blocks being secure 
19.90 to 20.05 cents c. and f. London credit, > 
pared with quotations earlier in the nionti 
20.50 to 20.60 cents. As these low price* 
equivalent to an “in store” price fully halt a 
below future contracts here, it was not asH 
ing that the latter fell over half a cent 
days, a more severe break being prevents, 
profit-taking among short sellers. 

The late decline was also ascribed to a P ri 
cable estimating that 750,000 bags of Rio a!V 
000,000 bags of Santos remained to come fl ,vl 
the ports. The estimate for Rio compared 
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other estimates of, roughly, 2,500,000 bags re- 
maining (based on estimates of a crop of 3,500,- 
000 to 4,000,000 bags), indicated that the crop 
would prove to be only about 2,300,000 bags. 
Nevertheless, it was pointed out that the estimated 
future arrivals, added to Government holdings and 
the present “free" stock, would give a supply to 
cover the next five months of, roundly, 6,300,000 
bags, which is much in excess of requirements, 
especially with mild coffees moving so freely. 
Moreover, the next Santos crop was estimated at 
, 9,500, coo to 10,000,000 bags, compared with an 
earlier estimate of 7,000,000 bags. 

Fair Activity ru Muds 

Early in the month demand for mild coffees 
showed improvement, especially for the lower 
grades, and hence prices advanced. Susbeqttently 
this market responded somewhat to the great un- 
settlemeut in Brazilian grades. Trade became less 
active, hut was still reported as of fair volume. 
Prices receded slightly, but still averaged about 
the same as they did a month ago, which was not 
astonishing in view of the fact that local quota- 
tions are generally below a parity with primary 
markets. Because of the wide-spread prosperity 
throughout the country, it is stated that consum- 
ers are buying mild grades more freely, especially 
as the premiums heretofore prevailing as com- 
pared with Santos have heen virtually eliminated. 
Owing to the more satisfactory results obtained, 
many buyers are said to he willing to pay a pre- 
mium to secure mild coffees. 

Tea Prices Strong With Trading Si.ack 
The quietness observed in the tea trade in the 
later part of December continued over until the 
early part of January, comparatively little busi- 
ness being done. Trading picked up later in the 
month, however, and a fair average January busi- 
ness was transacted. Prices generally held firm. 
The Allies' announcement of the lifting of the 


F ebriiQr r 

economic blackade against Soviet Russia n s t a 
created much interest in New York, 95 it and, 
edly did in other parts of the world. The g 
lion most often asked in the local trade was 1 
effect will this move have on tea prices here 
in London? The leading traders here believe 
when Russia resumes importations the black 
market will rise sharply, and China greens 
show a slight sympathetic increase. The „ 
ctfect is expected first to appear in the Chi 
market. London also is expected to show sti5 e 
quotations in the immediate future. The tl 
on the American market will come indirect!* 
is thought, through advancing prices in prim 
black tea markets. One prominent importer 
clared that in about three months there will h 
big increase in demand in the United States, 
there will not be enough tea to go around. ; 
stated that, from the trade standpoint, there 
practically no tea here. 

The position of tea appears to be strong, j 
prices are expected to advance shortly, For 1 
twelve-month period ending November, 1919,1 
imports were about half of those in the preced 
like period. 

Sales of Formosas showed slightly lower prio 
but advances are expected. Congous hare k 
steady at 24 cents, with little business da 
Javas have experienced a general increase. Ini 
and Ceylons are a shade higher. Japan Pan a 
Basket Fired teas and Pingsueys and Count 
Greens are reported at about the same price k« 
as last month. 

Now that England’s export embargo has t» 
lifted there has appeared on the market here sea 
of the teas which have been held for some time 
London. They have not met with approval < 
all sides, some tea men declaring they are sta 
and undesirable. How much has been bought ft 
this market is unknown, but believers in fresh ta 
hope that no more “washed out” London teas »i 
lie sent here. 
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J.C. Whitney Company 


Exporters TKA Importers 

CHICAGO and NEW YORK 

437 WEST ONTARIO ST. 82 WALL STREET 

49 Wellington bt , East 


SALES OFFICES 
I Si STATE STREET, BOSTON 
7 SOUTH FRONT STREET, PHILADELPHIA 
71 4 EQUITABLE BLDG., ST. LOUIS 
S-4 2 SANSOME STREET. SAN FRANCISCO 
CANADA 

A(encr, 6 St. Sacramento Street, Montreal 



BUY1NQ AND SHIPPINO OFFICES 
SHIDZUOKA, JAPAN 

SHANQ HAI, HANKOW, FOOCHOW, CHINA 
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PACKERS AND BLENDERS OF TEAS OF EVERY KIND IN 
EVERY VARIETY OF CONTAINER FOR 
PARTICULAR BUYERS 


IN CONSTANT AND CLOSE TOUCH WITH ALL 
BUYING AND SELLING MARKETS 


A steadily increasing volume of sales 
is an index to a growing appreciation 
of our facilities for giving the green 
coffee buyer adequate service. 

You can profit by the exceptional 
opportunities for selection offered by 
our large importations. 


CORRESPONDENCE SOLICITED 
WITH BROKERS IN UNOCCU- 
PIED TERRITORY. 


Sasco Coffee Company 

88 Front Street, New York 

GREEN COFFEE EXCLUSIVELY 
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Si’it.K Market Contixi.es Active 
During the month the spice market continued 
to he lively, though generally steady. Prices in 
primary markets show a bullish tendency, while 
spot quotations here have remained practically 
unchanged. Spot stocks were considerably re- 
duced. There have been no arrivals of impor- 
tance. The pepper market is simply marking time, 
while China cassias, some grades of red peppers 
and nutmegs, are firmer. A notable feature of the 
market is the absence of any trading of impor- 
tance in the future positions. This, in a measure, 
is accounted for by the fact that prices asked in 
the producing markets, in many cases, are greatly 
above the New York level. Sterling to-day is at 
the lowest jK)int on record, and spice men con- 
shier it dangerous to figure the present level on 
purchases in the future positions. — C. K. T. 

ENGLAND’S COFFEE TRADE 


I he War Left London in a Promising Position 
as a Distributing Center, But Port Con- 
gestion Now Threatens to Interfere 

If ARBOR and port congestion here may inter- 
* * fere with the very promising position in which 
London was left by the war as a distributing cen- 
ter for Continental Europe. 

When the war broke out England held about 
25,000 tons of coffee in bond. Neutrals naturally 
began to send consignments where the naval 
power lay, and so London and Havre began to 
benefit by consignments originally intended for 
Hamburg and Bremen in Germany, tandon 
eventually took the leading place in storing coffee, 
because Havre was handicapped by war require- 
ments. 

Roughly speaking, during the war storage was 
doubled, and since the armistice the monthly re- 
distribution from the Thames-side warehouses to 
the friendly parts of the Continent have been 


about 2,500 tons. English home consume j, „ 
coffee varies from 1,250 tons to 1,500 monthly,* 
cold weather demand naturally being the lijjjK 
With the return of peace important prohV 
confront the coffee trade, and it is hoped an ; 
rangement w'ill be made whereby Loml..n a 
Havre share most of the future consignment V 
ness. The Seine from Havre up to Can'll.- 5 
affords natural shelter for many vessels. ; 
warehouse accommodations for landing 
cannot rival the Thames from Tilbury up p, 
don Bridge. 

Unless the cargoes coming in from South A::< 
ica, the West Indies, South Africa, Cevlnii ai 
the Dutch East Indies can be placed prompt!) 
warehouses, whether near London or Havre, iuj 
ports will lose what, with capable arrangviuc 
and reasonable foresight, would be a magnifier 
receiving, selling and distributing trade. 

GUATEMALA SELLS GERMAN COFFE! 

[special correspondence] 
Washington, D. C., Jan. 24, 1920— A di>pat 
from Guatemala, dated January 16, says that: 
first of a series of weekly public auctions of con 
from German properties was held January 15 
the office of the enemy property custodian. .V»; 
31,600 quintals were sold, American firms pi: 
chasing all but 3,000 quintals. I). C. 


“BLUE BOOK" HELPED HIM TO SUCCKKi' 
M. G. Gelpi, of M. C. Gelpi & Co., Inc., New Or/’: 
writes: "I am pleased iu enclose my check for $3-»' 
cover subscription for one year. Since my !nst snhs" 
tion I have entered the coffee and rice game, Wi 
formed my own company. It pleases me to stare 
The Tea and Coffee Trade Journal has been »! 
assistance to me.” 

HOLLAND COCOA INDUSTRY BOOMIN' 
Holland is rapidly resuming its pre-war 3 
tivity, and the cocoa industry there is bovfflin 
according to A. Van I.aar, who returned i» J i! 
uary from a two-months’ trip through 1 )<‘iimar 
Norway, Sweden- and Holland, where he v.u 
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64 E. So. WATER STREET CHICAGO 
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Hooton’s Cocoa and Chocolate 

Insures Quick Sales and Repeat Orders 

AMERICAN and DUTCH PROCESS COCOA POWDER 

Packed in 

Barrels, Half-Barrels, Fifty and Twenty-five Pound Drums 

“MOGUL” Brand SWEETENED COCOA 

Packed in ]/* lb. tins— ioo lbs. to case. 

“HARVEST” Brand SWEETENED COCOA 

Packed in i lb. tins— ioo lbs. to case. 

“HARVEST” Brand SWEET CHOCOLATE and PREMIUM CHOCOLATE 
Packed in / lb. Cakes— too lbs. to case. 

“HARVEST” Brand BREAKFAST COCOA 
Packed in J4 lb. tins— too lbs. to case. 

Samples and quotations furnished upon request, 

HOOTON COCOA COMPANY 

NEWARK NEW JERSEY 
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mainly to establish connections for his firm with 
native houses. Mr. Van Laar is a member of the 
firm of Brummer & Van Laar, New York, im- 
ports s and exporters. 

Most of the cocoa used by Holland is being 
imported from Venezuela, and, according to Mr. 
Van Laar, while it has not yet attained its pre- 
war quality, it is fast improving. Brummer & Van 
I,aar are planning to import Holland cocoa in 
hulk and pack it under their firm name in small 
tins, putting it on the market in March or April of 
this year. 

INDIAN TEA TRADE NOTES 


The Latest Facts and Comments on Conditions 
Affecting Price and Production 


[special correspondence] 

Calcutta, Dec. 13, 1919. 

THE report of the Calcutta Tea Traders’ Asso- 
. ciatiou which was presented at the annual 
general meeting held yesterday, the 12th instant, 
states that the past year has been, so far as out- 
lets for tea arc concerned, a most extraordinary 
one. During 1918 by far the greater part of the 
auctions was absorbed by Eastern demands. 
During the whole of this season, however, demand 
from Eastern markets such as Persia, Egypt and 
Bombay has been practically non-existent, whilst 
most of the tea found its way to London and a 
big forward business has been done by private 
sales oqtskle the auction room, for that market. 
There has been an increasing inquiry, too, from 
Canada and America, whilst up to the middle of 
October, Australia had not taken as much as usual. 
From published figures it appears that the demand 
for tea to be consumed in India is steadily in- 
creasing. Russia still remains entirely out of the 
market, with very little prospect of coming in at 
present. The preferential duty on British-grown 
tea imported into the United Kingdom has cer- 
tainly stimulated demand for it at the expense of 
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Java and China ; hut, in spite of this, a fair (jl!& 
tity of foreign tea still finds its way to Undo 
even loaded with the additional twopence « 
pound duty. 

At Calcutta tea sale No. 22, held 011 the 9 
instant, 30,500 packages were catalogued, i nc In 
ing dusts. The recent decline continued and tl 
bidding was very languid. A very irregular mj 
ket ensued with lower prices all around. T] 
worst of the market was felt by the higher "rad* 
Though poor, stalky common kinds were 
wanted at all, clean common teas fell only ha 
an anna or so, but medium to better sorts we 
down from one to two annas. In consequence 
good many invoices were taken out, and Uss th; 
20,000 packages actually passed the hammer. 

The quantity of tea sold at Calcutta tip to & 
cember 2 amounts to 50,287,000 pounds, again 
38,107,400 pounds last year and 49,379,300 pount 
in 1917. 

The average price of all teas sold at Caicuti 
to December 2 is 8 annas 5 pies, against S anrc 
5 pies last year and 6 annas 11 pies in 1917. 

Scientific Research for Indian Plantkks 

It is good to note that the Indian Tea Asst 
ciation is vigorously pushing the scheme for « 
tending the activities of the scientific departmen 
The scientific department sub-committce hi 
cabled to the London committee asking them I 
engage a bacteriologist, an agriculturist and 
chemist, the last mentioned being required to fi 
the vacancy caused by the departure of Dr. G. I 
Hope. 

The above is a highly desirable, even indi: 
pensable, scheme. All industries are now r« 
ognizing the importance of scientific advice. Goo 
work has already been done in this line by on 
scientific officers, and it should be encouragec 
Java has a highly efficient scientific staff, and i 
will not do for us to fall behind. There are man; 
problems connected with tea yet to be cleared H 
Charles Judge 
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1*7 Front Street, New York 
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Even Facial Expression 

The packages arrayed on the grocer’s shelf can be almost as 
human as the clerk behind the counter. They “speak” for 
themselves, for the quality of their contents— not in actual 
voice but by their very “facial expression , their attractive- 
ness. 

Many packages, entirely devoid of expression, fail to appeal. 
Others, full of “facial expression,” need no “pushing. They 
sell themselves. 

Of all the fancy paper containers available, c ?T/ie UNION 

DUPLEX BAG and Zhe UNION DUPLEX SACK 

unquestionably maintain the highest development of facial 
expression”. 

UNION BAG & PAPER CORPORATION 

Manufacturer* of All Manner of Paper B a g * 

PRINCIPAL OFFICES - WOOLWORTH BUILDING - NEW YORK CITY 
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BRAZIL COFFEE TRADE NOTES 

First Hand Observations of Happenings and 
Conditions in the World's Greatest 
Producing Country 


f SPECIAL (ORRES PON PENCE] 

Rio de Janeiro, Dec. 3, 1919. 
npilE Sao Paulo Railway has reported unex- 
* pected increases in coffee receipts at Santos. 
The trade does not know whether the reports are 
accurate or not, and consequently market calcula- 
tions arc considerably upset. 

It is no wonder that entries should go up and 
prices slump, seeing that no one any longer trusts 
( Government declarations, having only too much 
ground to fear that part, at least, of the 3,000,000 
hags belonging to the S. Paulo Government have 
been sold and possibly drawn for already. 
If that is so, the rise in exchange would be ex- 
plained. 

With regard b> the 94,000 bags of Rio coffee 
held by the S. Paulo Government, a rumor was 
current that they had been disposed of to a local 
exporting house at 1 6$ooo when the quotation was 
around 17$200. 

The rise of exchange has upset all calculations, 
and planters are now tumbling over one another 
to get rid of this year’s crop at almost any price. 

The stuff now going out of the country has been 
sold months ago ; and new business being out of 
the question as soon as old sales are shipped, it 
seems likely that there will be a complete cessation 
of all exports except coffee. 

When it is remembered that hut a few weeks 
ago the S. Paulo Government had the opportunity 
of liquidating its 3,000,000 bags at 20$ooo, it must 
he confessed that the business has been badly 
bungled, and if rumors come true is likely to be 
worse than bungled before the 3,000,000 bags are 
finally disposed of. 

Of the world’s visible supply, one-quarter is 


held by the S. Paulo Government, and, mc]^ 
of the free stock of 3,000,000 bags, Brazil is 
sponsible for about 45 per cent of the whole 1 
ible supply. 

Reserves in consuming markets are far bel 
normal and exact steady buying. Consumptio, 
increasing in spite of high prices, and the com 
of markets seems so indisputably in Brazil 
hands that only by sheer stupidity, or worse, co 
so favorable a position be sacrificed. 

Just at the psychological moment, when n 
little firmness w r ould have ensured a rise of pri 
that would have put all previous performance* 
The shade, the whole position has been given a,* 
by advertising the intention of the S. Paulo Q 
eminent to dispose at once of its stock of .1,000,1 
bags. 

The report of the Sao Paulo Coffee Estates 1 
the year ended December 31, 1919, states that gn 
profits were £79,703. After paying two divider 
of seven per cent each and providing for cert; 
liabilities, £43,232 was carried forward form 
year’s account. The crop totaled 37 , 9*2 cwts. T 
estimated production for the 1919 season is 01 
6,500 cwts. Recent reports from the estates sti 
that a good many of the frost-damaged trees 5 
showing signs of early recovery. The net pr 
realized per cwt. on the coffee was £3 14s. f 
which is £2 4s. 4d. per cwt. higher than in t 
previous year. — Fazenda. 


JAMAICA CROWING MORE COCOA 
[from a staff correspondent] 
Washington. D. C., Feb. 2, 1920— Cocoa gro 
ing in Jamaica is increasing year by year, and 
considered a stable and sound industry. Usui 
the bean is grown on banana plantations, wb< 
its cultivation has become an important subsidia 
pursuit. Lands upon which considerable cocoa 
grown, as in the Parish of St. Mary, are val» 
at from $225 to $450 per acre, while wages pa 
to laborers on cocoa plantations average from ti 
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to four shillings per day. In 1918 the United 
States imported 2,259,752 pounds of cocoa from 
Jamaica. — L amm. 

JAVA’S TEA MARKET 

England and Australia Are Active Buyers, and 
Batavia Is Hoping for Russia to Enter 
the Market Soon 

[SPECIAL COkkESPON DF.NC e] 

Hat a vi a, Dec. 27, 1919. 

r T n HE demand for broken sorts is very lively, and 
* England and Australia arc active buyers at 
higher prices. England also shows some interest 
ill dust teas. Prices have been decidedly advanced, 
B. O. P. Goalpara reaching a quotation of 95 
Dutch cents Batavia. 

The general opinion here is that London will - 
do her utmost to restore the value of the pound 
sterling as soon as possible. It is believed the 
market will conintte to rise, although the level is 
at present rather high. There also always remains 
the hope that Russia will again appear as a re- 
liable buyer ; but when ? 

There are rumors that more tonnage to Hol- 
land will be available towards the end of this year. 
At present it is difficult to get freight space, and 
therefore the export business to England and Hol- 
land is seriously handicapped. Australian steam- 
ers are already booked up to the end of the year. 

Quality in general remains unchanged. Many 
estates are doing their utmost to get as much of 
the broken grades as possible. 

The trade here expects a shortage of flavory 
leaf teas early in 1920. The rains in the moun- 
tains are below normal, so that quantities de- 
livered are smaller than expected. 

Export satistics for last August and September 
show that of the ioo.coo packages shipped Holland 
took fifty per cent, England twenty-five per cent, 


Australia fifteen percent, and the United Stajj 
and Canada five per cent 
Market values for medium quality of ih t ^ 
son, immediate delivery Batavia, in Dun bee* 
per half kilo net, are: Orange Pekoe, 70 ; P e b* 
58; Pekoe Souchong, 48; Broken Orange Pet* 
80; Broken Pekoe, 70 ; Broken Tea, 64; Panning 
52, and Dust, 40. 

J. S. T. M. 

SUMATRA’S COFFEE TRAD I . 
Robusta coffee is a much more important pro^ 
uct than the liberia, on the East Coast of Stuiati^ 
and practically all of the new plantings are 4; 
the former variety. In the matter of exports, there 
was but little shipping during 1917 ami j$if 
owing to lack of bottoms. The total exports of 
liberia for the first six mdnths of 1919 were 1,. 
189,839 pounds ; during the same period 6,244.2^7 
pounds of robusta were shipped. These figures 
include old stocks, the exports thus exceeding the 
crop by a large margin. The estimated products 
of liberia for 1919 is 319,968 pounds, and for ro- 
busta, 2,500,005 pounds. Of the liberia shipments 
Java, Singapore and Penang took the greater 
portion ; of the robusta Java, the Netherlands 
Great Britain and Singapore received the greater 
portion. 

INDUSTRIAL FAIR IN JAVA 
The Netherlands India Industrial Fair Society, 
Bandoeng, Java, recently announced completed 
plans for an exhibition of domestic and foreign- 
grown and manufactured products, to be held itt 
Bandoeng on May 17, 1920. The fair is to lie held 
annually hereafter, and is designed to promote 
business in the island. Samples of machinery, 
agricultural products, including tea, coffee, rice 
vanilla and nutmegs, and mineral products will t* 
exhibited. 

M. H. Damme and B. J. Krol are chairman ^ 
secretary, respectively, of the society. 


The Scientific knowledge required to make good cans on a “LANGSTON" 
unit is embodied in the machinery. You can do the rest. 
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OUR LONDON LETTER 

The Latest News From Mincing Lane and the 
Continental Trade Centers 

Office of The Tea and Coffee Trade Journal, 
34 Cranbourne Street, London, W. C. 2 

I>ixik»n, Jan. 3, 1020. 

W HILE the last auctions of the year 1919, 
prior to the holidays were concluded 
amidst a tinner feeling of a notable rally in 
prices, especially for common leaf grades, 
indications seem to point to a firm market 
with the resumption of the public sales on 
January 5. There is, however, some suspicion 
that uncertainty, having regard to the man- 
ner in which the much heavier arrivals over the 
year end will he handled in consequence of the 
chronic congestion of gmuls at the docks, may 
prejudice the demand eventually, as serious delays 
are likely to ensue. However, the supply of com- 
mon and inferior tea is expected to Income much 
enlarged, so that renewed concessions in order to 
stimulate trade competition in that direction would 
cause no surprise. The movement of supplies from 
India ami Ceylon during Xovemlxrr was particu- 
larly heavy, and represented a total from Northern 
India to all ports of over 64,020,000 pounds, as com- 
pared with only iK, 2=0,000 pounds in the same 
month last year. 

Export Kmbarco Lifted 
The stipulation heretofore added to the auction 
catalogues of the supplies being for home con- 
sumption only having now been eliminated, as 
notified by the British Tea Brokers* Association, it 
is presumed that the embargo on purchases in- 
tended for export is now alxoit to be removed. 
Hitherto the rule, has been that while any tea im- 
ported direct can be re-exported, tea put up at 
the auctions was sold on the condition that it was 
to be used for home consumption only. This was 
an irritating restriction against which the trade has 


been protesting for some little time past \\ K 
embargo is to be lifted for only a month a* 
experiment, but it is probable that, once removed 
it will never be reimposed. This must have a 
steadying influence on the market, but it dm-, I; ,,j 
seem likely to cause any general recovery, ,i ;ice 
the outlet for the Continent as yet is comparator 
small and the Scandinavian countries have o' t ai::, ; 
their supplies by direct shipment through ] i,,t. 
land. It may, however, prevent any further 
dine which might have occurred as a result « if t! l; - 
very heavy stocks now being carried v 
The total exports from Northern India sii;,-,- 
April 1 to the end of November last to all counlnn 
represented over 234,500,000 pounds, as compare! 
with close on 227,000,000 . pounds for the o r- 
responding period in the previous season. 

Edmund Burke, chairman of Peek Rro>. $ 
Winch, Ltd., who knows all there is to he knu\u 
about the British tea trade, declares that with re- 
gard to the future it will be impossible for share- 
holders to reap a fair reward for the labor am! 
capital involved until the excess profits laxatio; 
is finished. This taxation drains away capita! 
which is absolutely essential to progress am! en- 
terprise. 

The London Coffee Market 
At the present time there is but little interest in 
the coffee market, but more activity is expected to 
prevail when the first auctions open in 1920. I' nil- 
qualities generally are scarce and prospective sup- 
plies do not seem to be large. Present rates, tncre* 
fore, seem safe, but the view is that quotations 
remain abnormally high. The terminal market 
is declared to be firmer but with few ‘transactions 
at the turn of the year. Brazilian is about 40 <vnt> 
per hundredweight (112 pounds) lower, the price 
being now $24.00. Demand has already improved 
and on this basis Santos and Rio coffees should 
sell steadily for some months at least. Some minor 
sales of other sorts of coffee include fine 1-^ 
Indian at $31.00, Jamaica at $32.00, Costa Rica at 
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CANISTERS 

Made with tin tops and bottoms and 
waterproof fibre bodies, parchment 
lined inside. 

Slip covers, friction tops, screws tops 
and sifting dredges. 

Round, Square and oblong shapes. 

Plain or labelled. 

All s.izes up to ten pounds capacity. 


THE CANISTER COMPANY OF NEW JERSEY 

Sales Office: 19 Battery Place, N. Y. City Factory: Phillipiburg, N. J. 
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cotton warehouse wharves. Tt is hopc<l that a 
large central receiving plant will eventually be 
completed, where all coffees may be received and 
stored pending shipment. 

There has been talk of the leasing to the city 
of some part of the large Government storage 
plant, to be used for coffee handling, but recently 
it has been intimated that the Government will 
need all of its space. It is probable that the new 
port commission board will take up a number of 
such improvements as arc needed, including a 
permanent coffee unloading station. — E. K. P. 


SAN FRANCISCO TRADE NOTES 


Tea and Coffee News of the Pacific Coast 
Centers Gathered by Our Own 
Correspondent 


San* Francisco, Jan. 24, 1920. 

C AN FRANCISCO has passed the billion bag 
^ mark ill its imports of coffee, according to 
statistics recently given out hv C. E. Bickford & 
Company, in an accompanying statement these 
brokers point out that of the 1.165.583 bags re- 
ceived during 1910. more than 400,000 bags con- 
sisted of East Indian coffee, and over 600,000 bags 
were Central American growths. 

Most of the Pacific Coast roasters are showing 
continued indifference to the cheaper and lower 
grades of coffee. Robustas, which were selling 
around 20 and 20! '> cents in December, sold in 
large lots as low as 1“ cents early this month. 
Something of a recovery was made later, how- 
ever, as it is declared this class of coffee cannot 
be imported even at 20 cents. But few, if any, 
sales are being consummated at that price. 

Coffee Firms Changixc Quarters 
The next few months will see a number of 
changes in the locations of the coffee importers 


and jobbers of San Francisco. The first t , !jj.. w 
will be the American Finance & Commerce C, 
which formerly conducted its business under h 
name of Schwartz Bros. A new two-story Imj;,; 
ing is being erected on California near l ; r ur , 
street, which should be ready for occupancy 
the company within sixty days. 

The building at No. 203 California street b<< 
been leased by C. E. Bickford & Co. It is W 
remodeled, and the company will occupy tl* 
ground floor and basement by the first t.| M av 
It provides about three times more floor space this 
the present location. 

The building next door, No. 209 California, n| 
house the local branch of M. Levy's Sons, of Nr* 
York, who recently opened up here. They nfl 
also occupy the ground floor and basement. 

Leon J.ewin recently bought a lot on the w::i 
side of California street, between Front and I >a- 1: 
streets, on which lie will erect an office lmiMin 
and into which it is expected a number of 0 «trn 
men will move. Lewtn will occupy the gr< - uth? = 
floor and possibly some other space in the buildira., 

Stephen Cassinelli. for fourteen years manajirr 
for Leon Lew in, coffee importer and jobber. h\ 
resigned in order to enter business on his mvna«*- : 


count. It is understood that he will occupy ipr- 
ters in the new Lewin building when it is o-ta* 
pleted. 

Hawaii Reports a Serious Drought 
T.ate in December A. L. Louisson, well-ku* *wr. 
coffee planter of Honolulu, wrote that m t in In* 
experience had there been such a drought as was 
then burning up the Haniakua coast in the IV 
Paauilo. A week later it was reported that si* 
drought had been broken, but no intel-igent 
opinion had been received here regarding the pos- 
sibility of this year’s crop, which a week previ- 
ously was considered practically a total l ; $>• 
The Jones Thierbach Co. held the annual o ,|l ‘ 
fcrcnce of its sales force early this monM. ! - 
meeting winding up with a banquet. — G. P- N 



“Coffee of the finest standard quality - 
honestly and extensively advertised — distrib- 
uted by a house that serves its customers 
sincerely;” 

That's what you buy, when you buy 
HOTEL ASTOR COFFEE 
B. Fischer & Co., Inc., New York 
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“you’ll be 
carried 
away 





with the Performance of 


“The Case that delivers the Goods” 


S TAMINA, sturdiness and carrying 
ability are outstanding characteristics 

of The Hummel & Downing Box. 

Get to know real box quality — have our 
Packing, Engineers solve your packing 
problems. 

Send a sample shipment of your product and let 
us submit “The Hummel & Downing Way" of 
packing and shipping — the most direct route to 
results. 

There will be no charge for this service. 

Fibre and Corrugated Boxes 


Hummel & Downing Co. 

Sales Offices: 

Chicago Minneapolis Detroit 

Denver St. Louis 


fcOHTAiNER CLUB) 



\ QUALITY MARK / 
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TEA IMPORTED DURING DECEMBER 

[special correspondence! 

Washington, D. C., Jan. 28, 1920.— Supervising 
Tea Examiner's Mitchell’s report of teas exam- 
ined, rejected and passed during the month of 
December, 1919, shows a net importation for all 
districts in the United States of 10,484,180 pounds, 
with 4,793 pounds rejected as being below the 
quality standard. The quantities of each variety 


passed and rejected were: 


Variety 

Foi inofta Oolong 

Foochow ( tolling 

Pounds 

Pas -t*t 1 

2.7BS.IH7 
a, IIS 

Pounds 

Rejected 









Java { 






Ping St icy Green 

Country Green 

Japan 

Japan Lust 

Capers 

Scntd. Or.. Pekoe 

Scented Canton 

Canton Oolong 

japan Congou 

1,425.044 

4ft2,tlI2 

1 ,*51 .»«:$ 
3«m>,«02 

tt.'ifi 

1,2110 

2:U7!> 

1(5,578 

400 

1 .502 

2.838 

Here are the quantities passed and rejected by 

each inspection district: 



LisWk't 

Pou it its 
Jbs't-d 

Pounds 

Rejected 

CliicstK'* 

Honolulu 

Puget Sound 

St. Paul 

. 1,37 a, 4U7 

37 .137 
. 2,201,842 

3(53 

New York 

. 3,781,37" 

1,5»2 


GENIUS 

Genius is only the power of making continuous 
efforts. The line between failure and success is 
50 fine that we scarcely know when we pass it— 
so fine that we are often on the line and do not 
know it. How many a man has thrown up his 
hands at a time when a little more effort, a little 
more patience, would have achieved success. As 
the tide goes clear out, so it comes clear in. 

In business, sometimes, prospects may seem 
darkest when really they are on the turn. A little 
more persistence, a little more effort, and what 


Ee&rihjry. 19j 

seemed hopeless failure may turn to glorias S(K 
cess. There is no failure except in no 
trying. There is no defeat except from withj 
no really insurmountable barrier save our oi| 
inherent weakness of purpose.— Elbert Hubb#[ 


SALIENT TRADE NOTES 

The employees of the American Can Compa* 
held a dinner and dance at the Pcnnsybaai 
Hotel, New York, on the evening of January * 
There were about 8co employees, or niviyheTit 
their immediate families, present. President I’.j 
Wheeler and Vice-Presidents H. XV. phcljK ^ 
J. R. Harbeck were invited guests. 

The Batterton Coffee Company, Birmiughja 
Ala., has purchased a lot on the southeast cor* 
of North and Twenty-fourth streets, and will era 
a three-story building there, to cost about <ioo« 
H. F. Anderson, district sales manager ut Q| 
cago for the A. J. Deer Company, of llnrnd 
V Y., died December 21, 1919. He had held 4 
position since August, 1919, and in that short tis 
had made a name for himself as a salesman < 
Royal coffee roasters and other equipment. Hefo 
joining the Deer Company, Mr. Andersou had hei 
Chicago representative of a computing scale con 
pany for a number of years. 

The Gold Medal Mills, 94 Pine street. Ne 
York, commenced business on December 1, <lej 
ing in teas, coffees, spices and rice, distrilmtit 
through both wholesale and retail grocers. T! 
firm was organized by Benjamin and J. Herman 
and Harry Fromm, former employees of 
Fischer & Co., New York. 

The firm name of the Coles Manufacturing G 
1615 North Twenty-third street, Philadelphian 
well-known coffee mill concern, has been chanp 
to the Braun Company. The "Coles' 1 name * 
be retained as a trademark, and the business * 
be conducted along the same lines as hereto™ 

Although the # wholesale grocery business 
John A. Tolman & Co., Chicago, has been disco 


J. E. CARRET & COMPANY 

Successors To 

JOHN O'DONOHUE’S SONS 


IMPORTERS-JOBBERS 

COFFEE 

100 FRONT STREET NEW YORK 
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V PROTECTION 

Decreased shipping expenses, lower packing cost and 100% shipping 
protection. These are yours when you start packing your products with- 
in the cushioned walls of H & D Corrugated Fibre Boxes. A broken 
jo\ and crushed contents cost you money, and a loss of the good will of your trade. Decide 
now to turn this expense into profit. Get the facts about 

H & D Corrugated Fibre Boxes 

The Hinde and Dauch Paper Company maintains a service department to which you should 
write today. Send a sample shipment of your goods — collect — and it will be returned to you 

prepaid and packed in a specially designed H & D 
Corrugated Fibre Box. This will cost you nothing 
and places you under no obligations. Ask for our 
FRKK illustrated book “How to Pack It." 
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timied, tile same name will be ttse^l for an im- 
portant coffee business which is to he carried on 
hy a new firm. J. Davidson, of the Tolman family, 
is associated in this new enterprise with George 
A. Ware, well known in coffee circles, and some 
of tht salesmen of the old Tolman Co. arc inter- 
ested. The new business is located on East South 
Water street, and roasting operations will he car- 
ried on as soon as the machinery can he delivered, 
i he plant will indude two Jubilee roasters of 
four bags' capacity each. 

White the Wall street offices are being ren- 
ovated, the coffee department of J. Aron & Co.. 
New York, is located around the corner, at 113 
v. alcr street. 

Tlu new San Francisco office of M. Levy's Sons, 
the well-known coffee importers and jobbers, has 
been completely equipped with Burns apparatus 
for coffee testing work. The outfit includes a 3- 
cylinder sample roaster, motor-driven grinder, re- 
volving table with composition top, kettle, cus- 
pidor, etc. This office is located at 209 California 
street, and is under the management of M. J. 
1 1 inrkley. 

The Fulton Market building, at the corner of 
Front and Fulton streets, New York, has been 
fitted out as a green coffee warehouse. The own- 
ers, the Fulton Market Realty Co., state that the 


P, Klr . 

building has a capacity of 40,000 bags, j } tt ^ 
are of concrete. Several of the leading \ eA v 
importers have already engaged space th CTt 

The Pennsylvania Coffee Co., 2219 F<*r1,es^ 
Pittsburgh, has installed complete enffec-r^ 
equipment, including two 2-bag 5 

chines. 

Fiorito, Banchelli & Co., Rio de Jaiicir,, ,, 
a branch in Sao Paulo, have succeeded Fk» 
Koppe & Co., who were formerly geikrai 
sentatives for many foreign export firms. 

Leon Israel & Bros.^have ordered a Burns a 
pie roaster, a 5-cylinder machine, fur their H 
Orleans office, at 300 Magazine street. Sucri 
cylinders of the same type have been installs 
new offices recently opened by this firm in {j£ 
Toronto, Boston and Guatemala City. 

W. H. Lee, for fifteen years connate'! 1 
Win. Schottcn & Co. as traveling repront* 
in central Missouri, with headquarters in Se# 
has joined the Janies H. Forbes Tea it G-rtiti 
of St. Louis. 

Charles & Co., formerly located at 44 i 
Forty-third street, New York, will move th 
office department to Forty-first street, mar V; 
derhilt avenue. They will add a 2-bag M«» 
roaster to their equipment. 

The Dwincll- Wright Company. Bnstm. I 


K 



HARMONY! j 

Of colors — Caps that are ornamental— Decoration mock 
superior to the average. Tubes absolutely clean when 
they reach you — Ready to slip right on the Filling M» 
chine from the container. May we prove it? 


PEERLESS TUBE CO 


218 BroaiiM! 
New York, 
N. Y. U.U 


“Arksafe” Elastic Paper Lining! 

“ FOR BAGS AND BARRELS 

Absolute protection to Coffee, Rice, Sugar 
and Spices. 

Samples Upon Request 

Arkell Safety Bag Co., 



CHICAGO 

14 East Jackson Boulavard 


NEW YORK 
120 Broadway 
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Ritchie 9 s 


ALL FIBER CANS 
TIN TOP AND BOTTOM CANS 


The ideal container in place of expensive tin cans, Ritehfe'e Paraffined or Parchment lined cans 
hold the aroma, are airtight and non-absorbing. The ideal package for Coffee, Tea, Spices, Cocoa- 
nut and all dry foods. 

Quotatione and tamplmi promptly forwarded. 

w. C. Ritchie and company 

414 SO. GREEN ST., CHICAGO, ILL. 


Send all that Goodness to the Consumer! 

The quality of your product is the key note of your reputation. 
The condition in which your goods reach the ultimate consumer is 
the important detail that makes or mars your good-will. 

Safeguard this vital asset by every care in packing. 


or th B convenience 
W#*U* n Trade, 
JJV l" 7£ complete 
•Jock of Diamond-F 
P£Uct»v. Papers at 
c hicajo Ware- 

fe 1656 b«l. 




Protective Papers 

Gfauine — Vegetable Parchment 
Gx ease Proof — Parchmotd 


safeguard your product and good-will on that journey from your 
factory (over the counter) to the consumer. 

Each one of these papers has distinctive qualities that make it 
best for the purpose — all can be creased or folded without cracking. 
They will improve a poor package and make a good package better. 
Supplied in sheets, rolls or circles. Your jobber can supply you. 

Write today for samples. 

Diamond State Fibre Company 


Bridgeport, Pa. 


(Near Philadelphia) 


Also makers of Diamond Fibre— “A Remarkable Material” 
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changed the packing of White House coffee from 
round tin cans to square paper cartons, thus sav- 
ing 23 per cent in space and 20 per cent in weight. 

A new roasting plant will soon t>e installed in 
New York's “green coffee district." U. & J. Len- 
son Co., now at 130 Front street, will move May 
1 to the building at 2 Gouvcrneur I^ne, which by 
that date will he equipped with complete roasting 
machinery, including a 4-bag Jubilee roaster, 
cooler and stoner, etc. 

The Salada Tea Company of Canada, Ltd., has 
been incorporated, with a capital of $2,000,000, 
to carry on the business hitherto conducted under 
the style of P. C. Larkin & Co., the object being 
to insure the continuity of the business, no new 
capital nor interest coining into the concern. 

Faria Costa & Co., New York, have installed a 
2-hag Monitor coffee roasting outfit. 

John C. Pickett, president of The Temple Gar- 
den Co., of New York and Poston, attended the an- 
nual sales convention of the Southern salesmen 
who travel for his company. The meeting was 
held at The Winecoff Hotel, Atlanta, December 
31 and January 1-3, and was attended by about 
thirty-five salesmen. Fred W. Ivey, Southern 
sales -manager, was in charge, and tendered the 
salesmen a banquet and handsome bonus checks. 
Mr, Pickett reported that the sale of Temple 


Garden products has increased in 1919 over a 
hundred per cent more than any previous Jtj 
and the prospects for 1920 are all that could i 
desired. 

Additional coffee granulating equipment v 
soon be installed by the Weideman Co., Otvelan 
A Burns granulator with chaff remover will | 
used for cracking and cleaning the coffee, and t! 
final granulating will be done on one of the larm 
No. 5 machines. The goods will be handled 1 
means o| a bucket elevator and screw eonvno 
and all the details of this new grinding unit a 
based on previous use of similar machines. 

About 100 employees of the Thomas J. Lipto 
Inc., Hoboken, N. J., went on strike on January 
The girls, all of them tea packers, walked out 
a demand for an eight-hour day and an increa 
of $[ in weekly salary. They returned the nc 
day when told that a bonus system would k 1 
stituted and the matter of an eight-hour d; 
would be given serious consideration. 

F. VV. Hinz & Sons, proprietors of the hag 
Coffee and Spice Mills, Cincinnati, are inslallir 
in their coffee grinding department another Bun 
No. 1 granulator. 

The Jewel Tea Company has sold the six-stoi 
factory, corner Washington and Ada streets, □ 
cago, to the American Paper Goods Company, fi 


The “Logical Port” For Green Coffee 

New Orleans is truly the "Logical Port” for green coffee. Many 
factors have contributed to its remarkable growth as a coffee receiv- 
ing port — proximity to producing countries — unexcelled handling 
and shipping facilities — strategic geographical position. 

As a New Orleans house, we are proud to have had a part in the 
upbuilding of this port, and to have been privileged to grow with it. 

We are here to serve coffee roasters and to help them take full 
advantage of all that New Orleans has to offer green coffee buyers. 

S. PFEIFER & COMPANY 

Brazilian and Mild Coffees 

310 MAGAZINE STREET NEW ORLEANS 
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miller fibre cans and tubes 

FOR 


fCOFFEE, 


LIGHT 


AND WITH QUALITY ARE CROWNED 




MOISTURE PROOF AND PARCHMENT LINED 

ORDER TO-DAY WE SHIP TO-MORROW 

MILLER FIBRE PRODUCTS CO. 

350 WEST ONTARIO STREET CHICAGO 


PLAIN 


DECORATED 


TIN CONTAINERS 


— lor the — 


Tea «collee Trade 

FEDERAL TIN CO., Inc. 

BALTIMORE, MD. 


SPICE CANS 


DRUG SPECIALTIES 
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a cash consideration of $290,000. The Jewel Tea 
Company has occupied the property for years, and 
will remove to the Quartermaster Building in the 
central manufacturing district, hut has secured a 
lease on its present premises until July 1 in an- 
ticipation of delays from the Government in re- 
moving from the Quartermaster Building. < 

The Dayton Spice Mills Co., Dayton, Ohio, will 
soon install six more Burns No. i granulating 
mills, each equipped with fail and collector for 
removing chaff. When the installation is com- 
pleted the plant will have eighteen of these ma- 
chines. 

'rile National Tea Company has bought from 
the Catholic bishop the southwest corner of Lar- 
rahec and Hohhie streets, Chicago, reported price 
$j2.<xjo, upon which it will build a une-story ware- 
house to facilitate the distribution of groceries to 
its large nunil>er of stores. 

The coffee- roasting plant of Robinson & Craw- 
ford, Philadelphia, now controlled by the Amer- 
ican Stores Co., is being enlarged by the installa- 
tion of another Burns No. i roaster, making a 
battery of four of these machines. 

The Forbes Chocolate Co., Cleveland ; E. C. 
Rich, Inc., New York; Kirkman & Sons, Brook- 
lyn, X. Y, and I .uther Ford & Co., Minneapolis, 
have been accepted as national members by the 


American Specialty Manufacturers’ Association ; 

The coffee-testing equipment of Frederick}^ 
& Co., brokers at Tacoma, Wash., recently ^ 
stroyed by fire, will be replaced by new apparaj^ 
including a 2-cylinder sample roaster, rex 
table, motor-driven grinder, etc., all >.{ p,^ 
make. 

The Buckeye Extract Co., manufacturer « 
flavoring extracts, spices, baking powder, tt 
Tacoma, Wash., is installing a complete line a 
machinery for the manufacture of peanut 1^ 
Additional coffee-roasting equipment will 
be installed by J. II. Allen & Co., whn'tjj 
grocers in St. Paul. The new machinery 
duplicate apparatus already in use, including) 
Jubilee roaster of two bags* capacity, cooler al 
stuner and granulator with chaff remover, i 
from the shops of Jabez Burns & Sons. 

i he Cook- Haddock Company, wholesale m 
cers at San Diego, Cal., recently made formal a? 
plication to change the (inn name to the Swafc 
western Grocery Company. 

A roasting plant, operated at Catskill, X. Y.A 
the Rochlin & Okum Milling Co., is used special 
for the treament of buckwheat. Another Hun 
No. i roaster is soon to he installed, duplicate 
apparatus already in use. 

Thomas F. Tletherman severed his connect* 


General Can Company 

Sixteenth & Canal Sti. 

Tin and 

Fibre 

Chicago, HI. 

Can 

IS 

Coffee Cans a Specialty 



COFFEE ROASTING FOR THE TRADE 

ONLY 

No Spice Grinding COFFEE SEPARATED No Coffee Selliri 

JOHN W. HAULENBEEK CO. 

(Establiihed for 38 Yean) 

NO ACCOUNT TOO LARGE FOR US TO HANDLE. 

WE MAKE A SPECIALTY OF HANDLING OUT OF TOWN ACCOUNTS. 

393 GREENWICH STREET NEW YORK 

’Phone Canal 217-218-219 
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CORRUGATED CONTAINERS 

FOR 

TEA, COFFEE, COCOA AND SPICES 

LET US FIGURE ON YOUR NEXT ORDER. FOR QUALITY SERVICE AND PRICE WRITE 

STAR CORRUGATED BOX CO., Inc. 

372 SOUTH STREET NEW YORK CITY 


Card Board Cartons 


The 

Logical Package 

for 

Coffee, Cereals, Raisins 

and many other 

Food Products 


We specialize in 

Card Board Cartons 

with 

Printing in Colors 

of 

Advertising Value 


Bee Hive Paper Box Co. 

P. O. Box 872 
Indianapolis, Indiana 



® Vegetable Parchment 
© Waxed Paper 


To describe some of the achievements 
of KVP Vegetable Parchment and 
KVP Waxed Paper, and spread good 
cheer among the users of these prod- 
ucts, we have been distributing for 
over two years an optimistic little 
magazine called “Parchment Prat- 
tler." 

If you use Vegetable Parchment or 
Waxed Paper, you are entitled to a 
place on the list. Please address 
Sales Department, 

luazoo Vegetable Parchment Company 

Kalamazoo, Michigan 

"World'* Model Paper Mill” 

~ 9 


When Writing Advertisers, Kindly Mention The Tea and Coffee Trade Journal 




250 


THE TEA AND COFFEE TRADE JOURNAL 


with Neuss Hesslcin & Co., Inc., on January i, 
ami joined Robin & del-aurant, <>f 4^7 Broadway, 
under the firm name of Hctlicrmau & Co., Inc. 
The company is engaged as brokers, specializing 
in Far Eastern produce. Mr. Iletherman's previ- 
ous connections were with Charles Pfizer & Co., 
Dill-Croset, Inc., and Uodwell & Co., Ltd., extend- 
ing over a period of fifteen years. 

At the annual meeting of the stockholders of 
the National Importing & Trading Company, Inc., 
50 Broad street, New York, the following direc- 
tors were elected: Dirk P. Dc Young, P. H. Van 
(lorp, Wilbur Taylor, J. M. Hoi forty, Adrian II. 
De Young, John L. Clark and Royal Firman. The 
company's sales during 1919 were $4,500,000, of 
which the New York office did $2, 500,000 and the 
Seattle and Chicago office each $1,000,000. The 
company specializes in Far I eastern imports. 

file Hewlett Bros. Co., wholesale grocery firm 
in Salt Lake City, recently added a Nash delivery 
truck to its facilities, and reports a line increase 
in its ability to distribute its “Luneta” products 
economically. 

The employees of the 1 ). Pender Grocery Com- 
pany, Norfolk, Va., some 265 in number, are to 
be taken into partnership in the operation of the 
company's business to the extent that they will 
share half and half with the owners on all profits 



above 2 per cent on the turnover and w„ji| ^ 
one representative on the board of direct.. r x 

The Continental Can Company has sri rv i tt j 
site for a new warehouse iu the central munm'* 
luring .district, Chicago. The structure will \ 
erected on Ashland avenue, between Thirty-eight 
and Thirty-ninth streets. It will contain 
square feet of floor space, and be three 
height, with basement. The estimated c«*>t of th 
building is $210,000. The company operates pl^a 
in New York, Syracuse, Baltimore, Cann .nslmq 
Pa., and Chicago, and has its own plate mill « 
Cannon sburg. 

The Gibson Commercial Co., Salt Lake Cit) 
recently absorbed the Bonne-Goddard Co., oi di 
same city, manufacturer of baking powder, spia 
and extracts. W. T. Coleman, president ui tfc 
Boonc-Goddanl Co., will have charge of the Mi 
son manufacturing and packing plant. 

The Royall Coffee Co., Carsicaiia, Texas, hd 
a get-together-meeting of the employees at tb 
plant on January 3. Started early in 1913 by J .5 
Royall, T. A. Gibson and H. II. Bonner, this tin 
has extended its coffee sales to include ever 
county in Texas, and large parts of New Mexifl 
Oklahoma and Arkansas. President Royall ha 
been in the coffee-roasting business in Texas id 
20 years. 



Chi netware 
is the best 
premium 

because it 
appeals 
irresistibly 
to the -* -*-< 
housewife 

‘the^mo^s China Co. 

SebringrOhio - — * 


Established 1880 

C. M. SMITH & SON 


Tea Packers 
ior the Trade 

236 Water St. New York 

Phone Beckman 7928 

“Service is a Science” 


Improved equipment and facilities p!a« 
us in a better position than ever before to 
give the trade the right kind of service. 

Packets are unquestionably the most 
sanitary means of distributing tea and are 
popular alike with consumer and dealer, 
because more economically and easily h* 3 ' 
died. Teas packed in tins, lead and cartons, 
Vi and I lb. sizes. 
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Help your dealers win the 

$2000.00 

for the best coffee displays 

(Coffee Week, March 29 to April 3, incl.) 

T HIS year we wish to induce every retailer in the 
United States to make a big, sales-making Win- 
dow Display of coffee during National Coffee Week. 

$2,000 will be distributed in all— $500 in each of 
4 zones, North, South, East and West. EVERY dealer 
has a chance to win. 


A handsome booklet picturing the prize-winning 
windows and also containing helpful sug- 
gestions for window-displays, will be sent 
free to every contestant i Package! 


Have your salesmen explain i 
this contest to your dealers 


If one of your dealers wins 
V capital prize, it will reflect 
redit on your house and on 
wr sales force. Take stock 
f your printed and litho- 
iraphed material and be pre- 
to supply dealers’ re- 
luests. Do not miss this 
* unce to put your coffee and 
r °'*r advertising on display. 

Photographs of displays 
Bust he received by this Com- 
ri « later than April 15. 
_ wiers will he announced in 
“* ma Razine. 

** C «»« Trxit Pitticity CoaahtM 
11 ».l Slrtrt. HnlatQ, 



Iq Each Zone: 

| Capital Prize 
2d Prize . 

| Ten 3rd Prizes, 

$10 each 100 

1 Fifty 4th Prizes, 

$5 each . 251 


Each zone 
will receive 62 
prizes— 248 
prizes in all, a 
total of $2000 I 
for the four | 
zones. 


Make COFFEE WEEK 
pay you. See that your 
dealers are fully advised in 
regard to Coffee Week. 
Send them plenty of display 
materia] and urge them to 
make special efforts to sell 
coffee during Coffee Week. 
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SPICES 


Ihibson says: 

“Labor is short— It is going to be a permanent feature 
of American industry in prosperous t imes. There is but one 
way to combat it — that is, to extend the use of machinery 
for every possible task and to apply efficiency methods so 
as to increase the output- -and to diminish the call for hand 
work.” 

In line with this, The Widlar Co. have been specializing 
on a few things so as to be able to manufacture in a large 
way, using automatic machinery especially designed to 
produce maximum output at a minimum cost. 

If you are grinding or packing your own spices, we be- 
lieve we can show you savings and relieve your labor 
problem. 

Upon request, we will submit, samples and prices of 
the most attractive lithographed can on the market — 
packed under your own label if quantities justify. 

Our capacity — a million cans a month, and rising, 

THE WIDLAR COMPANY, 

President 

SPECIALISTS IN GROI N'D SPICES, EXTRACTS, SALAD DRESSING, MCSTABD- 
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Soup is winning instant suc- 
cess with the retail tea and coffee 


merchants. Among the purchas- 
ers at the St. Louis Convention 
were: 

G. B.Schorn.President.Jamaica, N.Y.; 
W. M. Bartlett Jr. , V. P.. Bartlett T. 
ft C. Co., Indianapolis; W.H. Brower, 
V.P., Brower Coffee Co., Passaic, NJ.; 
A. J. Benner, director, Benner Tea Co., 
Burlington, la. ;P.C.Monday, director, 
P. C. Monday Tea Co., Milwaukee, 
Wis.; Geo. F. Hellick, director, Geo. F . 
Hellick Tea Co., Easton, Pa.; C. A. 
Smith, former president, Great East- 
ern Tea Co., St. Louis. 

You can safely follow l heir lead 
St Louu Food Products Co., St Louis, Mo. 


GDCQUNUT 

CREME 

CUSTARD 

A PROFITABLE 
FAST SELLIN6 
FOOD SPECIALTY 


Packed under your private label. Complete 
sales campaigns and large quantity of literature 
and circulars like the above given with each 
order. 

Write at once for samples and prices. 

This product will prove a money-maker for 
any tea man. Originated by 

Federal Pure Food Co. 

CHICAGO 



LEMON PIE FILLING 

In 16 oz. Cans 

YOUR BRAND OR OURS 

FLAVORED WITH JUICE OF LEMONS 

NO ARTIFICIAL FLAVORING 

BEST QUALITY MADE Send for Sample LOWEST PRICE 

ARCADIA FOOD CO. 174 Hudson St, N. Y. C. 


HUNT & CO. 

Oldest Japan Tea Exporting House 
in the Orient 

JAPAN TEA :: CHINA TEA 
90-96 Wall St., New York 

CHICAGO MONTREAL 

N. Wabuh A™. 3 St. Nicholas St. 


Agencies in important Ci'ffei 


Chat- Dittmann F* V. Allain Chaa. S. Dittmann, Jr . 
Member N. Y. Coffee Exchange 

CHARLES DITTMANN CO. 

Coffee Commission 
New Orleans — 223 Magazine St., P. O. Box 747 
Chicago, 326 River St., Rooms, 215-216 
AGENTS FOR: 

Messrs. E. Johnston & Co., Ltd., London 
Messrs. E. Johnston & Co., Ltd., Santos 
Messrs. E. Johnston & Co^ Ltd., Rio-deTaneiro 
Messrs. Norton Megaw & Co., Ltd., London 
Messrs. Norton Megaw ft Co., Ltd.. Rio-de janeiro 
Messrs. Carlo Pareto 4 Co., Rio-de-Janeiro 
Messrs. Arbuthnot, Latham ft Co., Bankers, London 
Messrs. FredTc Hutb ft Co., Bankers, London 
U. S. Branch of Thames A Mersey Marine Insurance 
Co., Ltd., of London and Manchester 
London Assurance Corporation (Fire Insurance) 
Commercial Letters of Credit Issued 

Our spot department make* a specialty of selecting 
an^Urchgjny^eMlo^th^nUd^ijjj^^ 
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THE PRACTICAL RETAIL GROCER 

<] A department devoted to the discussion of problems which vex retailers; 
telling how to arrange, display and sell goods; how to systematise; how to ad- 
vertise, how to obtain the maximum efficiency in the grocery business. 


HOW TO SELL TEA AND COFFEE 

Some Safe and Sane Sales- Building Sugges- 
tions for Progressive Retail Grocery 
Distributors 

By J. A. Taylor* 

JSostoii 

No 1 — First Essentials 

A S an experienced grocer you know that if 
you are going to Imild business success- 
fully you must sell quality products— products 
that will satisfy your customers and bring repeat 
orders. This truth applies to every department of 
your business; but in your coffee and tea depart- 
ments the matter of quality has a double sig- 
nificance. 

Coffee and tea are products by which people 
measure your reputation as a quality grocer ; and 
a reputation once established for selling quality 
coffee and tea will bring people to your store who 
will purchase other goods as well. 

No matter how many brands of coffee and tea 
you keep for sale, if people know that you rec- 
ommend and push the sale of quality brands, they 
will look upon your store as a place that carries 
quality merchandise. 

The first essential, therefore, in building suc- 
cessful coffee and tea departments, both for the 
profit that you will make from the sale of these 
two products and as a means of building a gen- 
eral grocery business, is to keep and recommend 
quality goods. 

How Many Brands Should You Carry? 
With the matter of quality settled as the first 
principle, the second thing you should consider 
is how many brands should you carry, because 
turnover has a great deal to do with the percent- 
age of profit you make in a year on your original 
investment. 

Often dealers are advised to limit their stock 
to one or two leading brands in order to get quick 
turn-over. I cannot conscientiously give this ad- 

•General salesmanager of the W. S. Quinby Co. 


vice in such a genera! way. I should rather a> 
to you : “Limit your brands to good sellers, and 
to brands on which you can develop a goo< 1 salt" 

Jn the retail grocery business, as in all other 
lines, the first principle of marketing is: What 
do the majority of customers want?” 

You are in business to sell goods at a profit 
It is easier to sell people what they want than 
what they don't want; and the only instance 
where you should follow the latter rfile are in 
cases where you know that the product you are 
pushing is better value than the one the customer 
asks for, or just as good value, but shows a better 
profit for you ; or, in the case of a product where 
there are advantages in your favor which ypur 
customers will not have to pay for. 

In other words, your customers’ interest should 
be your first consideration always, because it is 
only by serving them to the very best of your 
ability that you can hope to retain their patronage 
and good will. 

You should be sure, however, that what brands 
you carry sell fast enough not to become shelf- 
warmers, and tie up your capital invested in 
them so long that the interest on your money will 
amount to more than the profit on the goods: and 
you should also be careful that coffee moves fast 
enough not to grow stale. 

It is always policy, of course, to have one par- 
ticular brand of coffee and one particular brand 
of tea as leaders, and push the sale of these 
harder than that of 'any other. If you do this, first 
making sure that you have selected the right 
brands, you can gradually get a majority of your 
customers using them, and .this will help your 
turn-over and increase your percentage of profit 
on your original investment 

How to Choose Your Leading Brands 

When it comes to the question of which brand 
of coffee and. of tea you should concentrate on 
and push the' sale of, there are other things that 
you should consider as well as quality. 

Next in importance to quality is the matter 0t 
how much co-operation the importer will give you 
in helping to keep the goods moving off ) oUf 




How Can We Do It? 

We pay more for wheat, more for labor, more for taxes, 
but our large volume of sales enable us to sell 

Shredded Wheat Biscuit 

at a very slight advance in price at a time when food prices 
are soaring skyward, Considering its real nutritive value 
Shredded Wheat is still the cheapest food in the world. We 
are speeding up production as rapidly as industrial condi- 
tions will permit and will soon be able to supply the full 
demand for this product. 

Made only by 

The Shredded Wheat Company, Niagara Falls, N. Y . 



0 
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shelves. There are many dealers who do not con- 
sider this important point as carefully as they 
should, and who spend their time pushing the sale 
of the products that are ii"t favorably known in 
their community, and on which little or no effort 
is made by importers to make them favorably 
known. 

When yon buy package rollecs and teas you 
should not only buy quality products from reliable 
houses, hut products that are put out by houses 
that have a reputation for being progressive, and 
for knowing Imvv to help you to create a market 
for their gouds. In other words, when you buy a 
brand of codec and tea to use as your leader, you 
should see that you buy with it the ability on the 
part of the importer to help you to market his 
products, liecause you are in reality buying a mer- 
chandising proposition as well as goods. 

In short, you should lmy quality goods that arc 
not only advertised, hut advertised ru/ht. Repeat 
orders are where your profits come from ; but you 
can't get repeat orders without first salt's. The 
better the advertising is, the easier it is to get first 
sales and build a permanent business. 

This does not mean that you should make the 
mistake of waiting until people demand a product 
before you stock it. It simply means that you 



GOOD COFFEE is Good fbrYoul 



The February National Cofff.r Ad. 

Dealers can obtain electrotypes for their own publicity 
purposes from their wholesalers. 


February, 1: 

should be sufficiently well posted on the prim- -jj,’. . 
of advertising to know whether the adverti>inc , • 
a new product is going to give you the co-uper« 
ti»n you need in order to be able to sell ir. 

And it means that you should know jmt h,,, 
advertising works, and how to co-operate with an 
advertiser so that you can cash in to the last Vert 
on the money he spends advertising his product 
iu your community. 

( Kill ion’s .Vote. — T he importance of advertising j- 
building sales will be explained in the second pari „ f jv:' 
article, which will appear in an early issue.) 


LITTLE HELPS IN MANAGEMENT 

Some Practical Administration Plans Which 
Other Grocers Have Found 
Profitable 


By Walter Encard 
I. ondon, Ohio 

LI ERE are some practical ideas in store adniini>- 
1 1 tration which progressive merchants haw 
tried out and found successful. 


(Jetting Odd Jobs Done 

As every grocer knows, one of the most vexing 
problems in a grocery store is to get the odd j<4«» 
done promptly. This was the experience of a man- 
ager in a retail store in a Middle Western city 
As he went about his store each day he would 
notice little repairs or clean-up johs that ought to 
)>e attended to by the clerks when they were in-! 
busy serving customers. If the employees were all 
engaged at the time the manager generally forg'.t 
the matter until passing through the store again, 
To solve this problem he adopted the following 
plan : 

When he starts on a tour of the store he carries 
a number of small cards on which he notes the 
jobs that ought to be attended to at once. Each 
job is described on a separate card. On the wall 
near his office door is a box with two compart- 
ments, and into one of these the manager puts the 
cards. 

The employees have been instructed regarding 
the purpose of the box. When a clerk has a spate 
moment or two he takes a card from the box and 
attends to the job. After completing the task, 
he signs his name to the card, which he deposit* 
in the other compartment. 

In this way the manager gets the odd jobs done 
without taxipg his memory with their detail*: 3111 
is free to devote his attention to more important 
matters. By having the clerk sign the card, be 
can tell just which employees are inclined to L ° 
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“Handling the 

H. C. L. with 
Gloves” 


HIS is the title of a very in- 
teresting and helpful pamphlet that we 
had prepared for the benefit of customers 
owning Shererized stores. 


The Sherer Sanitary Counter 
Displays and Sells Bulk Goods, 
Making Them More Attractive 
in Price and Appearance than 
Package Goods 


But on second thought, it occurred to us 
that this subject is of such fundamental 
economic importance to the Grocery Trade 
and Public; that it seemed our duty to 
supply a copy to every Retailer who is inter- 
ested in helping to get business on a normal 
footing. Therefore every reader who writes 
us promptly for a copy, will receive one as 
quickly as possible. 



tie sh+.ker-gili.ett company j 
37, 17th and Clark Sis., Chicago. ! 
Kindly send us pamphlet mentioned in J 
’-w a ,! — a ] sn information about the { 
yiunter. ! 

-''ante ! 

.Name 1 


'trcet Address 
City 


State 


Sherer-Gillett Company 

Patentee! and Manufacturer* 

17th & Clark Street* Chicago, IUinoia 
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operate with him. This system also enables him 
to deckle who arc his best workers ami who are 
worthy of promotion or increased salaries. An 
interesting sidelight discovered by the manager 
was that a shirker will keep busy at some trifling 
job until some other clerk has performed the un- 
pleasant tasks. 


Stagin'* a Sales Cox test 
The proprietor of a large retail store in Illinois 
has inaugurated a plan whereby lie has stimulated 
his clerks in an effort to beat their sales records. 
He has divided his force into two teams, each 
having an equal number of clerks. He has used 
great care to sec that one team docs not have all 
the best salesmen. On Monday morning each clerk 
receives a card upon which is a record of his sales 
for each day of that week for the year previous. 

Each clerk puts forth an effort to beat his own 
record. As a special incentive this merchant offers 
a prize of $10 to i>e equally divided among the 
members of the winning team. The only condition 
is that the total sales of the winning team must 
be greater than those of its members for the cor- 
responding period the year previous. 

On the wall of his office, this proprietor has a 
chart upon which he enters daily the total sales 


Fcbim r }i 

of each member of the two teams. T [ 10 ^ 
may consult this chart each day to see Ik,* ^ 
are progressing. 

Thi 9 merchant reports that these contests 
resulted in increasing his sales better than 2; „ 
cent 


QUALITY TEA TALKS 

Some Money-Making .Observations on i| 
Wisdom of Specializing in the 
Better Grades 

1 N its campaign to further the featuring n 
* sale of quality tea, the J. C. Whitney Compaq 
Chicago, recently offered i|icse arguments: 

It’s the psychological time to boost better teas. 
It is safe to forecast that in the next ya 
Americans will spend more on good living tha 
they ever have spent before. 

It's a bull market for fine merchandise. W 
have most of the world’s cash, and we are eagt 
to spend it. America is demanding the best. 

Nationally speaking, we laid aside the hairdot 
of thrift when we welcomed the armistice. An 
ever since we have been ordering ourselves tb 



An Ohio Grocers Attractive and Sanitary Coffee Department Which Draws Tram 

By using a snitary counter this merchant was able to make his bulk coffee section a separate aw* 







PURE FLAVORING EXTRACTS 

32 YEARS — 32 FLAVORS 


m 

I 



mil 


PURE * 

j>CDN^ITPrt;E»71'r '* 

i VANILLA 


For thirty-two years Sauers Pure Flavoring Extracts have been 

Unequalled^ qu“Sv 

J 'in STRENGTH 

From the beginning (in 1887) to the present time, the 
Sauer Standard of purity and strength has been the 
standard. 

Always it lias been the aim of the C. F. Sauer Com- 
pany to give the American housewife the very finest 
flavors it was possible to produce, and of a strength 
best suited to her needs — whether this was single, double 
or triple strength. 

This means that the Sauer standards have met and 
gone beyond the standards set by the United States Gov- 
ernment. In many instances we are giving, and have 
for years given, flavors that are two or even three times 
the strength called for by the Government standards. 

Besides Vanilla, the leading and most popular flavor, 
Sauer’s Pure Flavoring Extracts are offered in thirty- 
one other flavors and in twelve sizes to meet every need. 

Sauer’s Pure Flavoring Extracts, at seventeen 
great American and European Expositions, have won the 
highest awards for 


milTV, STRENGTH and FINE FLAVOR | 

A nation’s appreciation of quality and our customers' A 
appreciation of fair dealing and fair profits has made J 
Sauer's t 

The Largest Selling Brand in the United States 0 

THE C. F. SAUER COMPANY * 

RICHMOND, VIRGINIA 
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gala raiment of Victory ami sitting down to the 
banquet of celebration. 

It is, therefore, the time of times to talk fine 
teas — to dwell upon the quality tea as a rare and 
precious beverage. Now or never is your great 
chance to establish firmly the prestige of the very 
highest grade teas you sell. 

Talk quality. Sell the grocer the idea of quality. 
Tell him, of course, that quality tea is cheaper to 
the consumer, because a pound will go further 
than tea of a medium grade. Hut force the fact 
that his women customers are just now in the 



Quench That Thirst 

That royal winter thirst needs a beverage that 
"scratches" — 

- needs lee. 

Good tea is delicious. It has all the ‘‘bouquet" 
of fine wine. It cheers - well, like some beverages 
we won't mention .And as for stimulus -just try a 
cup ot the very best! 

Tea is an economical beverage too- -and the be si 
tea is the cheapest, because it yields more cups — 
and gives greater epicurean pleasure— per pound. 

Three hundred cups of full strength beverage 
may be had from a pound of tea, and from the finer 
varieties as much as 384 cups to the pound' have 
been drawn. 

(Dcaur » X.WE 
and Brand) 


makes a beverage fit for a connoisseur Tf you pride 
yourself on a nice taste in •'drinks,” have it served 
some night soon, and as you savor its rare ''bou- 
quet" you will agree with our i\|htLv that it s the 
finest beverage a real man tan take 
Serve it iced of a hut night piping hot ol a cold 
night and remember that a sprig of fresh mint lends 
an addl'd zest. 


A Trade Getting Education al Ti-.a Advertise- 
ment for Dealers 

mental state of the Chicago woman the first time 
she was turned loose on Fifth Avenue — she forgot 
all about price and kept talking about the beau- 
tiful quality of tilings, and before she knew it 
she was swept into a mad whirlpool of extrav- 
agance. 

So now. while American women are in this ex- 
travagance of mind, sell them the best tea that 
money will buy. This is the way to make per- 
manent tea drinkers, tor — 

"The remembrance of quality lasts 
long after the price is forgotten.” 


February 

TRADE GETTERS 

A Series of Business Winning Plans That H&v 
Been Tried and Found Successful in 
Different Parts of the Country 


By Frank Farrington 

Delhi, X. Y. 

'"THESE business-getting plans are the 
*■ of ripe exeprience in the retail distribute, 
field. They have been tried out with signal a* 
cess in different parts of the. country, and ;h 
writer believes they will be of benefit to i.;< 
readers. 

Billboard Privilege 

Here is a plan that works two ways. It is g«., 
advertising to put up billboards outside of tun 
along the roads leading in, using these hoards t< 
various kinds of signs and publicity for the 
In order that these should be permanent the 
should be placed on private property with the mr 
sent of the owner. Pick out a few of the f< 
farmers around the section, perhaps those who at 
not in the habit of trading at your store and «fft 
in return for the privilege of placing the sign f 
their property, somewhere along the road, to p' 
the family a certain small rebate or discount ■ 
all cash purchases they make in your store. Th 
rebate might be 5 or 10 per cent, according lo yoi 
prices and profits. Even if you do not care lord 
billboard advertising, there are farmer tainilii 
whose business is worth going after in just tli 
way. They will help you get the trade ui "tlw 
in their neighborhood. Have a little form oi c<>: 
tract for this use. making the affair somewhat to 
mal, so that the farmer will have something 
feels will bind you to live up to your part of tl 
agreement. You might give a ticket which 
be presented when the purchases are made, h 
be well to urge the' farmer to keep the rebate P# 
quiet to save you annoyance from others. 

Ball Par^ Plan 

If you want to keep the people thinking akv 
your store while at the baseball game. 1113 * 
standing offer of so many dollars’ worth "I 
from your store to be given to every plau' r 
hits the bali over the fence in the deepest field- 
your sign on the fence at that point, posting ^ 
vertisiug in conspicuous places and using , f 
the score cards explaining the offer. Of colir ^ 
should be stipulated that the event must tak*. f ^ 
in a regular game, and it might be a ^ 
to provide that a statement of the hit signed 
umpire will be required, or the scorekecper- 
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This merchant finds it easy to make 
out his income tax report 


H E has a checking ac- 
count at the bank and 
he uses an up-to-date Na- 
tional Cash Register. 

From his bank check book 
and his bills he gets the cost 
of running his store, cost of 
merchandise bought, and a 
record of payments made. 

From his National Cash 
Register he gets a record of 
(D cash sales, (2) charge 
sales, (3) received on account, 
® petty cash paid out, and 
©clerks’ sales. 


These records give him con- 
trol over his business every 
day of the year. 

This merchant knows that 
his register records are com- 
plete and accurate, whether 
they are made when business 
in his store is quiet or when 
there is a rush of selling. 

Without an up-to-date Na- 
tional Cash Register, these 
necessary figures would be 
hard to get, hard to keep, 
impossible to verify, and ex- 
pensive to record. 


An up-to-date National Cash Register will give you the 
records you need to control your business. 

The National Cash Register Company, Dayton, Ohio 
Offices in all the. principal cities of the world 
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<lei icc might be acceptable. Posting in the window 
after the game the names of the successful players 
will help develop interest and get them boosting 
the store. 

For Amateur Photographers 

A good scheme for getting the amateur photog- 
raphers of the town pulling for the store is to 
offer a series of prizes for the best amateur pic- 
tures sent in. Make a display of the photographs 
inside of the store when the prizes are announced. 
If you want to go further, sell the pictures at 
popular prices with the understanding that the re- 
ceipts will go to some charitable institution. An- 
other’ application of the plan would be to offer a 
prize for the best photograph of the exterior of 
your store. You might offer a prize for the best 
night picture and for the best daylight picture. 
Carry this out with sufficient publicity and you will 
have all the local amateurs hovering around the 
store. 

Luring t»if. Depot Trade 

A railroad station, or an interurhan terminal, 
or even a trolley waiting room, will supply your 
store with a lot of customers if you can get them 
to come to you. A good way to interest people 
coining into town, before they get far from the 
depot, is to rent wall or billboard space where 
people coming out of the station cannot help but 
see it. In that space display a chart of the streets 
showing the most direct route to your store. This 
chart must be made absolutely plain and accurate. 
Also call attention to your stock, etc. In addition 
to the trade secured from the regular visitors to 
your town, you will get that of the transients who 
are waiting for trains and have time to run out 
and get something they want in your line. Many 
a person drops into some unsatisfactory little 
“joint" near the depot and buys just because of 
not knowing how to reach a good store, like yours. 

A Crowd Getter 

A window attraction that can be counted on to 
draw a crowd, whatever its selling value may be, 
is the following : Announce that on a certain day 
at a specific hour, a rooster will be put into the 
window with a quantity of corn, and he will be 


timed while he eats it. Give the public ^ 
in advance to make guesses on the length of tin* 
it will take the rooster to eat the corn. 1 lave ^ 
cage and the com on exhibition, and the rooste 
too, if you like, in advance of the date. It ma y^ 
well to starve the rooster a little in advance to 
make him voracious. A very large or a vaj 
small rooster will be more likely to create interwi 
than an average bird. 

Getting Poor Accounts Paid 

It will help collections very materially if ^ 
will offer a prize for the best plan suggested for 
collecting the slow accounts. Advertise this ii 
the newspapers and on posters in the store windows. 
Exhibit the prizes, of course. Announce that the 
best plan will be given a thorough trial and adopt* 
if satisfactory. This will have the effect ui im- 
proving collections before the prizes arc awarded 
People will sort of begin to get out from under. 
They do not know just what is going to come, ami 
the publicity given the matter of your store col- 
lecting what is due it will make folks fed ilk 
being on the safe side by not owing you anything, 

Thermometer Guessing Contest 

Put up a big thermometer in front of the stort 
and advertise that a prize will be given to the 
person guessing what the temperature will be at a 
certain hour and day, or for a number of da\* 
If many guesses are likely to be registered, the 
plan of having the guessers give temperature <* 
several days will make it less likely that there wffl 
be duplicate guesses. In all prize contests it if 
well to plan so that duplicate answers are not likely 
because of there being only a small number of 
possible guesses of different detail. 

For Ford Owners 

Invite every owner of a Ford car to drive wsf 
car to your store and come in and register hbi 
license number. By making it a condition tWj 
each contestant shall drive to the store you increa*) 
the chances of business. . Then put all the been* 
numbers in a big locked box. Advertise that oe 
a certain day the lucky number will be drawn 
a prize of a tire awarded to the winner. Eveff 
automobile owner appreciates getting a tire fr^ 


^Empire Hardware Company 


Butchers* STORE FURNISHINGS g&Sk*. 

* CALES ’ CAWS ^M1? W C§^ RE-PWGEXATORS, Etc. 


272-274 West Broadway 


Writ* tar aamjlala Catalan* 


New York City 
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Domino Golden Syrup 

A syrup that sells on a quality basis. The name 
Domino assures a pure, clean, wholesome food. 

You can be certain your customers will like its pleas- 
ing flavor and “just right” consistency. 

Domino Golden Syrup has many uses — at the table 
on waffles, griddle cakes and fried mush, and in cooking 
for cookies, cakes, muffins, puddings, sauces and baked 
beans. 

American Sugar Refining Company 

“Sweeten it with Domino” 

Granulated, Tablet, Powdered, Confectioners, Brown, 
Golden Syrup. 





The Secret 

of 

Good 
Cooking 

Colburn’s Spices are the "secret of good cooking ; 
their skillful use saves dollars in the kitchen. 

When you offer your customers Colburn’s Spices 
they know that you sell the best. Through years 
of experience they have come to appreciate that 
Colburn’s Spices are the Supreme Seasoning. 

THE A. COLBURN COMPANY 

PHILADELPHIA ESTABLISHED 1857 

Colburn s Spices 
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arid a)) will Ire anxious to take advautuKc of the 
chance. 1 f you want to have a record-breaking 
crowd present at he drawing, offer more than one 
prize and hold the drawing at an hour that will be 
most |K)pular with the out-of-town people, and 
promise to give free to every one not winning a 
prize a gallon of gasoline. This may l>e done by 
giving an order on a garage. I he plan might be 
broadened to take in all automobile owners, but 
devoting it first only to Ford owners will add to its 
advertising value. A repetition of the scheme may 
be pulled off for non- Ford owners. 


GINGER SALES TALKS 

Wholesome Advice and Practical Suggestions 
for Grocery Salesmen from “One 
Who Knows" 

Bv Wf.si.ey Wh.uams 

Philadelphia 

I N’ these talks tea, coffee and grocery salesmen 
will find inspiration, encouragement and assist- 
ance in doing bigger things, in a better way. 


Know Voir Goods 

Study new ways of presenting your goods. Have 
a good selling talk and tell your story well. Be 
natural. 1 once knew a man with a reputation as 


an easy, forceful platform speaker. Ik 
made a talk on any subject without great prepay, 
tioji. He fortified himself with facts. He saturated 
himself with his subject, and then when h e 
peared before an audience be was the master "ft!* 
situation, because he knew how to tell his st<. n 
well. So with the salesman. He should be m. 
pared to answer questions intelligently almut ik 
goods he offers for sale and should also he i, rt . 
pared to make the selling talk that carries apiK-al 
and attracts favorable attention. 


About Clock Watching 
Do not be afraid to do a little more work than j. 
expected of you. The men who succeed are thu* 
who do not measure their services by the hour 
hut by the opportunity afforded for real service. I 
was in a store recently when the closing hour cane 
Two clerks each had a customer in charge. Ont 
was manifestly impatient and was trying to burn 
the customer. The other was patiently and intelli- 
gently giving the proper attention and showittn lie- 
signs of hurry. One clerk made a friend for th 
store, and I ant sure the other did not. 


Making Change 

Be careful in making change. 1 was waited tip.; 
hv a young woman recently. My purduts 
amounted to a few cents. I gave her a 50-ccr 


Rows and rows of Yuban packages are continually going 
on to the shelves of thousands of grocery stores. 

At once off they go into the hands of hundreds of thousands 
of customers. 

These quickly moving packages tell the story of the demand 
for Yuban. 

You will find that Yuban repeats as no other coffee does. 

ARBUCKLE BROTHERS 

Yuban Coffee Department 

NEW YORK PITTSBURG CHICAGO 
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KNOWN HIGH QUALITY 


The reputation of 

Baker’s Cocoa 
and Chocolate 

t preparations for 
flavor, purity and 
excellence is such 
that they are the 
favorites with 
consumers and 
°" are easily sold. 

WALTER BAKER & CO., Ltd. 

Established 1780 Dorchester, Mass. 



‘The Braids That Brew the Best” 

Soroe merchants achieve a maximum of 
* 5 »U with a minimum of effort. 

Little EFFORT is required to sell Chase & 
^nborn 's teas and coffees, but the RESULT 
j* something more than increased sales of 
^hase & Sanborn merchandise. 

Shrewd merchants profit by augmented sales 
01 general groceries stimulated by the trade- 
onilding qualities of 

CHASE & SANBORN'S 

High Grade Teas and Coffees 
l BQSTON CHICAGO MONTREAL 


Price’s 

Vanilla 



With modem recipes giving the 
amount of flavoring extract in tea- 
spoonfuls — ycu should be careful 
to sell a flavoring extract of just- 
right strength — neither too mild 
nor too strong. 

Know the difference in vanilla 
quality and protect your cus- 
tomers. Price s Vanilla is the 
pure extract of the finest vanilla 
beans. Its just-right strength has 
been the standard of American 
cookery for over sixty years. 

Write us lor particulars and 
send us the name of your jobber. 

PRICE FLAVORING 
EXTRACT COMPANY 

In Business 67 Years 
Chicago. U. S. A. 
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piece and received in change 50 cents in excess. 
Usually when there is an error in making change 
and the customer hands it hack it is received in a 
resentful fashion. When I handed the excess 50 
cents hack to the clerk she received it gracefully 
and with thanks, and she also apologized. 

Worn* Yot: Employ Yourself? 

Are you the sort of clerk you would hire if you 
were in business? This is a question that you 
should consider carefully and answer truthfully. 
If you are imt that sort, better get busy and get 
in the right class. Merchants of this country are 
looking for those who take ail interest in the busi- 
ness they arc engaged in and who believe that in 
co-operating to make the store a success they are 
building for their own advancement. 

Know Your Ross 

Do not he afraid of your boss. Go to him with 
your difficulties. I am sure he will not repel you. 
Cultivate his acquaintance, learn to know him 
better and he will in turn get to know you better. 
A store should be like a family and wc should learn 
to share our joys or sorrows. 

The Cheerful Store 

I Iclp make the store you work in l)e known as the 


cheerful grocery. People do not like to dial ii 
cold store. By cold I mean the treatment ; 
corded customers. A cheery ‘*Good morning' ; 
“Thank you” mean a lot in giving a cheerful 
mosphere to the store. 

TEA KETTLE LANDMARK MOVED 
When the Oriental Tea Company, Boston, re- 
cently moved from the store at 87 Court street, 
which it had occupied since 1868, to 17 Kratlle 
street, it required the services of a firm of , :i f e 
movers to carry the famous gilt tea kettle sign 
which had steamed over the door for many years. 
The kettle weighs i,gco pounds, and had lieinmt 
a landmark in the Scollay Square section of Bus- 
ton. 

The Oriental company has been widely know 
as the pioneer Boston retail store serving h«< 
coffee over its counters. The practice was started 
in 1875, and has reached such proportions that at 
present between 250 and 300 gallons of coffee 
are served daily by the cup to customers. 

SUBSTITUTE MAKERS SUSPECTED 
We can’t help suspecting the exploiters of coffee 
substitutes of starting the prohibition move lo 
ban the Brazilian product. Perhaps we shall be 
granted 2.75 per cent coffee as a starter. Nerve 


1 have my old job back, saving Mrs. Housewife all the trouble of 
making her coffee. I serve her instantly. 






I am not Denaturized, De-caffeinized nor de-anythinged. Oh! yes, 
I am DE-LI CIOUS. I hope you will keep me well at the. Front where 1 
can be welcomed. 1 saw the trenches at their worst, ami I ant glad to 
be home. 
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UNIVERSAL ELECTRIC COFFEE MILLS 

Mean Better Service To Your Trade 


No. B91II. Each $310.00 
Horae Power. Capacity 5 lbs. 
Counter Space 37 x 22^ inches 


UNIVERSAL 


When a customer sees an up-to- 
date UNIVERSAL Electric Cof- 
fee Mill, lie knows at once tliat he 
is to get quick, satisfactory 

service. 

Keep pace with the times — with 
other men in your line of business. 
Xo Coffee Merchant's line is com- 
plete without a Universal Coffee 
Mill. 

Write your Jobber now-. 


LANDERS, FRARY <& CLARK 


NEW BRITAIN 


CONNECTICUT 


The Quality 

IN 

granulated, cubes, confectioners 
and soft sugars. 

The sugar which makes 
satisfied customers 

WARNER SUGAR REFINING CO. 

Qffica: 7» Wao SU. N. T. C. (tannery i Edgawatnr* N. 4 . 


Warners i 

PURE CANE J 
SUGAR A 
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socialists mustn't be permitted to get rich too 
quick.— Brooklyn, N. Y., ‘ Eagle. ’ 

®ant 9Dbcrti«tmrnt« 


Classified want advertisements under regular beading $3 
for twenty-five worda or less. Additional words /our cents 
each. P ayabie cash with order. 


FOK SALE- — One Lambert gas heated 2-bag r„fs ce ... 
peanut roaster with shafting, pullies and ct/,.Jini *-* 
paratus in perfect condition; price $160.00, 5Jf 
Peter Smith &■ Sons Grocery Co,, Detroit, Mich. ^ 

KOR SALE— $8,000 buys half controlling huirest~W 
fastest growing wholesale coffee, merchandise specoln 
business, Minneapolis, Minn., covering five States f 
particulars address Austin C. Collier, 31.“, \\\ 
Street. Minneapolis, Minn. 


iplp ®amtb 


WANTED - tine »r two coffee salesmen to sell retail 
trade. Must be experienced and have high recommen- 
dations. Positions permanent ami good salaries paid. 
Wholesale grocer and coffee roaster located in Western 


REEVE & VAN RIPER 

WAREHOUSEMEN j 

MllHwy 




Packers of Teas 

fitoraf a and Wnlghtnc - 

46-48 WATER ST. NEW YORK 



(feituattcnS &anttb 


I'dSITKi.N WANTED— Experienced stenographer, type- 
writer and a"is|ant bookkeeper, desires permanent posi- 
tion. Excellent rcferenri*s. Address llox 40.1, care 
of The Tea ash C<>kkm: Traok Jul'rn.u.. 
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BAKERS 

COCONUT 

THE FRANKLIN BAKER CO. 

Philadelphia, Pa. 


baker's 

i- 

;% 


I Tf* [ Aa , 


lu i ftf'JMT 

Lll 

i 


BAKERS 


A S ‘- ( 

i-OCONU 


NEW ORLEANS 
The Logical Coffee Port 
Home ol 

Alameda Colfee 

Sold only In 1 and 3-lb. Tins 
Under Our Trade-Mark 

CAREFULLY SELECTED for 
PARTICULAR TRADE 

Mr. GROCER, put YOUR TRADE 
WISE 

MERCHANTS’ COFFEE CO. 

OF NEW ORLEANS, Lid. 

New Orleans 

S. C. CAS ANAS, Prwt. 



LENT — 

For forty clays we must ab- 
stain from meat ! 

Hut — in HARVEST Maca- 
roni and Spaghetti your cus- 
tomers will find a satisfactory 
substitute. A special effort on 
HARVEST for ihe coming six 
weeks will net big returns. 

T’ut niic of our small sample 
cases in the hands of each of 
your wagon men and watch for 
results. 

And don't forget to keep your 
stock up. Send us your order 
non', and protect your sales 
work. 


Ibe Briggs Cereal Products Co. 

Cincinnati, Ohio 
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vanilla i strength 
20 ott.er Flavor® Doable Strength 


YOU'LL GET A SURPRISE 

The moment you begin to push Virginia 
Dare Absolutely Pure Flavoring Extracts, 
you will find the big difference. And it's 
recorded where you like it best — in your cash 
register. 

One of the greatest opportu- 
nities you’ve ever had. They 
build up a permanent business 
in everything needed in prepar- 
ing table delicacies. 21 flavors. 

A$k Your Jobber 

Consumer satisfaction guaranteed. Money 
refunded on slightest complaint. 

Garrett &. Co., Inc. 

Food Products Established 1835 

Biuh Tormina! — Bldgs. 9 and 10, 

Brooklyn, N. Y. 



A UNIQUE 

COCOA PACKAGE 

Here is a cocoa package that will fin.l j m . 
mediate favor with the American house** 
Its serviceability and 
general attractiveness 

assureaready demand. 

OPLER 
BROTHERS 
COCOA 

is put up in glass con- 
tainers — preserving 
jars and tumblers, 
modern packages that 
will build your cocoa 
sales. Superior qual- 
ity will bring you re- 
peat orders. 

PRIVATE LABEL COCOA 

in all types of containers. All our cocoa 
is packed by modern machinery under 
sanitary conditions. 

OPLER BROTHERS 

Inc. 

692 Greenwich St. NEW YORK 



Dear to the Heart of the Housewife 



Combination Percolator and Teapot in ornamental 
panelled design. Two quirt, nine cup capacity. 
Perfect in operation and workmanship. Pure alu- 
minum. heavy gauge, with strong, effective per- 
colating device. Designed for trade promotion in 
connection with high grade teas and coffees. Sam- 
ples submitted for the approval of any rated firm. 

ALUMINUM PRODUCTS COMPANY 

DEPARTMENT M A M LaGrange, Illinois 



KAFFEE HAG COFFEE does not in- 
terfere with the sale of your own cof- 
fees. It is a perfect caffeine-freed 
coffee, blended from choicest selected 
coffees and is intended for those peopl* 
who are NOT at present drinking or- 
dinary coffee. Instead they are now us- 
ing numerous cereal substitutes which 
in recent years have gained tremen- 
dously in popularity, interfering with 
the grocers* coffee sales. 

Sell KAFFEE HAG and increase your 
coffee sales. 

AT ALL JOBBERS 

KAFFEE HAG CORPORATION 

New York City Chicago Cleveland 
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COFFEE SKY-HY??? 

DON’T WORRY— YOU CAN SOLVE THE PROBLEM 
WITH OUR SCIENTIFICALLY PROCESSED 

COFFEE SUBSTITUTES, COFFEE FILLERS AND 
CHICORY SUBSTITUTES 

BEST ON EARTH 

SAMPLES AND PRICES ON REQUEST. 

AMERICAN CEREAL-COFFEE COMPANY 

315.317-319 WEST CHICAGO AVE. CHICAGO, ILL. 


Excellent for Reducing the Cost and Mixing with Coffees 

HILLIS TRIUMPH CHICORY SUBSTITUTE 

King Quality (Dark Draw) Best Blending 

(Medium Draw) (Mild Draw) 

Assures the Packer using them a satisfactory, profitable and permanent 
Ground Coffee Business. 

Now is a good time to start 

Samples, prices and mixing information mailed on request. 

HILLIS CEREAL MFG. CO. Rodney and Aiaslie Sis., Brooklyn, N. T. 


CHICO RY 


[tbaoe-mark.1 


HENRY FRANCK SONS, Inc. 

FLUSHING, N. Y. 

Growers, Dryers, Roasters and Manufacturers of Chicory 
tn all Its Various Forms 


E. B. MOLLER & CO. 

Importer*, Grower* end Manufacturer* of 

CHICORY AND 
■OFFEE SUBSTITUTES 

OF EVERY GRADE 

[fRANKLIN STREET. NEW YORK 


Denison Coffee Company 

IMPORTERS and ROASTERS 

3*1-343 River St. CHICAGO 


MALT CEREAL 

The finest, purest Coffee substitute 

We malt only the choicest care- 
fully selected Barley. Shipments 
in 100 pound double bags. 

Special low prices to the trade. 

Write for samples and quotations 

Milwaukee Importi og Co. 

506 37th St. MILWAUKEE, WIS. 
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! Colburn’s Mustard 

Famous (2) Brand Fanciest ‘DSF Quality 

G OOD grocers everywhere sell Colburn’s 
Mustard — they know and so do their cus- 
tomers that Colburn’s Mustard is unsur- 
passed in purity, pungency and real mustard flavor. 

Colburn’s Mustard is reasonable in price, and gives 
the dealer a good margin of profit. 

The great new Colburn plant has largely increased 
facilities for milling mustard. Order now and keep 
well stocked. You can count on immediate de- 
liveries. Colburn quality and Colburn advertising 
have built up a steadily growing demand from the 
housewives of America. 

The A. Colburn Co., Philadelphia 

Spices Cooking Herbs Flavoring Extracts 

Mustard Pickling Spices Other Condiments 
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CARTER, MACY& COMPANY, Inc. 


ESTABLISHED 1850 


INTERNATIONAL TEA MERCHANTS 


BRANCH OFFICES 
BALTIMORE 
BOSTON 
CHICAGO 
CINCINNATI 
HARTFORD 
INDIANAPOLIS 
LOS ANGELES 
MILWAUKEE 
NEW ORLEANS 
PHILADELPHIA 
PITTSBURG 
PROVIDENCE 
ROCHESTER 
SAN FRANCISCO 
SEATTLE 
ST. LOUIS 
ST. PAUL 
TOLEDO 


FOREIGN BRANCHES 

SHIDZUOKA, JAPAN 
YOKKAICHI, JAPAN 
SHANGHAI, CHINA 
HANKOW, CHINA 
TAIPEH, FORMOSA 
COLOMBO, CEYLON 
CALCUTTA, INDIA 
BATAVIA, JAVA 
LONDON, ENGLAND 
BARCELONA, SPAIN 
MELBOURNE, AUSTRALIA 
SANTIAGO, CHILE 
COPENHAGEN, DENMARK 
MARSEILLES, FRANCE 


Carter, Macy & Company 

of Canada, Limited 

Montreal 

St. John, N. B. 

Toronto 

Winnipeg 

Hamilton 


ONLY 
COMPANY 
IN THE WORLD 


MAINTAINING 


OWN BUYING STAFF 

IN ALL 
PRIMARY 
MARKETS 




[ ft) 


TEA 


-JeaS^ 


MAIN OFFICES 142 pearl st. NEW YORK 
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^YINC offices in all producing countries 
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The Burns Tea Mixer 

is a typical piece of Burns equipment. It mixes the com- 
ponent teas perfectly, in batches up to 1000 pounds, without 
leaf breakage; and at the same time removes fine foreign 
material such as prevents a clear tea infusion. 



These views of our tea mixer do not show the suction fan and dust collector 
which are important features of the machine. We list below some well-known 
houses who have used Burns equipment in the development of their tea business. 


Acker, Mcrrall & Condit Co 
American Stores Co. 

M. J. Brandenstein & Co. 

Carter, Macy & Co. 

Chase & Sanborn. 

Dwinell-Wright Co. 

Great Atlantic & Pacific Tea Co. 
Hills Bros. 

Jewel Tea Co. 

A. J. Kasper Co. 

Larkin Co. 

Levering Coffee Co. 

Thos. J. Lipton. 


McCormick & Co. 

Park & Tilford 
Peek Bros. & Winch 
Ridenour-Baker Grocery Co. 
Thos. Roulston 
Wm. S. Scull Co. 

Sears, Roebuck & Co. 
Sprague, Warner & Co. 
Stone-Ordean-Wells Co. 

Jos. Tetley & Co. 

Jas. Van Dyk Co. 

The Widlar Co. 

Woolson Spice Co. 


Send for our new circular No. 245 on tea mixing 


r 


. 

iJEABEZ BURNS & SONS 

lPAv &.43° St. NEW YORK 
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Lambert Peanut Batter Equipment 

Lambert Peanut Butter Machinery excels 
because it is scientifically, yet simply con- 
structed. Because it is complete in every 
detail. Because it is substantial. The 
Lambert Machine Company is the only 
concern that manufactures complete peanut 
butter plants. 

Lambert peanut equipment consists of 
suitable peanut roasting apparatus, peanut 
blancher, picking and ston- 
ing machinery, one or 
more peanut butter milts, 
complete with automatic 
falter, auxiliary machinery 
( e 1 e v a t ors, conveyors, 
storage bins, feed hop- 
pers) and approved pow- 
er transmission, such as 
will render the plant as 
nearly automatic as possi- 
ble. 

Plans designed accord- 
ing to requirements. 

Specifications and esti- 
mates furnished. 
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The Fuji Company 

of Shidzuoka, Japan 

has been shipping tea to the United 
States for over thirty years. During 
this period it has built up a remarkable 
reputation for the quality of its ship- 
ments and the exceptional character of 
its business methods. 

It is our privilege to announce that, 
beginning with the coming season, 
Mitsui & Co. will receive all the tea 
shipped to America by the Fuji Com- 
pany, except that sold on the Pacific 
Coast. 

Your inquiries for the Fuji ship- 
ments will have our careful attention. 

Mitsui & Co., Ltd. 

Tea Department 

87 Front Street, New York City, U. S. A. 
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THE PACKAGE THAT MAKES THE SALE 

Packages make sales in proportion to the 
attractiveness and the sales value of the 
container. 

“ Pneumatic” packages are mechanically perfect 
— air tight if necessary. Many of the world’s lead- 
ing package products are accurately weighed and 
packaged the “ Pneumatic” way. 

If your output is 5000 packages per day or more 
you can save money on every package with a 
“ Pneumatic Packaging Machine.” 

May we give you more information? 

PNEUMATIC SCALE CORPORATION, LTD. 

Norfolk Downs, Mass. 

Boston New York Chicago 

THE MACHINE THAT MAKES THE PACKAGE 
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Seven Reasons Why You 
Should Use “Monitor” Roasters 

They Assure Proper Roast Development 
They Provide Quick and Uniform Heat 
They Are Inexpensively Operated 
They Occupy Small Floor Space 
They Reduce Loss by Shrinkage 
They Are Simply Constructed 
They Are Easily Installed 

These are but a few of the reasons why you should 
install the “ Monitor ■ — the efficient coffee roaster 

Huntley Mfg. Co., Silver Creek, N. Y. 

Canadian Plant: Hunlley Mfg. Co. Ltd., Tillsonburg, Ontario, Canada 
Coffee-Roasting Plants Completely Equipped 
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One of. tie Spice Machine! 


ARE YOU GETTING THE BEST RESULTS 
FROM YOUR SPICE BUSINESS? 

If you grind and pack your own spices and are not getting 
the best results from your Spice business, we know The 
Widlar Company can 'show you savings and relieve your 
labor problem. 

The Widlar Company specialize in a few things and by 
the use of specially designed machinery are able to produce 
maximum output at a minimum cost. 

Our capacity at present is a million cans a month and rising. 
Upon request we will submit you samples and prices of our 
products. 

We will pack under your own label if quantities justify. 

THE WIDLAR COMPANY 

CLEVELAND, OHIO 


President 

SPECIALISTS IN GROUND SPICES, EXTRACTS, SALAD DRESSING, MUSTARD- 
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The Factory and the Product 

Above we reproduce a picture of our enlarged and remodelled business home. 

Some writers do not approve of displaying factory pictures in advertisements. 
The idea may be a bit old-fashioned. We are following old customs in this case, 
however, because we want to give tangible evidence of our ability to serve. 

We present the building just as it stands, without exaggeration. It is the 
, largest plant of its kind in the United 

States, devoted to the exclusive manufac- 
ture of individual cotton tea bags and coffee 
urn bags. It is equipped with the latest 
devices for turning out these specialties 
quickly and economically. 




The illustrations of tea bags and coffee 
bags shown on this page give but a faint 
idea of the character of our product. The 
bags are made as they should be. the best 
of materials being used, with honest and thorough workmanship throughout. 

We seek inquiries from tea and coffee merchants desiring to increase their 
tea and coffee business by means of these modern specialties. Ask for samples. 

National Urn Bag Company 


174-176 East 104th Street 


New York 
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COFFEE WEEK 
A SUCCESS 

From every part of the country photo- 
graphs of window displays have been 
pouring in to the committee, showing that 
grocers gave Coffee Week their whole- 
hearted support. 

The judges are busily engaged judging 
these photographs. 

Every display will receive careful con- 
sideration, and winners of the $2,000 in 
prizes will be selected with utmost fairness. 

Winners will be announced in 
this paper 

Coffee Week is merely one of the high spots 
of the COFFEE advertising campaign. 

Watch the magazines! 

JOINT COFFEE TRADE PUBLICITY COMMITTEE 

74 Wall Street, New York 
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Good Coffee in moderation is 
the cheer of ail who enjoy 
the good things in life 

That is why thousands of people 
demand 

jfOTEL'ASTO^ 

Coffee 

It is the “ pick of the crop." A 
package Coffee, dean, free from 
chaff, perfectly blended and 
roasted and extensively adver- 
tised. 

/Vo wonder it sells so 
rapidly 

B. FISCHER & CO., INC. 

New York 


Established 1880 


C.M. SMITH & SON 

Tea Packers 
for the Trade 

236 Water St. New York 

Phone Beekman 7928 


Service is a Science 5 


Improved equipment and facilities place 
us in a better position than ever before io 
give the trade the right kind of service. 

Packets are unquestionably the most 
sanitary means of distributing tea and are 
popular alike with consumer and dealer, 
because more economically and easily han- 
dled. Teas packed in tins, lead and carton?. 
Vs, Vt, Vi and 1 lb. sizes. 


J. E. CARRET & COMPANY 

Successors to JOHN O’DONOHUE’S SONS 
IMPORTERS — JOBBERS 


COFFEE 


100 FRONT STREET 


NEW YORK 


W. M. GIFFORD COMPANY 

■ D Coffee Brokers BR/! 


BRAZIL 


11 India Street Boston, Mass. 

Our direct connections with Coffee Shippers give us the opportunity of securing 
good Coffee at all times. 

We work for those who need our services. Superior facilities for taking care of the 
needs of Green Coffee buyers. 

Cost and Freight — Spot New York and Boston 
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Woods Ehrhard & Co. 
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GREEN COFFEE 

lllllllllllllllllllllllllllllllllB 

EVERY WAY 


New York 


A steadily increasing volume of 
sales is an index to a growing 
appreciation of our facilities for 
giving the green coffee buyer 
adequate service. 

You can profit by the exceptional 
opportunities for selection offered 
by our large importations. 


CORRESPONDENCE SOLICIT- 
ED WITH BROKERS IN UN- 
OCCUPIED TERRITORY. 


Sasco Coffee Company 

88 Front Street New York 

GREEN COFFEE EXCLUSIVELY 
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Card Board Cartons 


The 

Logical Package 

for 

Coffee, Cereals, Raisins 

and many other 

Food Products 

We specialize in 

Card Board Cartons 

with 

Printing in Colors 

of 

Advertising Value 

Bee Hive Paper Box Co. 

P. O. Box 872 
Indianapolis, Indiana 



(i) Vegetable Parchment 
® Waxed Paper 

To describe some of the achievements 
of KVP Vegetable Parchment atio 
KVP Waxed Paper, and spread gooc 
cheer among the users of these prou* 
ucts, we have been distributing 
over two years an optimistic n'-- 
magazine called “ Parchment P-“ k ’ 
tier.” , , „ 

If you use Vegetable Parchment -• 
Waxed Paper, you are entitled w 
place on the list. Please address 

Sales Department, 

Kalamazoo Vegetable Parchment Compel 

Kalamazoo, Michigan 
“World’* Model Paper Mill” 
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THE SIGN OF 
BETTER CANS 


AMERICAN CAN COMPANY 
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For the convenience 
of Western Trade, 
we carry it complete 
stock of Diamond- F 
Protective Papers at 
our Chicago Ware- 
house, 1658 Besley 
Court. 



Send all that Goodness to the Consumer ! 

The quality of your product is the key note of your reputati. :■ 
The condition in which your goods reach the ultimate consumer ;• 
the important detail that makes or mars your good-will. 

Safeguard this vital asset by every care in packing. 

Protective Papers 

Glnssine— Vegetable Parchment 
Grease Proof — Parchmoid 

safeguard your product and good-will on that journey from your 
factory (over the counter) to the consumer. 

Each one of these papers has distinctive qualities that make i: 
best for the purpose-— all can be creased or folded without cracking. 
They will improve a poor package and make a good package better. 
Supplied in sheets, rolls or circles. Your jobber can supply you. 

Write today for samples 

Diamond State Fibre Company 

Bridgeport, Pa. (Near Philadelphia < 

Also makers of Diamond Fibre — “ A Remarkable Material M 
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MOISTURE PROOF AND PARCHMENT LINED 


ORDER TO-DAY 


WE SHIP TO-MORROW 


MILLER FIBRE PRODUCTS CO. 

350 WEST ONTARIO STREET CHICAGO 


PLAIN DECORATED 

TIN CONTAINERS 

— for the — 

Tea and Coffee Trade 

FEDERAL TIN CO., Inc. 

Baltimore, Md. 

SPICE CANS DRUG SPECIALTIES 
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For the Manufacture of Liquid Mustard 

We Are Prepared to Supply Machinery of Exceptional Merit 


WE BUILD 

Grinding Mills, either pulley or chain 
drive. 

Roller Mills and Seed Crushers. 

Mixing and Storage Tanks. 

Pumps. 

Stone Crane Equipment. 

Pneumatic Air Outfits to Dress Stones. 



The PatenUd Iron Frame Mill which the 
•nlir« trad* hu found at satisfactory 


PAUL OEHMIG & COMPANY 


Builders of Specialty Equipment for 
Manufacturers of Food Products 


1948-1954 WEST OHIO STREET 


CHICAGO 


COMPLETE PACKING ROOM EQUIPMENT 

Present conditions in the coffee trade demand even closer attention to packag- 
ing costs. The coffee packer who seeks to cut down his operating expenses should 
investigate the “ Johnson ” line of automatic machinery. 

We are manufacturers of complete packing room equipment, including 
automatic carton making, filling, sealing and moisture proofing machinery. 

Write for catalog. 

JOHNSON AUTOMATIC SEALER CO., Limited 

BATTLE CREEK MICHIGAN 


The Scientific knowledge required to make good cans on a “ LANGSTON " 
unit is embodied in the machinery. You can do the rest. 



Let us show 
1 you how to 
make your can 
It’s worth while 

WRITE 



Samuel M. Langston Co., Camden, N. J., U. S. A 
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Opportunity Puts Both Feet Forward 



IMMEDIATE 


SHIPMENT 


OF A COLES POPULAR MODEL 


This mill is fur general use. It has an 
indicating regulator, providing for six grades 
of coffee; and with a one-half horse-power 
motor it will granulate two pounds per 
minute exceedingly fine, if desired. It’s a 
self-cleaner, and has dust-proof pan; the 
tooth grinders are harder than steel. Has 
hopper of \\<i pounds capacity; and a de- 
tachable hand crank is a convenient feature 
if current tails. 

MILL IS A WONDER. 

PRICE IS REASONABLE. 

WIRE YOUR ORDER AT ONCE. 


THE BRAUN COMPANY 

Twenty-third and Turner Streets 
PHILADELPHIA 


100 % EFFICIENCY 


in your packaging department if you install t! 

DUPLEX 

Automatic Net Weigher 

Saves time, labor and money 
Unexcelled in 

Accuracy, Speed, and Reliability 


Weighs accurately all free flowing materials 
such as coffee, sugar, rice, cornmeal, cereal, 
seeds, salt, etc., at the rate of 35 packages 
4 minute. 

THIRTY DAYS’ FREE TRIAL! 

E. Edtbauer & Company 

317 W. Washington Blvd. Chicago, I1L 
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E. B. MULLER & CO. 

Importer*. Grower* and Manufacturer* of 

CHICORY AND 
COFFEE SUBSTITUTES 

OF EVERY GRADE 

211 FRANKLIN STREET, NEW YORK 


“EXACT WEIGHT” Scale* represent 
NINE PARTS SCALES AND ONE PART 
UNSKILLED LABOR. Any fool can 
draw a straight line with a rule. 

Skilled, experienced operators 
produce accurate weights on ordinary 
scales. 


MALT CEREAL 

The finest, Purest Coffee substitute 

We malt only the choicest care- 
fully selected Barky. Shipments 
in 100 pound double bags. 

Special low prices to the trade. 

Write for samples and quotations 

Milwaukee Importing Co. 

506 37th St. MILWAUKEE, WIS. 
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COFFEE MADE SOLUBLE 

The character of your blend is retained bv 

OUR PROCESS 

Write for particulars — giving some facts regarding requirements 

Soluble Coffee Company of America 

97-99 Water Street, New York 


CHICORY 

HENRY FRANCK SONS, Inc. 

FLUSHING, N. Y. 

Growers, Dryers, Roasters and Manufacturers of Chicory 
in all its Various Forms 


COFFEE SKY-HY??? 

DON’T WORRY— YOU CAN SOLVE THE PROBLEM 
WITH OUR SCIENTIFICALLY PROCESSED 

COFFEE SUBSTITUTES, COFFEE FILLERS ANDCHICORY SUBSTITUTES 

BEST ON EARTH 

SAMPLES AND PRICES ON REQUEST 

AMERICAN CEREAL-COFFEE COMPANY 

315-317-319 WEST CHICAGO AVE. CHICAGO, ILLINOIS 


Excellent for Reducing the Cost and Mixing with Coffees 

hillis triumph chicory substitute 

King Quality (Dark Draw) Best Blending 

(Medium Draw) (Mild Draw) 

Assures the Packer using them a satisfactory, profitable and 
Permanent Ground Coffee Business. 

Now is a good time to start 

Samples, prices and mixing information mailed on request. 

HILLIS CEREAL MFG. CO., Rodney and Ainslie Sts., Brooklyn, N. Y. 
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COGOLLO 

The mark of one of the highest Grade 
Coffees Grown in Colombia, S. A. 

A coffee noted for its mild and delicious flavor and unsurpassed 
fragrancy. Carefully picked, hulled, selected and stored under 
sanitary conditions. 

Whether you buy “ Cogollo Lavado,” “ Cogollo Selecto ” or “ Cogollo 
Especial,’' you are certain of getting a coffee of uniform quality, 
For particulars apply to M. Duran, 198 Broadwav, New York. 
ORDER BY THE NAME w COGOLLO " 

COGOLLO & CO. Rep. of 

Cucuta Coffee Planters Colombia, 


Alex. H. Purcell & Co. 

Coffee Brokers 

28 Old Slip New York, N.Y. 

Will be pleased to send 
samples and quotations 
upon request 


Jardine, Matheson & Co. 

LIMITED 

Importers of all classes of TEA 

including 

CEYLONS, INDIAS AND 
JAVAS 

63 Wall Street :: New York 


HUNT & CO. 

The Oldest Japan Tea Exporting House 
in the Orient 

JAPAN TEA :: CHINA TEA 
90-96 Wall St., New York 

CHICAGO MONTREAL 

222 N. Wabash Ave. 3 St. Nicholas St. 

Agencies in Important Cities 


Chas. Dittmann F. V. Attain Chae. S. Dittmann, Jr 
Member N. Y. Coffee Exchange 

CHARLES DITTMANN CO. 

' Coffee Commission 
New Orleans — 223 Magazine St., P. O. Box 74 ; 
Chicago, 326 River 8t., Rooms 2 15-2 16 
AGENTS FOR: 

Messrs. E. Johnston ft Co., Ltd., London 
Messrs. E. JobnBton ft Co., Ltd.. Santos 
Messrs. E. Johnston ft Oo., Ltd., Rio-de- Janeiro 
Messrs. Norton Megaw ft Co., Ltd., London 
Messrs. Norton Megaw ft Co., Ltd., Rlo-de-Janelro 
Messrs. Carlo Pareto & Co.. Rio-de-Janeiro 
Messrs. Arbuthnot. Latham ft Co.. Bankers. London 
Messrs. Fred’k Huth & Co., Bankers, London 
U. S. Branch of Thames ft Mersey Marine Iusu:i:' ; 

Co., Ltd., of London and Manchester 
Ixmrton Assurance Corporation (Fire Insurance) 

Commercial Letter* of Credit Issued 

Our spot department makes a specialty of selectinr 
and purchasing coffees for the interior trade. 


OTIS A. POOLE 

ctricti y 

COMMISSION BUYER 

JA1PAN TEAS 

55 KITA BAN-CHO 

SHIDZUOKA , JAPAN 


The Laurel Improved 
Coffee Granulator 
and Chaff Remover 

Cheapest and best 
machine on the mar- 
ket. The machine you 
will want to increase 
your sales of clean 
ground coffee. Write 
for photo and sample 
of the work of ma- 
chine. 

Used Coffee-Roasting 
and Grinding Ma- 
chinery. Send for list. 

The Laurel Mfg. Co. 

627 N.3dSt.,PHila.,Pa. 
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lecent Porto Rican 
Experiments 

proved that eight-year-old trees, 
which yielded 20S pounds of hulled 
coffee to an acre, increased their 
yield to 402 14. pounds after an 
application of 

Nitrate of Soda 

Valuing the coffee at IS cents a 
pound in Porto Rico, the use of Acid 
Phosphate and Nitrate of Soda made 
each acre’s yield worth $30 more 
than without Nitrate. 

Write for free books on coffee growing. 

Dr. William S. Myers 

Chilean Nitrate Committee 

5i Madison Ave. New York 


COLLAPSIBLE 

TUBES 

of Pure Tin and Com- 
position Metal. Both 
Plain and Decorated 

SPRINKLER TOPS 


Ask for Prices and Samples 


WHITE METAL 
MANUFACTURING CO. 

1006-12 CLINTON STREET 
HOBOKEN, N. J. 


Coffee Roasting for the Trade Only Coffee Separated 

(No Spice Grinding. No Coffee Selling) 


JOHN W. HAULENBEEK CO. 

( Establiihed for 38 Yearn) 

NO ACCOUNT TOO LARGE FOR US TO HANDLE. WE MAKE A SPECIALTY OF 
HANDLING OUT OF TOWN ACCOUNTS 


393 GREENWICH STREET 


r 2i7 

Phone Canal \ 218 
( 219 


NEW YORK 


FIDELITY CAN CO. 


TIN 


BALTIMORE, MD. 

MANUFACTURERS OF 


TIN 


CANS — CONTAINERS 

Manufacturers of Box Shooks and Boxes for All Containers 
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T HE advertisements on 
these pages represent a 
cooperative effort on the 
part of the leading St. 
Louis coffee merchants to 
acquaint buyers with the 
advantages of St. Louis as 
a coffee market. 



"Settles 

the 

Question ** 


Meyer Bros. 
Coffee and Spice Co. 

St. Louis 

OWL BRAND 
COFFEE, TEA, SPICES 


We solicit correspondence 
from dealers seeking to build * 
high grade coffee business. 


JOHNSON - LAYNE 
COFFEE COMPANY 

Importer* and Distributors of the 

World's Finest Coffees and Teas 

Write for samples of CUP QUALITY 
kinds. 

Salesmen wanted in all uncovered 
territories. 


T HE house of FORBES 
established in 1853 by 
Jas. H. Forbes, was the first 
coffee roasting institution 
west of the Mississippi. 
These years of experience con- 
firm the slogan, 

"Price is a good salesman 
Quality is a better one.” 

JAS. H. FORBES TEA & COFFEE CO. 

ST. LOUIS, MO. 


Since 1658 

GOLD STAR BRAND 

Highest Quality 

Teas , Coffees, Spices 
and Grocers’ Sundries 

DAVID G. EVANS COFFEE CO. 

St. Louis 
Established 1853 


nn iimnniiiiiiiiiiiuiiiuiiiimiiHiuiitinTiTniimiriiiiiiiiimuiinii 
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Coffee direct 
yfom Brazil 
-to St. Louis 

By All Water 
I^oute 



uw- 


FAUST INSTANT COFFEE 
AND TEA 

By C. F. Blanke Tea and Coffee Co. 

Prop, of the World’s Famous 

FAUST COFFEES AND TEAS 

and the Celebrated New Seasoning 

FAUST CHILI POWDER 

Consult us on Coffee Fillers 
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QUALITY WINS 

Cook'o Pride i* now sold by the BISTON 
COFFEE CO. We have purchased all the 
brands, formulas and good will of the Ed 
Weston Tea A Spice Company and their 
old sales force will continue to call on you. 

We will give you six hour service and 
maintain the quality of all their brands. 
Let us prove it. 

BISTON COFFEE CO. 

ST. LOUIS, MO. 

Quality— Service-Satisfaction 


Sell more coffee— Capital- 
ize the National Coffee 
Publicity Campaign — Buy 
in St. Louis 


Amoricas 
Greatest Ghfiee 
l^oastin^ Center I' 


= Save money on your purchase 

= Write for our 

1 MONTHLY PRICE BOOK 


--CVj- 




' •• .•— 

St. Louis, Mo. 
Salesmen Wanted 


Unsurpassed Receiving? 
Manufacturing <§■ Shipping 
Facilities make St. Louis 
tke Logical Coffee Market 
for Roasted Caffes Buyers 
in Twenty-three States. 

• • • Investigate • - * 


I F you cannot buy from 
all of us— buy in St. 
Louis anyhow— it is your 
logical coffee market. 


| iiimimiiinimuiiuuuiiJiiiiiumiiiuiHuuuii!L>umiiU'iu< tm 


THINK THIS OVER 

No Salesmen’s Salaries, Commissions. 
Traveling Expenses. Etc., go into our 
prices. 

That’s the reason we make such low 
quotations. 

WE SELL YOU DIRECT 
We have no salesmen 

Write for Sampler and Quotations 

WM. SCHOTTEN COFFEE CO. 

Established 1847 ST. LOUIS, MO. 


STUDY THIS! 


It will pay you to 
pay us our price for 

GOOD COFFEE 


NORWINE COFFEE CO. 

ST. LOUIS 
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Coffee Business That Pays 


Most grocers “ handle ” coffee, but comparatively few SELL it — as yet. In which 
class are you? 

ROYAL COFFEE SYSTEMS hai r e grown in popularity among retail grocers be- 
cause THEY do the selling. Operation in full sight of the public and the handsome 
appearance of the machines themselves attract attention and DRAW TRADE for 
the Coffee Department — which means more trade for others as well. 

Ever pass a store when coffee was being roasted? If you did, your “coffee 
appetite ’’ was most certainly aroused. To what extent this can affect business will 
be understood from this wide awake North Dakota merchant's letter : 

“ The No. r> Coffee Roaster which we purchased from you some Ume ago A<z« certainly 
been a mighty good booster for our coffee bn«ine«* as it has shown us a 500% increase. 

H r c would not Mnfc of being in the retail grocery business without a Royal Coffee Roaster.” 

Your coffee business can be increased the same through installation of a ROYAL 
COFFEE ROASTER. It will give you better coffee because Fresh Roasted and you 
will benefit accordingly. 

We will show you a saving of from five to fifteen cents a pound through buying 
your coffees green and doing your otvn roasting. We render a complete service gratis? 
and our coffee company will furnish your green coffees if desired. No obligation to 
buy through them, but you’ll want to when you know about their service. 

The accompanying illustration is of the Royal No. 5 Roaster — especially adapted 
for the retail coffee business. It roasts twenty-five pounds at a time. 

Our catalog shows other sizes as well as our complete line of steel-cutting Coffee 
Mills and Peanut Butter Machines. 

ASK FOR A COPY TODAY. It will incur no obligation on your part and per- 
haps we can show you a way to bigger business and bigger profits. 


Why be a “distributor” when a 
small investment will make you a 
“ Coffee Merchant ”? Our catalog 
shows the w £i,i/ . 




eerGl 


1127 West St. Hornell, N. Y. 
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WHO'S WHO IN THE TRADE 



OSCAR REMMER 
President of the Chicago Coffee Roasters’ 
Association, and Vice-President of 
Sprague, Warner & Company, Chicago 
See page 449 
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How VouNC Coffee Trees Are Protected from Sun and Wind in Surinam 
T his picture shows Javanese women tapping rubber trees which are extensively used for shelter 

COFFEE CULTIVATION SCENES IN SURINAM, DUTCH GUIANA 





THE COFFEE INDUSTRY OF SURINAM 

«J This writer declares that Surinam, in Dutch Guiana, offers a better 
opportunity than any other country to meet the need for a larger coffee 
production area. He asserts that the soil is the richest in the world, 
and that growing conditions are superb. IJ IJp to the outbreak of the 
European War the area under cultivation had increased more than 
five times since 1890, and in 1915 the United States took about 900,000 
pounds of its coffee. During the war the imports fell off to about 8.000 
pounds in 1918. There is included a description of cultural and 
preparation methods. 

Rv 1. Barkley I’ercival 

Paramaribo 


’Hi- continued iiuTea>e in tile demand i\»r 
coffee, irrespective of climatic inilucuco, 

; ,.f necessity extend the present area of its 
'■ ballon largely into those belts of land which 
< favorable to the production of the plant. 
,.M hinds are found lying principally between 
Mithermal lines of 25° north and 30° south 
:!k equator. It has been ascertained that the 
cannot be grown to advantage in places 
re the thermometer descends at any time be- 
, 55''" F. 

: . h1cs the countries where coffee is now cul- 
: v<h there arc many other places where it 
Jn he extcnsivly grown, such, for instance, 
h« western coast of Africa generally, the in- 
' : i ranges of Natal, the mountain ranges on 
northern coast of Australia from Morelon 
to Torres Straits, etc. Soil and climate are 
k circumstances which chiefly affect its com- 
kreial value. 

Coffer Opportunities in Surinam 
1,1 Surinam. Dutch Guiana, the conditions for 
,r ^tension of coffee cultivation are superb, 
01 c,, ntparcd with other lands. Botanists have 
titrated about sixty species of the genus 
spread over various countries in the east- 
; *nd western hemispheres. Most of these must 
5| *fc varieties resulting from accidents of soil, 
' u ‘ c or cultivation produced subsequently to 
ruralizing of the plant, for wc know that 
' - offee trees now grown in America and 
'Uq Indies are the progeny of one plant 
,."; llc ^ ‘ ln year 1714, and yet botanists have 
; “^‘dized several species. 

• urtnam the variety known as Liberia is 
/ cultivated for export, with small patches 
•luianensis that grow here and there but 
j in any great quantities. The trees are 
j ! > raised from seeds in nurseries, and after- 
I'htr.ted out at regular distances, which 
-• ■‘wording to the nature of the soil. Planta- 
dre made chiefly on the hanks of the rivers, 


and it possible where ihv soil is nmis; and sluded. 
In dry and gravelly soil the coffee trees seldom 
grow higher than six feel, and may he planted 
five feci apart, hut in rich soils, where they at- 
tain the height of nine or ten feet or more, the 
plants should not he as crowded, and intervals 
of eight or ten feet should be left between them. 
It not pruned they would rise to the height of 
sixteen or eighteen feet, hut they are generally 
dwarfed to five feet for the convenience of gather- 
ing the fruit with greater ease, and also to pre- 
vent their running to wood. Thus dwarfed, they 
extend their branches laterally, so that they cover 
the whole spot round about them. The trees 
produce fruit when they are two years old, and 
in the third or fourth year they are in full bear- 
ing. The production of a good tree is from one 
and a half to two pounds of berries. 

With the same infirmities that most other trees 
are subject to, coffee trees arc likewise in danger 
of being destroyed by the borer and other in- 
sects, and hy the scorching rays of the sun. In 
Surinam, large umbrageous trees of various 
kinds arc planted in rows at intervals throughout 
a coffee plantation, to afford a shade and shelter 
to the young plants. * 

Coffee trees flourish on the banks of I he river' 
in the colony, for the roots strike down and ob- 
tain nourishment and tile tfee can lie kept alive 
and fruitful for over forty years. This, how- 
ever, is about the extreme limit at which it will 
hear fruit. Trees so planted produce large ber- 
ries, and generally yield fifteen pounds of mer- 
chantable c'offcc. 

The aspect of a coffee plantation in Surinam 
during the period of blossoming, which docs not 
last longer than one or two days, is very inter- 
esting. In one night the blossoms expand them- 
selves so profusely as to present the same appear- 
ance which is sometimes witnessed in England 
when a casual snowstorm, at the close of autumn, 
has loaded the trees while still furnished with 
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their full complement of foliage. The fruit is 
known to be ripe when it assumes a dark red 
or nearly purple color, and in this state the pulpy 
covering begins to shrivel. If not then gathered, 
the fruit will drop from the trees. The sweet 
pulp covering the seeds is in some countries dis- 
tilled, and in other cases dried and used as a 
coffee substitute. The fruit or berries are either 



How Coffee Plantations in Surinam Ark 
Dkaixf.ii of Surplus Water 


gathered by hand into bags or baskets, or the 
trees arc shaken and the fruit falls on sheets 
laid on the ground. 

Preparation Methods 

In curing or drying the coffee in Surinam, the 
berries are usually exposed to the sun’s rays in 
layers five or six inches deep, on platforms or 
terraced floors called barbacues. These paved 
barbacues are raised a little above the ground 
and enclosed with an upright stone ledge of eight 
or ten inches in height, and divided by traverse 
partitions, with four or more square compart- 
ments, that each may contain a day’s gathering. 
During the first and second days the berries are 
turned often, that the whole may be more ex- 
posed to the sun. When they begin to dry -they 
are frequently winnowed and laid in cloths to 
preserve them better from rain and dews, still 
exposing them to the sun daily, and removing 
them under cover every evening until they are 
sufficiently dried. By this means the pulp fer- 


ments in a few days, and, having thus thrown cr 
a strong acidulous moisture, dries gradual/; - 
about three weeks ; the husks are af terwnr- 5 - 
separated from the seeds in a mill. 

Some planters, however, as soon as the berries 
are gathered remove the pulp from the seed bv 
a pulping mill. The seeds are then M-pura^ 
from the pulp by washing, and spread 
the sun to dry. It is then necessary to remy,-; 
the membranous skin or parchment by mean? y 
heavy rollers. The seeds arc afterward' .|;V. 
and winnowed to separate the chaff, and u :i r. 
appear to have escaped the action of the fu'Ii-v 
they are again passed through the mill. 

Surinam coffee has gradually acquired a rey.; 



Liberian Coffee Growing in the Shape of 
Rubber Trees in Surinam 


tation which its intrinsic value fully merits, i 
greatest care and attention have been hesto 
on the cultivation, it being not so much the *** 
of the Dutch government to increase natu ^ 
the present extent of culture as to develop 
strengthen the plant, in order thus to 
the quality and enhance the value of ^ 
In Brazil and other places, over cultivation * 


THE TEA AND COFFEE TRADE JOURNAL 


I ii ’I I 


4JI 


neglect arc said to be doing much to 
: uri . the character of the product. 

How the Coffee Trees Are Planted 

T'u' most suitable soil in Dutch Guiana for the 
r: \e plant is that which grows soft timber. The 
a*! authorities seem to confirm the opinion of 
tWic, who observes: “If the first or tap-root 
:l js the gravel, stone, or clay, the tree will not 
long: but if it, as well as the roots, find their 
av through the stony ground, and if there be a 
Kd proportion of mould, it suffers no incon- 
•iiiciice, as the stones keep the mould together.” 
In the writer's experience, the finest estates 
e those of this character of soil, and have always 
Vl -ti consecutively heavy crops without the as- 



^ Well-Dwarfed Three-Year-Old Liberia* 
Coffee Tree in Full Bearing 


,a ; lnce oi " manure; while estates of a lighter 
* A ' living lost nearly all the mould, and having 
jHood rich soil, require to be regularly manured. 
* " 0r d, a dark chocolate-colored soil, mixed 
small stones, under ledges of rock, and be- 
with boulders, is the best. A level piece 
" v,rgln ground, not far from water, where the 
C !s ric ^ and crumbly, is the most eligible for 
e construction of a nursery. 


- 1‘irst, the land must be thoroughly cleared, and 
all but the largest slumps of the forest trees 
rooted out. The soil should be dug to the depth 
of nine or twelve inches, and be made as friable 
as possible, then divided into beds with narrow 
paths between them. The seed, in parchment, 
should he put in, row by row, about six inches 



One of the Flat Bottomed Boats Used to 
Transport Coffee on the Plantations 


apart. A rope, the length of the beds, is used 
for this purpose, stretched from one end of the 
bed to the other. The seed, if sown in suitable 
weather, soon makes its appearance, so that a 
nursery made in May or June of one year has 
plants lit to put out at the same dale in the fol- 
lowing year. 

A slightly inclined piece of land is more de- 
sirable for a nursery, because the natural drain- 
age would be better, and it is important that care 
should be taken to prevent damage by heavy rains. 
One bushel of parchment colTcc is calculated to 
yield about 30,000 plants; >o that for a clearing 
of one hundred acres, four or five bushels of 
seed would he required. 

When the young trees in a nursery have at- 
tained a growth and age at which their being 
planted out as plants becomes rather a doubtful 
proceeding, with reference to the probability of 
their succeeding and taking root, it is better to 
make “ stumps ” of them. This is dune by pulling 
them up with as little injury as possible to the 
roots, and cutting them down to about six inches 
above the roots, then to shorten the tap-root by 
a careful sloping cut; next, to trim the other 
lateral roots, which arc often needlessly extended. 

Filling-in is the operation that follows holing. 
It has been ascertained by experience, that leav- 
ing the holes open for some time is very beneficial 
to the soil in a chemical point of view. Filling 
in, like every other work on a coffee plantation, 
should be carefully superintended. But of all 
operations in the formation of a coffee planta- 
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lion, the actual placing of the plants in the holes 
is ihe one that requires the utmost care and at- 
tention. 

Early plaining is, of course, desirable, because 
the trees have the benefit of the entire rainy sea- 
son, and are sure to give a large maiden crop. 
The usual course of transferring the plant i> 
as follows: when (hilled up, those with crooked 
trouts .should hr (ticked out and thrown away, the 
Ixoots should then be trimmed with a sharp knife, 
•diminishing the length of the lap- root sufficiently 
•to prevent the chance of its being bent or broken, 
ffhe plant should not he (nil deeper into the 
jearth than it was before it was pulled up ; it must 
•■lie'll be pressed down wilh the hands or firniK 
trodden down. A coffee plantation, to be worked 
•effectively, requires to be well ” roaded ” and 
(drained. Drains, like roads and paths, should be 
ut as soon as the c-iatc is commenced. 

3 

The Develop m ent nr the Industry 

’fhe extension of coffee cultivation in Surinam 
has been very remarkable. It was commenced 
experimentally in l lie culture gardens back in 
1870, and in 1890 lliere were ten thousand acres 
under cultivation in those gardens alone. In 
191)7, cultivation had increased to one hundred 
ami fifty plantations, covering forty-six thousand 
acres. The exports have increased yearly ami 
in 1918, 150,000 cuts, wore produced. 

In February, 1919, an order was issued In the 
Netherlands Over>ea*> Trust that no 'hipmeni- 
in coffee from Surinam would be accepted in 
Holland unless being first examined by the Com- 
mission appointed by the Trust in the colony 
for that purpose. Several firms holding large 
quantities were indignant at this movement and 
rather than incur the enormous expense of open- 
ing up every hag for examination, preferred si ll 
ing the product locally. In consequence of this 
action, the price of coffee declined to only a few 
cents per kilogram. file glutted state of the 
market and the low prices induced exporters to 
forward all the available coffee in the colony to 
the United Slates, when shipping accommodations 
became available. This order of the Netherlands 
Overseas Trust caused great dissatisfaction 
among the growers, and those dealing in the 
article. Some go so far as to assert that this 
action was prompted by some of the members 
of the Trust, who are large shareholders in coffee 
estates in Venezuela, saying their motive was to 
keep out the Surinam article from the Dutch 
markets, to give them a chance to sell at high 
prices the Venezuelan product which they con- 
trol. Another fact which should be borne in 


mind is that the directors of the K. W. 1 ,\] 
of steamers that trade to the colony u 
land are also members of the Netherlands • ■ . 
seas Trust and also shareholders in coff. L . ■ 
prises in Venezuela. 

The United States of America would 1 
to either purchase Dutch Guiana or iin«i 
way of annexing it: the people with on, 
arc crying out for United States proteeti'o; ; 
would hail the day when the Stars and > 
would wave over this rich but sadly : 
and forsaken land. 

Fortunes can be made from coffee ail.:: 
the colony, to say nothing of other tropica! 
nets; the soil is the richest in the uorM. ■ 
American who recently visited the colum 
connection with agriculture) said, “A w;A. 
slick would grow if stuck in the ground." 

COFFEE CHATTER 

Some Random Notes on the Mention of 
Coffee in the Literature of 
Past Centuries 

By Russell E. Smith 

I ndtann polls 

/^OFFEE'S artful aid to literature li.'i* > 
been of such volume nor “stmiadi" 
perpetrate a pun) as has tea, but neurG 
many an author of olden time has found 
its mention in phrase and fancy, while h' 
sonal use among certain famous wriui- • 
known. 

Voltaire the leader of satirists aumne 
French, was known as the king of cottie d:a-v 
and when a very old man usually drank at ■■ 
fifty cups a day. Balzac, ;i compatriot, hi • 
line of literature, while famed as a very ■ v 
ous man in food and drink, used it to io <■ !'• ; 
self awake at night while engaged in pun;:'-- 
his masterly prose pieces. He indulged "■ 
an extent that he lost control of hi? 
entirely, except the composing sense, and 
find himself at dawn wandering about the • 
du Carrousel in Paris, in his dres-in;- U • 
without the slightest conception of what > ' 
doing there, or indeed, where he was. H ! > - •*- 
ful valet would have to go after him ar.'i ^ 
him home to rest, while the next night wouiu 
him at his work again with pots of coltee 
to his taste. 

Sir James Macintosh used to declare !il31 
mind of a man gave to the world great work- 
genius in just the same ratio as to the ant 



1920 


THE TEA AND COFFEE TRADE JOURNAL 


433 


oiTce that he drank habitually. The gossip 
, e lvn says in his diary, in 1637 : 

There came in my tyme to the College, Ox- 
i one Nathaniel Conopios, out of Greece. 

,, a;iS the first 1 saw drink coffee, which 
, :I i came not into England until thirty year> 

, oitke's Eably Mention in Literature 

I'utTec’s mention in literature dates back to one 
■ Arhabeddin Ben, an Arabian author living in 
, : >inth century of the Hegira, corresponding to 
fifteenth of the Christian era. He wrote in a 
k now to be seen in the Bibliotheque du Roi. 
pans, that one Gemaleddin of Aden brought 
:kv to Arabia from Abyssinia before that time 
w;»r 1500), and that it was known in Ahy*.- 
. ; ,:a before the year 900. The first European 
i.or jo make mention of coffee was one Rau- 
■:fu>, in the year 1573. 

Mt.'t of the writers from that day to this haw 
M.| the drink. Compare William Cobbelt’s 
; . rilious “slops” to this bv Pope, in hi> 
A.ijie of the Lock ” : 

•h-e, which makes the politician wise, 

I ht all things through his half-shut eyes.” 

\ ihrey speaks of coffee in several ot his writ- 
: , as doe.» the famous Howell, who pays it a 
t compliment when he >ays: 

Ibis co lie drink halli caused a great sobriety 
•"■‘'tig all the nations: formerly apprentices, 
etc., who used t* » lake their morning 
"ra'lits in wine, ale or beer, so now play the 
- 1 fellow in this wakeful and civil drink. 

'■ii worthy gentleman, Sir James Middleton!. 

• !■ • introduced thereof firr-t in London deserves 
" : a reject of the whole nation.” 

Macaulay, in his “ History of England,” men- 
coffee and coffee houses to a great extent. 
F-t classic Burton in his “Anatomy of Melan- 

:n, -y ’’ says: 

Turks have a drink called Coff a (for 
nave no wine) so named of a berry as black 
>oot and as bitter like that black drink which 
' - in use among the Lacedemonians, and per- 

- 1 » ! > the same.” 

• j V.rton was wrong and a plagiarist as well, for 
^actly the same words in thus describing the 
T dltcr wer e used by one George Sandys, the 
^ous translator of the “ Metamorphoses of 
Sandys and others since have exploded 
black broth” theory successfully. 

In 1720 were sent to Martinique the cuttings 
^ wps from which all the present trees in the 
e>t India islands were propagated. Who does 


not know the delightful Charles Lamb's charming 
verses on the subject of “The Codec Slips?” 

“Whene'er 1 fragrant coff re drink. 

I on the generous Frenchman think. 

Whose noble perseverance bore 
The tree to Maninico’s shore. 

While yet her colony was new, 

Her island products hut a few; 

Two shoots from off a coffee tree 
He carried with him o’er the sea. 

Each little tender coffee slip 
He waters daily in the ship. 

And as he tends hi s embryo trees. 

Feels he i^ raising ’midst the seas 
Coffee groves, whose ample shade 
Shall screen the dark Creolian maid. 

But soon, alas! his darling pleasure 
In watching this his precious treasure 
Is like to fade-- for water fails 
On hoard the ship in which he sails. 

Now all the reservoirs are shin, 

The crew on short allowance put : 

So small a drop is each man’s share. 

Few leavings you may think there are 
To water these poor coffee plants; 

But he supplies their grasping wants, 

Then from his own dry parched lips 
lie spares it for his coffee slips. 

Water he gives his nurslings first. 

1-irc lie allays his own deep thirst. 

Lest, if he first the water sip, 

He hear too far his eager lip. 

lie sees them droop for want of more; 

Yet when they reached the destined shore 
Willi pride the heroic gardener sees 
A living sap -nil in his trees. 

The islanders his praise resound; 

Coffee plantations rise around; 

Ami Mariinico loads her ships 

With produce from ihose dear-saved slipv 

A Weird Coffee Rkcifk 
I n an ancient book of remedies and recipes we 
find the following recommendation for making 
the new drink, which leads one to suppose that it 
was once a medicine, since it seems at that time 
to have been procurable only at drug stores: 

"To make the drink that is now much used, 
called coffer. 

“ The coffee-berries are to he bought at any 
druggist, about three shillings the pound. Take 
what quantity you please, and over a charcoal 
tire, in an old pudding pan— keep them always 
stirring until they be quite black and when you 
crack one with your teeth that it is as black 
within as without; yet if you exceed, then do you 
waste the oyl, which only makes the drink; and 
if less, then will it not deliver its oyl, which must 
make the drink— and if you should continue fire 
until it be white, it will then make no coffee, but 
only give you its salt. The berry prepared as 
above, beaten and forced through a lawn sieve, is 
then fit for use. 

“Take clean water and boil one-third of it 
away, what quantity soever it be, and it is fit for 
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use. Take one quart of this prepared water, put 
in one ounce of your prepared coffee and boil it 
gently one-quarter of an hour, and it is fit for 
use. Drink one-quarter of a pint as hot as you 
can sip it” 

EUROPE'S COFFEE TRADE 

Havre and London Have a Good Opportunity 
to Capture Hamburg’s Former Lead 
as a Port of Entry 


(From a Staff Correspondent) 

London, March 4, 1920. 

'""THE international position of coffee in this 
* aftcr-the-war period is still evoking discus- 
sion here and in France, and much of this talk 
centers around the capture of Hamburg's old 
trade. One writer points out that with the return 
of peace conditions, the most important problems 
confront the coffee trade. The fine quality coffee 
of the Spanish and Portuguese speaking peoples 
has had its best markets in France, Italy, and 
the Levant for many years, while the United 
Kingdom has naturally drawn on our own West 
Indies and on Ceylon. 

Germany, Austria-Hungary, and Russia, all 
great users of coffee, have relied mainly on 
Brazil, Paraguay, and the South American re- 
publics north of the Amazon. The German in- 
fluence, 1870-1913, largely concentrated upon the 
southern provinces of Brazil, into which there 
was a large German immigration. Santos and 
Sao Paulo became the names most ordinarily 
quoted, and the organization of a market in 
futures did much to popularize Brazilian coffee 
in Europe. It is undesirable that this Brazilian 
connection should be in any way injured, and 
the best measure to preserve the tie would, in 
the opinion of many, be the trade substitution of 
Havre for Hamburg and Bremen as the port of 
consignment for ordinary Brazilian coffee. 

The arrangement of a friendly character be- 
tween London and Havre for the reception and 
distribution of the coffee consigned by the pro- 
ducing countries would be of the utmost value 
to the trade both of England and of France. The 
Seine, from Havre itself up to Candebec, affords 
natural shelter for a multitude of vessels, but 
for warehouses and accommodation for landed 
goods cannot rival the Thames from Tilbury to 
London Bridge. The propinquity of the Thames 
and the Seine as compared with the distances 
traversed by the vessels from Ceylon, Java, and 
so forth, let alone Brazil and the West Indies, 
makes the English Channel and the Thames 
estuary a single point of consignment in the eyes 
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of the producing countries. The sale of cr ; fl rt 
by the hundredweight in London and bv 
quintal in France, presents no working difficult;;: 

The Latin countries will probably find a cer;;. - 
appropriateness in consigning to France, but ih< 
present need is a combined effort to arrange f w 
goods consigned Thames-Seine ” being ware- 
housed promptly on arrival, and the vessels re- 
leased for new voyages. Shipping com pan: ^ 
are apt to complain very strongly of the time 
cut to waste between voyages, and this is largely 
due to the inability to get into port, unload 
quickly, and out again. This sort of thing hap* 
pening to vessels arriving with coffee for ware- 
housing and subsequent auction and distribution 
might have the worst results, leading to son* 
Scandinavian entrepot being chosen, if not in an 
eventual reversion td German ports. 

The prospects of Havre as a great coffee pon, 
second only to London itself, are of the brighter, 
hut unless the cargoes coming to hand fren 
South America and the West Indies, from South 
Africa, Ceylon, and the Dutch East Indies, cat. 
he placed promptly in warehouses, whether near 
London or near Havre, both ports will lose what, 
with capable arrangement and reasonable fore- 
sight. should be a magnificent receiving, selliitc. 
and distributing trade— Reece. 


USES FOR COFFEE WAX 


An Analysis of a By-Product Obtained in 
Freeing Coffee of Caffein, and How 
It Can Be Utilized 


\Y7HILE it is not believed the wax obtained 
in the process of freeing coffee of caffeit: 
could be used satisfactorily for food purposes, it 
is thought that it has other commercial uses 
that might prove advantageous. 

A recent analysis of the wax showed the most 
striking ingredients to be protein and wax, or 
ether extract. The complete analysis was: 
Water 

-'sfc 

Protein {.\ x 

Carbohydrates by difference 

Nitrogen 

Phosphoric acid ,Vo7 

Potash UA 

One use of the wax that suggested itself w*' 
its utilization in the treatment of wounds, 
it could be purified and made antiseptic, a so u 
tion of it might serve as a substitute for coH° 
and similar products. A coffee roaster say ? { k 
before prohibition came into fashion, bee r 111 ^ 
ers could have used it to line their keg?- 
wax having a peculiar value for that purpo? e - 
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business libraries 


Showing the Importance of Having a Depart- 
ment for Filing Books, Trade Papers, 

Etc., for Quick Reference 


By Ralph L. Power 

friwin-'s* Administration Librarian. Boston University 

B USINESS men in general, and merchants in 
particular, have been slow to realize the im- 
, r tanci' of the library in business. This, with- 
n* doubt, has been due to the fact that the 
auTage public library has not met the demands 
,,} business life. Until quite recently, libraries 
jiaid scant attention to the practical needs of in- 
dustry. Hence they were looked upon by the 
m-rvday business world as a fine place for young 
to while away time, but otherwise more 
ornamental than useful. 

Although fifteen years ago one's sanity would 
have been seriously doubted had he suggested a 
tuwness library, today there are several hundred 
of such libraries throughout the United Stales. 
\'o one now questions the need of them. 
Specialized business libraries are used success- 
fully in large numbers of firms for advertising, 
accounting, banking, city councils, insurance, 
laboratories, manufacturing, retail stores, rail- 
ways. public finance, legislation, public utilities, 
publishing, and numerous other lines. 

Some years ago a tentative business library 
was given a try-out, and its success was almost 
iii'tarit. Other special libraries sprang into be- 
ing all over the United States particularly in the 
Hast to supply this necessity. 

h is difficult to say just what should he in 
eluded in the business library. It is just as diffi- 
cult to say what should be omitted. The success- 
ful merchant must have a general insight into 
every phase of modern business. This, then, may 
give us our clue toward solving the problem of 
tbe arrangement of our business library. 

hi the first place, all libraries are. or should 
be. divided into two groups— cultural and prac- 
tical, and they are minutely subdivided. Take, 
for instance, my own, a general business admin- 
istration library. It contains numerous divisions; 
education, economics, English, ethics, history. 
Jd nguage$, labor problems, psychology, and many 
^ er general cultural subjects closely related to 
1 e broad training of business men. Besides this 
cultural ” literature there are books and pamph- 
et material on highly concrete business subjects: 
accounting, advertising, banking, business Eng- 
; l> * uUs incss psychology, commercial law, finance, 
lC,gn tr adc, insurance, journalism, raanage- 
ment * mar keting, mercantile credit, purchasing, 


real estate, retailing system, salesmanship, and 
different industries. And this is not the only sub- 
division necessary. Each subject here mentioned 
is subdivided many times again, embracing the 
minutest detail of business administration. In 
ibis way. the material is made instantly available. 

The first step, if you want to start a business 
library in your town, is to secure co-operation. 
Co-operation is the most important step in the 
success of such an enterprise. The antiquated 
state of the old type of library may lie right- 
fully set down as due to the absolute lack of co- 
operation. There was not the slightest concep- 
tion of what the word meant between the hook 
and business. It is just this co-operation winch 
the oldt inters lacked that has proven of such in 
tense value in library work today. 

After you have secured the desired co-opera- 
tion, the work of establishing some sort of a busi- 
ness library in your town ought to be fairly easy. 
Perhaps the best plan would be to ask the 
librarian of the public library to set aside a room, 
or a portion of a room, where books pertaining 
to business methods and every clay business af- 
fairs might he kept for reference. Around this 
nucleus a well-equipped library can be built. 

Second, your high school or college library 
might start a collection along the line of gen- 
eral business. These two types arc primarily for 
the use of students in class and special research 
work. They are scholastic reference libraries, yet, 
without detracting from their literary Use. they 
may broaden their vision and include hooks re- 
lating to the science of business- -for business is 
a science. These could well lie arranged in their 
logical order within the regular collection or they 
could be included separately. 

Third, your own business may start a special- 
ized collection. If your firm has been established 
a few years there, must be a mass of material 
scattered through the various departments in 
the shape of books relating directly to your 
specific business. Much benefit will be derived 
if these arc assembled in one place and an assist- 
ant assigned to the task of caring for the nucleus 
of your library. 

By following this last method, the benefit you 
and your patrons will eventually derive will be 
found well worth the time and money spent. 


BRAZIL LOAN'S MONEY TO ITALY 
The Brazilian government has conceded a 
credit of $25,000,000 to Italy for the purchase in 
Brazil of coffee, cereals, frozen meats, sugar, 
rubber and other food products and materials. 
The credit is to be handled by the Bank of 
Brazil. 
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TEA LAW AMENDMENTS 

Inspectors Receive the New List of Official 
Standards and Instructions About 
Future Testing Methods 

(From a Staff Cokhkskinuunt . ) 
Washington, D. C, March 27, 1920. 

T HE Secretary of the Treasury has sent the 
following announcement to custom officials 
and tea inspector* in connection with amend- 
ments to the 'Pea Law: 

“The tea regulations now enforced (T. I). 
37925) under an act entitled ‘An act to prevent 
ihe importation of impure and unwholesome tea,’ 
approved March 2, 1897, will he continued for 
the year beginning May 1, 1920, except Regula- 


tions Nos. 19 and 20, which have been uittci.:. - 
to read as follow s 

“(19) The following arc the standard* 
by the board of lea experts, which are h U( 
fixed and established as standards under thj, 
for the year 1920: 

“1. Formosa Oolong (used for Foochow;,.: 
Canton Oolong), 

'* 2. Congou. 

“3. Ceylon (used for India, Java & Sunwr., 

“4. Gunpowder, green. 

“5. Young Hyson, green. 

“6. Japan. 

“ 7. Scented Orange Pekoe (used for caper. 

“8. Scented Canton. 

“ (20) In comparing with standards examine, 
are to test all the teas on these points, narr.ch 
for quality, for impurity consisting of aniti. ; 
coloring or facing matter, and other impurn. 
and for quality of infused leaf. Quality shall be 
ascertained by drawing, according to the ous'.. 


CLASSIFICATION OF TEAS USED IN THE UNITED STATES 


In explaining the grouping of the teas, the compilers of this diagram, Macy Bros. & Oillet. !: 
state that Black and Green describe the color of the dry leaf, and that Fermentation indeaU' 
result of different preparation methods — fully fermented teas arc soft, mellow and rich; unfernurv 
have a spicy and somewhat sharper flavor: semi-f rrmented (Oolongs) some of the qualities of In.'’'. 
The infused leaf after drawing is a rich chocolate brown for the fully fermented; partly brown.;'.: 
partly green for the semi-fermenled ; and all green for the untermented. The table also show- ■ 
primary markets for all teas, and in several case ; the principal growing districts, together with hr < • 
comments on the characteristics of the different k in<ls. 


North China < Hankow > 


i 'oiigou \ 

| South China (Foochow) 


Oylnn 


Ceylon ) 
India [ 
Java 

' Sumatra j 


India 


(Colombo) 


(Calcutta) 

(Ktr.) 


a •• 

5 I 


Java (Batavia) 


I ('liftin' 
Nincchow 
v Keemun 

! Panyongs 
j Paklings 
{ Paklums 
| Cliinewo? 

■ Padrars 

High Grown 
( Medium Grown 
1 Low Grown 

Assam 
Cachar , 
Darjeeling 
Dooara 
Madras 
Sylbet 
'1'ravencore 
High Grown 
Medium Grown 
Low Grown 


Fine Heavy Tea, Smoky Flavor 
Good Flavor, Light Body 
Rich, Flavory. Fine Cup 

{ In General Have Small. Black 
I^-af of Good Style. But Lack 
l Character ami Flavor of ihe 
I North China Teas. 

I Reddish l/>af Tea 


j Three to Four Crop* 
j First Crop Best 


J 


Best Quality, Flavory 
Medium Flavor 
Ordinary 


] Picked Throughout )>sr 
> Feb., March and Sip; n ' 
j hekiugs are the Best. 


Strong, Rieh Cup, Golden Tips 
Light Liquor, Rather Flat 
Rich, Heavy, Aromatic Flavor 
Good Body & Mellow, Lacks Style 
Rather Flavory 

Rich, Pungent Cup. Attractive Style 
Ceylon Character, Flavory 
Best Quality, Flavory (Flavories 
Medium Flavor) Similar to Ceylon 
Ordinary) Non-FlaVorics to India 


1 

I Season from May te t fr 
j’ Oct. Pickings arc Bril 


[ Similar to India 

J 


a 

H 


I 


c 

I ; 

I I 


Oolong 


a 

X 


China 


c 


I 

6 


Japan 

Ceylon 


Sumatra 


Formosa 

( Foochow 
Countries 

Pingsuey 

Hoochow 


Similar to Javas 

I Paichee 
I Chapgoahune 
(Taipeb) | 

j Tinan 

[ Sueytinka 


Good Leaf, Flavory 

Best Cup, Bright and Flavory 

Heavy Body 
Mostly Style 


jght, Fragrant 


(Foochow) 

(Shanghai) 


(Shanghai) 

(Shanghai) 


Similar to Formosa 
i Moyune 
I Tienkai 
i Fychow 
( Shanghai Pkd. 


Lighter and Poorer Cup 

Spicy and Best Cup 

Poorer Cup, More Snappy & Sharp 

Poorest Grade 

Mostly Style 

Better Cup Than Pingsueys 


First Crop Best 
Later Crops are 
More Metallic 


I Pan Fired (Yokkaichi) Kobe 
| / Yenabu 

[ Basket Fired (Shidiuoka) \ Suruga 


Inferior to Shidiuoka Teas 
Best Liquor 
Best Style 


Green* 


(Colombo) f Young Hyson 1 Characteristic! of Green Tea 
\ Hyson / Different Flavor Than Other* 


i First Crop Beai 
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■ ihe tea trade, with the weight of a silver half 
to the cup. The quality must be equal to 
uiiilaid, but the flavor may be that of a different 
T. nC t, as long as it is equally fit for consump- 
, n As an illuslraion, a Teenkai may be equal 
’ t Moyune, but a distinctly smoky or rank 
or Wenchow of sour character is not 
:>i(Jered equal to the first two mentioned. 

• in examining all teas that are to be compared 
v: ,], either the Gunpowder or Young Hyson 
iiuiards, while limiting the comparison in the 
•uter of infused leaf to the specific standard 
ailed tor. examiners are advised to admit teas 
..’r, on jhc question of quality it they arc equal to 
her of the above mentioned standards. 

"The changes indicated above will take effect 
May 1. 1920, except as to teas shipped from 
abroad prior to that date, which will be governed 
v the regulations for the year 1919.”— Lamm. 


COFFEE CRISIS IN ITALY 

The Government Monopoly Has Caused an 
Alarming Situation, One Trader Pre- 
dicting the Death of the Trade 


sacks in its Genoa stores alone, early in the war 
could claim n lending position oil the market ; 
and now with the intervention of the Government 
it can neither claim such a position nor, in fact, 
supply its own needs. As to prices, the protit re- 
served to the States was 60S lire per quintal, mak- 
ing the price of Santos 1,200 lire to the con 
sumcr; and this in face of the statement that the 
goods controlled by the State have suffered the 
smallest rise in price. 

Current arguments, of course, arc in favor of 
the return of coffee to its old lines, for which a 
continuous campaign has been carried on ever 
since the monopoly was mooted, and more espe- 
cially since it was introduced. Perhaps the agi- 
tation will succeed; hut that is by no means to 
be calculated on. A similar agitation was main- 
tained for a long time against the State proprie- 
torship of the railways. It failed, and they con- 
tinue the property of the Slate still. It wants 
more than a seer; it wants some otic who knows 
to say how the agitation will end. R. T. 

A COFFEE SUBSTITUTE WARNING 


(Special Correspondence) 


Rome. March 12, 1920. 

p OFFER traders here say the situation is 
alarming. One authority declares it looks 
"w the Heath of the coffee trade, and the failure 
: the Government monopoly. The coffee mo- 
' My crisis is what one speaks of now, and the 
Appearance of coffee from the market is tak- 
*:; r place at an alarming rate- 
The Government is charged with having, taken 
> hurtxightcd view of the business from the be- 
c.i.r.inL' ; hut, as a matter ot fact, the position 
things both at home and abroad have upset 
expectations. The Government would not 
the necessary provision for supplies, con- 
*^ r, K m the certainty of a fall in prices. But 
; ie producing countries took no account of the 
foresight of the Italian Government, and 
,nr<s went on rising quite indifferent to the 
■Calculations of Italy. Finding itself short of 
•tue the Government has to buy at greatly cn- 
prices. Whereas last August it might have 
*s.ii superior Santos at 127/8, with the ex- 


" 5n f> c at 40/41 ; it must now pay 134/5, with the 
change at 51. This means a difference of at 
130 lire per quintal, with an obvious loss 
• 1 e present price is maintained. Now, it is pro- 
- -d to raise the price and to reduce the con- 
Jrn Ption with an obvious reduction of the Treas- 
receipts. 

!t 's lamented that Italy, -with about 1,200,000 


Department of Agriculture Warns Buyers 
Against the "South American Coffee 
Bean” and the "New Coffee Bean” 

(From a Staff G>kkksii)N1)ENt) 
Washington, 1). C., March 11, 1920. 

T ill. Department of Agriculture has just is- 
sued a warning to buyers about some so- 
called coffee beans, which have been exploited 
recently by extravagant statements in advertise- 
ments under the names of the 11 South American 
coffee bean” and the “new coffee bean/’ The 
former is the jack bean, and the latter the soy 
bean. Both are well-known plants, and there is no 
justification, says the Department, either for ex 
travagant advertising claims under new names nor 
for exorbitant prices for the- seeds. 

The use of the seeds of various legumes and 
cereals as coffee substitutes is not new. A few, 
especially the soy bean, possess some merit as 
coffee substitutes, but the desirability of any is a 
matter of individual taste, says the Department- 
The soy bean, almost since its introduction into 
America, has been exploited at different times as 
“ coffee berry,” “ coffee bean,” “ new coffee plant,” 
“ domestic coffee berry,” and “ new domestic cof- 
fee berry.” For many years it has been used to 
a slight extent in Europe, especially Switzer- 
land, as a substitute for coffee- In Japan and 
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southern Russia the soy bean is prepared as a 
coffee substitute and placed on the market. This 
product is ground very fine, and has much the 
same appearance as coffee. 

For those who desire a substitute for coffee as 
a drink, the dry beans of any variety of soy bean, 
when properly roasted and prepared, may be used. 
Prepared as coffee, the soy bean gives a liquid, 
which in color and aroma is similar to coffee, but 
it has no stimulating effect. Many people who 
can tolerate cereal drinks think the soy bean fully 
equal to the cereal coffee substitutes. 

The use of the jack bean for “near” coffee is 
not a new thing, and its merit for this purpose 
is no greater than that of many other beans. For 
forage, the jack bean is not equal to the soy bean, 
velvet bean, or cowpca, and thus far it has not 
shown that it is of any particular value in Ameri- 
can agriculture. — L a m m. 


COFFEE FROM LATIN AMERICA 

Brazil, Colombia and Venezuela Show Big 
Gains in Exports to the United States; 
Central America Reports Losses 

(Special Correspondence) 
Washington. D. C„ March 23, 1920. 

R ECORD values marked the import and ex- 
port trade of the United States with Latin 
America in the calendar year of 1919, according 
to a statement just issued by the Latin American 
Division of the Bureau of Foreign and Domestic 
Commerce. In discussing imports into the United 
Slates the Division states : 

The commerce with Brazil reached a total of 
$348,226,929, representing an increase of 124 per 
cent over 1918. The increase in imports was 
more than $135,000,000, or 140 per cent. Coffee 
comprised the bulk of this increase, the imports of 
that commodity growing 31 per cent in quality and 
213 per cent in value, and reaching the record 
total of $160,038,196. 

Imports of Colombian products into the United 
States increased 73 per cent, the gains being chief- 
ly in coffee and hides. Hide imports doubled in 
both quantity and value, while coffee imports in- 
creased 106 per cent, or $15,657,795, in value and 
26 per cent, or 31,574,391 pounds, in quantity. 
Coffee imports into the United States from Co- 
lombia are second only to those from Brazil, 
though the Colombian coffee amounts to only a 
fifth of the quantity and value of the Brazilian 
products. 

Coffee imports from Venezuela in 1919 gained 


more than 100 per cent in quantity and about 
250 per cent in value. 

Imports of Central American coffee into % 
United States in 1919 fell off in quantity, but 
increased slightly in value. British statistics 
show that Central America sent much large 
quantities of coffee to Great Britain in 1919 than 
in 1918, and the profitable markets for coffee 
both Europe and the United States are now en- 
abling Central America to replenish its stocks o: 
manufactured articles. — B. R. W. 


COFFEE MACHINES FOR BRAZIL 


Department of Commerce States That Because 
of the Profitable Season, Planters in Sao 
Paulo Are Good Trade Prospects 

OFFEE planting and preparation lor ihi 
market does not require elaborate cquiprair. 
of machinery and tools. Mechanical weeder*. 
pulping machines, and vats with mechanic;.: 
stirrers are already on the market. Properly de- 
signed roller machines are used in removing 
parchment from the beans, while sizing and grad- 
ing machines perform those operations. Sim. 
it is estimated that any planter who has 100b* 
producing trees requires installations of his mu: 
for treating his crop and that the income four, 
such a plantation under present market conditio:? 
would amount to about $25, COO per year, iht*r< 
would seem to be a promising market tor >ur 
machinery among these planters, according w a 
statement by the Department of Commerce. 

Statistics show 3,436,326 bags of coffee valued 
at £2.3,764,667 of the present crop cleared frir. 
the port of Santos up to January 1, 1920. L' 
to that date 4,879,170 bags, valued at £30,3 Mb:, 
had been cleared from both Rio and Santos in ^ 
1919-20 crop, while figures for the correspond- 
ing crop in 1918-19 show 2,783,972 bags, valued 
at £8,742,467. On January 17, 1920, quotation? 
on No. 4 Santos coffee were 15 milreis per arrob? 
(22.046 pounds), or about $0.18 per pound 
United States currency. 

Figures based on the entire 1918-19 crop IJ 1,1 ' 
1 to June 30) show returns of 436.900 bag> j 110 '- 
than those of the previous crop, or 10.5" • 
bags, cleared for overseas. Of this amount 
United States took 4,299,061 bags, a decrease v 
2,159,323 bags when compared with the 
of 1917-18. The port of Santos handled 7.8:^^ 
bags of the entire coffee crop, the greater P^ r j ^ 
which was grown in the State of - iD _ 
where, according to Consul Hoover, tnore ^ 
1,174 coffee planters who are buyers or pro>f* 
tive buyers of machinery. 
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Various estimates have been made for the pres- 
C( ,ffce crop from Sao Paulo, Brazil. On 
\ou-nibcr 26, 1919, experienced planters ex- 
rre ^ed the opinion that the actual Sao Paulo crop 
no t exceed 3,500,000 bags, though entries 
Santos, inclusive of Minas and Parana coffees, 
niiUit reach the 4,000,000-bag mark. It is gener- 
My Ll fffced that the next Brazilian coffee crop will 
Ti 't total over 7,000,000 bags, so that two years. 
• least, of high prices would seem to be guar- 
v. : .tced. 


NEW ORLEANS IMPROVES DOCK 

Green Coffee Association Lends $559,000 to 
Dock Board for Better Coffee Handling 
Facilities at Poydras Street 

(From a Staff Correspondent.) 

New Orleans, March 26, 192D. 

T HE Dock Board has agreed to an offer of 
the Green Coffee Association to a loan of 
>5:9.000 tor the estimated cost of extending and 
improving the Poydras street landing. The money 
to be repaid in a period without interest by 
:he diversion to that account of charges made by 
■he Dock Board for handling of green coffee over 
that wharf. 

The portion of the wharf not already shedded 
will have a two-story shed 700 feet long by 60 
feet wide and plans also contemplate construc- 
tion of a shed over a portion 260 by 260 feet and 
putting a mezzanine floor in the portion of the 
>heds already in use. The mezzanine floor is a 
novelty in wharf construction here, although 
Jsed elsewhere. 

E. E. Lafaye, manager of the local office of J. 
Aron & Co., made the offer to the Dock Board, 
01 which he formerly was a member. Mr. Lafaye 
was one of the city commissioners and later a 
vice-president of the Canal Bank & Trust Com- 
pany, before accepting the position with Aron & 
The new arrangement is expected to make 
■he facilities for handling coffee here ideal. — 
E. K. P. 


CHICAGO ROASTERS TO MEET 
The meeting of the Chicago Coffee Roasters 
• Ration scheduled for the middle of March, 
*° ® SCU5 3 and get unified action on the thirty 
2*- terms plan, has been postponed to April 13. 
^ h President Brand and Manager Coste of the 
***tional association expect to be present, on 
p' nation ^ rom the Chicago president, Oscar 
€mmer » of Sprague, Warner & Co. 
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TEA LAW TRANSFERRED 

The Administration of the Law After, July I, 
1920, Will Be in the Hands of the 
Department of Agriculture 

(From a Staff Correspondent) 
Washington, D. C, March 27, 1920. 

A FTER the first of July of this year, tin 
United States Tea Law will be administered 
by the Department of Agriculture, instead of by 
the Treasury Department as has been the case 
heretofore. The bill was introduced by Senator 
Gronna shortly after the first of this year, and 
now both the House and the Senate have ap- 
proved. 

The Senate lias just passed that section of the 
Agricultural Appropriation bill which deals with 
the transference of the tea law, exactly ns it was 
passed by the House. Therefore, the conferees, 
when the bill goes to conference, will not, of 
course, have anything to do with this section of 
the bill. 

During the course of discussion in the Senate. 
Thompson of Colorado made a point of order 
on this transference and raised considerable ob- 
jection to it. However, the section was passed. 
Therefore, in accordance with the bill, after the 
1st of July of this year the tea law will be ad- 
ministered by the Department of Agricultural 
instead of by the Treasury Department. — Lamm 


MYSORE COFFEE MEN WANT RAILWAY 
The coffee planters of Mysore, India, recently 
presented an address to the governor setting 
forth some of the difficulties under which this 
industry is carried on, and made special refer- 
ence to the need of a railway from the coffee- 
growing districts to the port of Bangalore, ac- 
cording to a recent issue of “ Commerce." Cof- 
fee growing, which has been an important indus- 
try in the State for nearly a hundred years, has 
shown practically no progress in the last few 
years, even with the present high prices obtain- 
ing, but it is hoped that the future will show 
more rapid development. 


SHANGHAI MAY HAVE TEA BANK 
A prominent Anking tea merchant is reported 
to have recently petitioned the Chinese Ministry 
of Commerce for permission to open a tea bank 
in Shanghai, with branches in Pekin, Foochow 
and Anking. The proposed capital would be 
subscribed by tea merchants desirous of thus 
furthering the China tea industry. 
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MORE N.C.R.A. BRANCHES 

Pittsburgh Roasters Organize a Sectional 
Organization, and Philadelphia and Balti- 
more Firms Are Preparing to Unite 

D URING the third week of March, Felix 
Coste, manager and field secretary of the 
National Coffee Roasters Association, addressed 
coffee roasters in Philadelphia, Pittsburgh and 
Baltimore. One result of the trip was the for- 
mation of the ** Pittsburgh Branch of the National 
Coffee Roasters Association ” and preliminary 
steps toward establishing branches in the 
Philadelphia and Baltimore districts. 

The new Pittsburgh branch includes roasters 
in Johnstown, Erie and Mcadvillc, Pa. and 
Zanesville and Youngstown, O. The Phila- 
delphia branch will lake in Camden, Trenton 
and Cranberry, V J. ami l.mcasicr. Reading, 
Scranton, Easton, York and Bethlehem, Pa. The 
Baltimore organization will embrace Washington. 
I>. C., and Richmond, Va. 

\V J. Maliood. oi Noting, Mahoud & Co.. 
Pittsburgh, was chosen president of the Pitts- 
burgh branch, with George L. Neff, of Geo. 1.. 
Neff & Co., Pittsburgh, as vice president; li. J 
Blum, of 1 1 a worth & Dcwhurst. Pittsburgh, sec 
relaiy. and W. P. Benson, of the Dilworih Co.. 
Pittsburgh, treasurer C. 1C Bonsor of C. I" 
Bonsor & Co., Philadelphia, was chosen tem- 
porary president of the Philadelphia organization 
pending the actual formation of the branch. In 
Philadelphia and Baltimore it was planned l" 
hold organization meetings during Easter week. 

Manager Cosh- reports most successful meet- 
ings in all three cities, where he found the 
organization spirit -lu>ng among the roasters. 
His addresses to tin various groups dealt 
largely with the need for more X. L. R. A 
branches and the benefits accruing to roasters 
from membership in these sectional organizations. 
Mr. Coste also gave the roasters the same mes 
-age he carried in February to the Middle West, 
about thirty day terms, the association's freight 
bureau, the new cost ami freight contract and 
the elimination of certain trade abuses. He 
showed the Joint Trade Committees coffee film 
and outlined the plans for National Coffee Week. 

During the trip these linns applied for mem- 
bership in the association : The Phi worth Co., 
Pittsburgh, the 'Merchants Coffee Co.. Baltimore, 
the Hafncr Coffee Co., Pittsburgh, and the 
Sprague Coffee & Spice Co.. Denver. In addi- 
tion, the Thco. Poehlcr Mercantile Co.. Topeka, 
Kans., and Rcinhard & Co., San Antonio, Tex., 
also sent in applications. 


April, I'/v 

THE EXCESS PROFITS TAX 

It Is the Chief Contributing Cause to the 
High Cost of Living and Should Be 
Repealed Immediately 


Bv W illiam B. Colvkk 
F ederal Trade Commissioner 


I T seems quite clear that one of the chief 
* trihuting causes to the high cost ot In,,, 
the excess profits lax. Certainly this ia\ 
a burden and a temptation to business, i ] ; < 
never was a worse device invented that; 
scheme of "cost plus," and the excess pnffr 
is, in its essence, a cost plus arrangement. 

Under a cost pins arrangement. >ay <>t !u 
cent profit on cost, one can increase hi- : 
by one dollar only by wasting nine other iK..,: 
and we have that curious and impossible 
of attempting to create wealth by wasting 
How thk Tax Boosts Pruts 

In the excess profit lax when a com»r- 
reached beyond what is considered to be ;■ 
mal in profitableness, the surplus is partial! 
from it by increasing percentage. What m. 
Waste ami extravagance or an off oil ;•> 
as much profit with the excess profit lav 
alien as though it were not in opn\.;: • 
that is done by charging excess profit to 1 
means tile collection from all the people. . 

60 per cent excess profit tax rate has Ikx ; ri- 
ot a dollar, unnecessarily, in order tit-' 
cent may In added to divisible profit. 

And the excess profit tax or any miar :.c 
not paid by die tax payer. It is passed 
be passed «>n. in the price of the prod;-.' 
as it passe- on and on. it grows, likt 
ball rolling down hill, until it reache- ? 
And the public, whether represented b> '• 
president, a skilled mechanic, a farmer. 
chant, a common laborer or financier. :i.a v- 
the composite tax bill of all his pn toi-- 
passed to him. raises the price ol Ins < • v: ' 1 • 
whether that labor be stored up labor m ’ > ' 
of capital, labor of the hands, or In’" a' 
mind, to meet the new cost of living. • 1 
distressing process having made a compl'’ 1 
clc, it starts again, live endless spiral upvar... 

The tax is difficult and cumbersome V ' s ' 
and bears inequitably upon different min-.' • 
the same size and profitableness. As a ,n,u 1 


fact, it is a bonus given for inflated capita* •' 
and a penalty on conservative capitalize 5 
should be repealed at the earliest possible nH,,A _ 
and its repeal. I am certain, will result i*> ^ 
almost immediate lowering of the whole 
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hbv price structure which is a burden alike 
J ’ vc r>- citizen whether he be consumer, mcr- 
h iiiui'Cr, producer or taxpayer. 

THE Tax and Prices Will Decline 
i < d v, and I am not guessing, that between $4 
,j ^ urc taken from you and me and the man 
;1 h' street as ultimate consumers in excess 
tor every dollar that eventually gets into 
_ public treasury. Now 1 think that is pretty 
m uxation. H you knock the whole thing out, 

, price structure would come down. I think, 
i)s! ( , r three stories at least, and nobody would 
, hurt. Of course, the Government would lose 
[ i; , i ji tr revenue, and then you ask me to suggest 
; i would put in place of it. Plenty ot other 
; !iXIS have been Miggested by which to rai>e 

• For instance, a reasonably small direct 
lX that everybody can sec, evidenced perhaps by 
. ., lljn p on gross sales. We would In- a nation 
: :;ix payers, of course, and we would yell about 

'»nt we are a nation of tax payers now and 
; ,re paxitig $5 to $1, so why not put it out 
;;£• we can see it and take it and pay it and 

• k about it and have done with itr 

in the beginning, the excels profit* tax. as 1 
vii island it, was not a revenue device at all 
i ;e is what they said. During the war it he 
e’ 1 ; necMxHry to fix price* of various conituo- 
lo ke= p the market from going wild *»n 
commodities. 

'A hen it came to fixing price* on any given 
'’••■T’/iditv, no matter what it w;i\ tt was found 
was a very wide range in cog of prodttc 
’ 't the same article in ihe various pmcessr- 
aninaeiure in factories or mines «,r mills. So 
- as the theory > i fixing :» single price w;n 
• ;t!f *rid to. it was inrrssan that that price 
”'d V fixed h'gh enough to bring into pro 
"'"•■n ih amount of the commodity that wa* 
'ded :o supply the wants of the war time. So 
: had to put on a price which was predicated 
'»< cos; r,f production based on the higli cost 
"Peration then existing. 

Ine exo ^ profits tax was proposed as a means 
; h,r< % the undue profits which might accrue to 
l(AV cost operations could be gathered hack 
the Treasury to provide in part the money 
■' which the Government could pay the high 
prices, because the Government, then, as 
• know, was the. biggest customer for every- 

d'Ax Has Not Worked Out As Intended 
^hat is the theory of the law, and the history 
r kw* The theory was that by taking back 


thirty, or fifty or sixty or eighty cents on the 
dollar of undue profits, a condition of private 
profiteering would be avoided. 1 do not think 
it has worked out that way at all. It seems to 
me that it has been an attempt to lift ourselves 
by our boot straps, and that we have been losing 
much of the energy we have been putting into the 
lifting process. The inevitable result has been 
the creation of a price structure which has been 
and is absolutely intolerable and indefensible both 
to the producer and to the consumer. The pro- 
ducer is hurl just as much as the consumer, be- 
cause he himself is ihe consumer of every othet 
thing except the one little thing he may produce 
Nobody, in other words, is playing even on the 
game 

Since, as a matter of fad. the excess profits 
tax was created as an equalizer, in cases of price 
inflation, and for no other reason, and since prices 
arc no longer being fixed, even that reason for it* 
continuance i* gone, and I am waiting for some- 
body to give me a reason for continuing ii 

TEXAS GETS COFFEE DIRECT 
[Special Torres eon pen ce 1 
Galveston. March 16, 1920. -Texas coffee 
i'«asier>. and others in the Southwest, are ex- 
pecting a great increase in the. business of im 
porting giarn coffee through Galveston from 
producing .•..miirics, uMend of through New 
Orleaiu a> ha- Siren tin- ca.*r heretofore. Local 
a alert rout inured' and importers have reached 
:n, agreement whereby cotfee will be handled 
here in growing quantilic*. I he rales through 
Galveston to interior Texan points are Town 
than by way of New Orleans, and are equal to 
many points in the Middle West west of the 
Mississippi River \ W.IKHI-hag shipment is 
expected to reach here early in April, f • h \V 

\MSI.\t.K CO. IN NEW HANDS 
In ilic 1919 annual report of the American 
International Corporation which was issued late 
in March, it i* stated that the corporation now 
owns the. entire capital stock of G. Amsinck & 
Co., well known in the green coffee trade as an 
importer of food products. This is the corpora- 
tion which in 1918 look over control of Carter, 
Macy & Co. tea importing house, and also is 
interested financially in the United bruit Com- 
pany and the Allied Sugar Machinery Corpora- 
tion. 

The corporation reported a large volume of 
business for 1919, showing net earnings of 
$4,719,167 on a total capital slock of $50,000,000. 
h closed the year with a surplus of $7,569,543. 



TEA AND COFFEE SIGNS OF THE TIMES 

IJ IIow the renaissance of tea and coffee is being brought about, as 
illustrated by the latest developments in advertising, merchandising and 
the making and serving of our most popular beverages. 


TEA AND COFFEE IN THE NEWS 

Fact and Fancy, Comment Wise and Frivolous, 
Gleaned from the Press to Show the 
Trend of the Times 

II ERE are some of the best facts and fancies 
** that recently appeared in ihe press, care- 
fully selected to show ihr trend of public 
thought in regard to tea and coffee: 

Coppkk As tmk French Make It 

Now and again we hear one of our boys who 
was quartered "somewhere in France” wishing 
that he could have a cup of coffee that lasted 
like the French used to make. For the most 
part there is nothing that has or could appeal 
to them as does the good old home cooking, but. 
perhaps because of the great contrast with army 
fare, some of the dishes that they had over there 
made a deep impression upon them. 

Cafe au lait means to most Americans jus? 
coffee with milk poured into it, hut the breakfast 
coffee that the French -owed was really a good 
deal more than thi>. 

Cafe au lait is not made in France by the boil- 
ing method, but the ground product is put ini" 
a tiller and boiling water poured slowly through 
it. In this way its full flavor is obtained without 
any bitter taste. One tablespoon! nl of coffee is 
allowed for each cup. Cafe au lait is served in 
a very large cup holding almost a pint, and a 
goodly amount of boiled milk is put into the cup 
before the coffee is added. In some restaurants 
equal quantities of boiled milk and coffee are 
mixed together. 

In attempting to imitate the French methods 
of making coffee hear in mind that their way 
of roasting differs from our own. We roast our 
coffee berries just enough to make them a light 
brown color, while in France they are cooked to 
a much darker hue. According to the French, 
the flavor is more thoroughly extracted from 
the darker roasted product. Much of the French 
coffee is roasted at home in a simple iron pan. 
The secret of successful roasting depends upon 


keeping the berries constantly in motion with a 
wooden knife or spoon, for a single burnt berrv 
will impair the aroma of the entire mixturr 

A French coffee pot is a simple affair. It is F 
two parts, the lower section receiving the liquid 
after it has filtered through the grounds on the 
top. The strainer is fitted tight, thus preventing 
the escape of grounds and retaining the flavor 
and strength of the coffee. This type of pot F 
usually made of tin. 

There is another kind of coffee pot made n 
France of earthenware. It is widely used in 
America, and can be procured at almost an) 
household goods store. The strainer of this py 
is not fitted tight, hut is heavy enough to kwj' 
its place by its own weight. Its advantage over 
the tin pot is that if the coffee is to be kept a 
short time it does not impart a peculiar taste 1 
the beverage which the tin may do. 

Before placing the ground coffee in the rille: 
the French suggest healing the two parts of the 
pot with boiling water, thus preventing the dui. 
which would hinder rapid percolation. Mea^un 
as many cups of water as needed tor cups 
coffee and some over, the amount in adiliiF- 
depending on the quantity made. 

It must he kept in mind that the grounds T 
sorb a certain amount of water. When the wau 
is bubbling pour it slowly over the finely ground 
coffee that has been placed in a strainer K cep 
the water boiling during the process. When the 
water has filtered through, the upper part ot the 
pot can be removed : the cover may be adjuster 
on the lower portion in which the coffee may 
be served. 

If you have not a French coffee pot an ex- 
periment may be tried in the following way: 

Put two rounding tablespoonfuls of fhtcly 
ground coffee into a pitcher that has been rinsed 
out with boiling water. Over the finely ground 
berries pour a pint of freshly boiled water and 
stir it carefully to saturate the coffee. Co ver 
the pitcher with a cloth that is tied tightly over 
the top and allow the mixture to stand for 
minutes. 

Have another heated vessel waiting (a phebe* 
if you care to use it) and lay a piece of 
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l, n ihat has been scalded over it and pour 
c0 ffce carefully through the cloth strainer, 
rhc Finished product will be a clear, fragrant 

■. ttce. 

The French maintain that coffee should be 
Mjml just as needed; if ground too long in 
U;i!ice it dries out and loses both strength and 
aver. Therefore, the coffee mill finds a place 
; only in every hotel and French restaurant 
ji also in the homes of the poor peasants, 
jhev arc particular to keep the coffee in a dry 
/id warm place. An earthen jar covered lightly 
with a close fitting lid is often used as a con- 
'ew York Evening Telegram. 

i .,KFEt Shop Supplants Old Mission Bar 
|,s the “Mission Coffee Shop*’ now. 
s, ime unique, interesting transformations have 
■■•Fwed in the wake of the end of John Barley - 

■ Many of the old-time familiar muhogany- 
r-td saloons have discarded the name "Cafe” 

: ‘Buffet” and are now dispensing “coffee’ 
r .ire dealing out candy, fruits and sodas and 
isolates. 

The latest of the old-time well known liars i<> 
<r into the “coffee and” busincs-. i> the MF- 
, Bar, at 217 West Madison si reel. Emil 
. the proprietor up to January 1<>. had con- 
; - I the place for nine years as «*ne of Chi- 

...A best regulated .-almm-:, and when John 
lights went out at midnight January 16 he 
along with his re>tauram tiinil today, when 
r:>MOuneed lie had installed the “ Mission 
•he Shop.” 

Mr. Rut z is one of Chicago’- old cm caterer- 
■'-•1 saloon men, having in years past been asso- 
with the old Sherman house. \ogc1-angs 
'he Edelweiss cafe. -Chicago Tost. 

Coffkk As Stimulant 
5 ffee is not a food, it is a stimulant. The 
• i '’vc principle in coffee is caffein. t aifein is an 
*. nailed and is a strong stimulant to the central 
'■rv'is system. Coffee stimulates the heart ac- 
: and quickens mental activity, li removes 
;t -e-nsc of fatigue, both mental and physical. 
" 'V;,v demonstrated in the army when lone 
were necessary. Coffee also has the 

■ “‘Uig feature of a fragrant aroma, which. 
c r ause of the effect upon the mind, incites the 
v.nv :f gastric juices. As a substitute for al- 
' 'bohe stimulant coffee has no equal. When 
F-ydcally tired, or mentally jaded, step into a 
■^srtiord Lunch, call for a cup of Hartford 
-i'eciai Coffee, after drinking which you may 
partially forget your “ loss of independence.” — 

•Alford Lunch Classics 


Afternoon Tea in An Art Club 
The air was full of the odor of steaming coffee 
and bits of light conversation on the Freudian 
theory and Schopenhauer and such, while over 
in a corner a chess player checkmated and 
paused to drink a demi-tasse at the first of the 
afternoon teas provided by the Art Club yester- 
day in an effort to revive the old coffee-house- 
meeting custom of olden days. 

There were no cocktails as of old, but only 
coffee percolators, or little china teapots, but the 
wit sparkled no less brightly. Checkers, chess 
and dominoes were provided for those who did 
not wish to indulge in conversation. 

E. C. Lindsay, chairman of the House Com- 
mittee, announced that the teas will be con- 
ducted every afternoon at half-past four for club 
members. Other clubs said yesterday that their 
House Committees were considering the institu- 
tion of the cu-nmi. Thihulelt'hui Tress. 

A NEW COFFEE SHOP CHAIN 

An Iowa Company Starts a Chain of Specialty 
Stores Which Are Dedicated to the Idea 
of a Fresh Roast Every Day 

S TARTINC with the 'significant slogan of 
“Right from the Roaster, ” the Java Shop- 
Complin. Davenport. Iowa, has begun to exploit 
ihe hu-ine— p<o-iliilitics in fresh-roasted cof 
fee. The company has begun a chain of cotTie 
-pecialiy .•■Imps. which is cxinrted eventually 1" 
-pread ihro i Ji ill*- Middle West. 

1 lu- first .-ton- a a - opened recently m Haven 
I m i ; . 206 liradv -mei. under the name oi 

the " lava Shop.” Roa-iiu:* is done in Royal 
Cijmpnnii'. supplied : »y the A. I Deer (ompanv. 
According lu ihe plan **f uprruliou, just cii'Migli 
coffee will lie r*'a-ied each day lo meet ihe de 
maud. 

Sanitary -urvoiindimrs will also he a feature 
oi the shop-. The chiks will he costumed in 
white and a high -landard of cleanliness will be 
maintained in each stoic. Coffee brown signs 
with white lettering will he used. While the 
Java Shop- will feature coffee, they will also 
handle peanut butter, made fresh every day. 

The chief hacker of the system K George Mar- 
lin, of the Mari n cigar group of stores and the 
Green Mill garden chain. His partners in the 
enterprise are George Plastcs, a former pro- 
prietor of the Bo-ton cafe and an experienced 
coffee man. and Theodore K. Kochakes, of Mo- 
line. for 'ears an importer of coffee. The or- 
ganization plans call for an eventual incorpora- 
tion of about $11X1,000- 
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AN HISTORIC COFFEE POT SIGN 

It Has Stood for Many Years in a Southern 
City, and Around It Has Crown Up 
Many Interesting Legends 

OFFER pots have frequently been used as 
signs by roasters and dealers, but so far 
as known no firm has had one as large as that 
which has been standing for more than half a 
century in one of the principal streets of Win- 
ston-Salem, N. C. Xor has any other pot had 
the historic associations which legend has built 
up around this old Salem landmark. 

The pot is made of tin and measures about 



A Celebrated Coffee Pot Landmark in Win- 
ston-Salem. \ T . C. 

twenty-live feet high and fifteen feet across the 
base. It was first used several years before the 
outbreak of the Civil War as a sign for a tin- 
ware repair shop run by a man known as ‘'Old 
Mickey.” Since then the character of the town 
has changed and the pot now stands beside the 
curb of a well-to-do residential street. It is 
located on the dividing line between the Win- 
ston and Salem parts of the twin city, and is 
within sight of the eld Salem college for women. 

Many legends have grown up around this old 
landmark. One of these tales has to do with 
a deserter from the Union Army during the 
Civil War who is said to have cut a hole in the 
bottom of the pot and hid within for several 
days while his regiment searched for him in vain. 

The pot is now to be exploited by the Taylor 
Grocery Company of Winston-Salem. This firm 


is preparing to put a package coffee on tht i--. 
ket in a national campaign under the brain! 
of Old Salem Landmark Coffee, using a 
of the historic pot in its label and adverti, j-. 
matter. 


GROCERY TRADE DIGEST 

9 The most important news happenings j 
of the month boiled down for busy readers. 

AMERICAN SUGAR CO. REPORTS 


President Babst Shows That the Volume of 
Business in 1919 Was $100,000,000 
More Than in 1918 


I N his annual report for the year 1919, Earl 
D. Babst, president of the American Sugar Re- 
fining Company, shows that the company did * 
business of approximately $300,000,000, with a nc 
profit of $10,283,081.92. In 1918 the company- 
total sales reached $200,000,000 which shows sr. 
increase last year of $100,000,000. 

President Babst’s report also pointed out ;h,v 
the American Sugar Refining Company is now 
doing only 27 per cent of the sugar business of 
the United States, as compared with 60 per cent 
in 1900. To regain some of this trade, the com- 
pany is increasing its capacity at Boston, plannin: 
a new refinery at Baltimore, and has purchased 
a raw sugar plantation in Cuba. The company 
now owns but six of the 22 cane sugar refineries 
in the United States. 

The report further shows that sugar consump- 
tion in the United States was more than 4.000, 
000 tons in 1919, which is 500,000 tons more thar. 
in the preceding year. Production in Cuba anu 
the United States for the year was 6,173,204 ton?, 
as compared with 4,290,533 tons in 1913. 

Charts and diagrams appended to the repor: 
show that the company maintained a wholesale 
price on domestic business of 9 cents less 2 pci 
cent cash discount from September 9, 191?- | c 
January 13, 1920, and that the price of sugar -ti- 
the United States has remained consistently lone 
than in other countries. _ 

The company has 20,665 stockholders. 
average holdings of 44 shares each. According 
to the report, $564,124.70 has been paid cut ■■ 
pensions, $143,204.22 in sick and injury benefit- 
and $55,800 in group insurance. At the end o- 
the year there were 8,187 employees h 1?nr 
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:■ |j policies aggregating $5,755,600, covered in 
ne L , i the largest policies ever written. All em- 
,j ov ec 5 are insured after three months’ service, 
vithout charge to them. The company maintains 
;yC k purchasing plans under which employees on 
he administrative, sales and clerical staffs have 
isrchascd 5,823 shares of a par value of $582,300. 

Wholesalers Start Case Against Packers 
The opening gun in the rate fight of the 
National Wholesale Grocers’ Association against 
he “Big Five” packers was fired at Washington 
,:i March 26 in a hearing before the Inter- 
ne Commerce Commission. On this day the 
rroccrs urged the commissioners to restrict the 
:*c of railroAd cars by the packers to handling 
■resh meat and packing house products, and 
hat the list of such articles be revised. A. T. 
rindcl, a traffic expert, introduced tables to 
■how differences in the service accorded the 
rroccrs and that given the packers. His tables 
•bowed that 7,450 towns in 36 States not reached 
y the grocers are served by the packers. The 
-ackers explain that they own a number of cars, 
■o are able to secure service where a shipper 
without cars cannot. 


Specialty Brokers Organize 
On March 18 a new branch of the American 
Specialty Manufacturers’ Association was formed 
ii New York City under the name of the New 
\ork Specialty Brokers’ Association, with E. W. 
Murphy as president, W. C. Freeman, vice pres- 
cient, and M. C. Boyer, secretary- treasurer. It 
hoped that by means of the new organiza- 
tion many of the causes of friction between 
manufacturers and distributors will be removed. 

Canadian Grocers Tell Profits 
During the course of a recent government 
investigation of wholesale grocery practices and 
prices in Canada, it was developed that the 
highest profit made by selected firms was 5j4 per 
Cf nt. on the capital invested, and 4 per cent, on 
S , • grocers announced that they were 

satisfied if they could make V/2 per cent, on their 
sales. 


The Army’s Surplus Canned Goons 
he Secretary of War Announced on March 
- ffiat the number of cases of surplus stocks of 
-‘nued vegetable foods held by the War Depart- 
S ent IOr sa le in 1920 consisted of the following : 
4fl°nnD t0eS peas 35,000, apples, No. 10 

W, ' a PPl e butter No. 10 15,000, apricots No. 2 
m > a P»cots No. 10 15,000, Asparagus No. 


2J4 70,000, beans, green, No. 10 35,000, beans, 
navy, No. 1 500,000, beans, navy, No. 2 120, (XX), 
beans, navy, No. 3 750,000. cherries No. 2 380,000, 
jam No. 2 1,000,000, pears 500,000, peas No. 2 
800,000, pickles, mixed, 150,000 (pints), pineap- 
ple No. 2 300,000, pineapple No. 2’j 100, (XX). 
pumpkin No. 2 600,000, spinach No. 2 90,000. 
tomatoes, Nos. 1, 2, 2pj, 3 and 10, 4,000,000. 


Fixed Resale Prices Again Charged 
An indictment containing fifty-six counts, 
charging violation of the Sherman ami-irust 
law, was returned by a Federal grand jury here 
today against Colgate & Co. The indictment 
claims the company illegally fixed resale prices 
of its products to wholesalers and jobbers. The 
company was indicted in 1918 for fixing resale 
prices, but because of a technicality a demurrer 
to the indictment was sustained 011 (he ground 
that it did not charge that the company made 
any price fixing agreements. 

Colgate & Co., in a statement given out after 
the indictment was issued, denied that price fix- 
ing agreements were made with dealers. 


National Wholesalers’ Secretary Out 
Alfred H. Beckmann, who has been secretary 
of the National Wholesale Grocers’ Association 
since its formation fourteen years ago, has re- 
signed. He may be succeeded by Walter JL 
Timms, assistant treasurer of Austin, Nichols & 
Co. H. M. Foster, secretary of the New York 
State Wholesalers’ Association, has been men- 
tioned for the place, but the majority of opinion 
seems to be in favor of Mr. Timms. Mr. Beck- 
mann has been in poor health for some months, 
and this is said to be the reason for his resig- 
nation. 

Baking Powdf.r Maker Announces Increase 
In announcing a new price list on its Ryzon 
baking powder, effective March 1, 1920, the Gen- 
eral Chemical Company points out that the ad- 
vance in wholesale prices of Ryzon since the pre- 
war period has been only 70 per cent, as com- 
pared with an average advance on food commodi- 
ties of 134 per cent, since 1913, as estimated by 
the U. S. Bureau of Labor Statistics, 


New England Wholesalers Convene 
The second annual convention of the New 
England Wholesale Grocers’ Association is sched- 
uled for April 16, at the Hotel Brunswick, Bos- 
ton. A banquet will be held in the evening. 


Rice Men Join Chamber of Commerce 
The Rice Association of California has become 
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affiliated with the San Francisco Chamber of 
Commerce, on the same basis as the Green Coffee 
Association and the Grain Trade Association. 
Robert C. Mason, secretary of the coffee organ- 
ization, is also secretary of the rice association. 

Co-operative Buying in New Jersey 
The “Co-operative Grocers of Trenton” has 
been formed in Trenton, N. J., by a large num- 
ber of retailers who intend to buy their goods 
through the association under the co-operative 
buying plan. Mark Purcell is temporary presi- 
dent. (ioods will be bought in jobbing quanti- 
ties and stored in the association’s warehouse. 


Unfair Competition Charged 
Unfair competition has been charged by the 
Federal Trade Commission against the Big Four 
Grocery Co., Chicago, the Atlanta Wholesale 
Grocery, Atlanta, Ga., and the Liberty Wholesale 
Grocers, Chicago. The Wholesale Grocers’ As- 
sociation of El Paso, Tex., has also been cited 
under similar charges. 


England Has 500 Grocery Associations 
There arc nearly 500 grocers’ associations in 
Great Britain, according to A. J. Giles, secretary 
of the Federation of Grocers’ Associations of 
the United Kingdom. These bodies have an 
aggregate membership of some 20,000 retail 
grocers, representing between 40,000 and 50,003 
shops. 


COURT AFFIRMS TEA CAN RULING 
(From a Staff Correspondent.) 

Washington, D. C. April 3. 1920— Associ- 
ate Judge Barber, of the Court of Customs Ap- 
peals, has handed down a decision in case 2013 
of the United States against William A. Brown 
and Company. In his decision Judge Barber 
says : 

“Tea (free of duty) was imported in tin cans, 
each can being in a closely fining bamboo basket. 
Duty was assessed upon the containers, namely, 
the basket and the can, as an entirety. The im- 
porters protested that the can was free of duty 
and that duty should only be assessed on the 
basket. The Board of General Appraisers sus- 
tained the protest of the importers and the de- 
cision of the Board is affirmed.” — Lamm. 


PARK & TILFORD HEAD DIES 
John Ritchie Agnew, president of the grocery- 
firm of Park & Tilford. New York, died March 
28 at his home in Glenbrook, Conn., age 71 years. 


MAINLY ABOUT PEOPLE 

News About Men in the Trade at Work 
and at Play 

Ross W. Weir, chairman of the Joint C:*?« 
Trade Publicity Committee, passed the month • 
March and part of February at Atlantic Ci:\ 
recuperating from an attack of bronchitis. 

W. J. Sprague, of the Sprague Coffee & Sp:;- 
Co„ Denver, Colo., visited the Eastern cur-- 
trade last month. He attended the meeting • 
Philadelphia roasters on March 18. 

F. J. Ach, of the Canby, Ach & Canbv !>.. 
Dayton, O., returned to his office early in A;::', 
after a vacation of several weeks in Los Altaic* 

Frank S. Shea, buyer for Leon Israel & t 
I iic.. New York, plans to sail April 8, on A 
Empress of Russia from Vancouver to Jap- 
This is his first trip to the Orient, and he ^re- 
in the interests of his firm. On his way acrc-S' 
country to Vancouver he stopped at several chin 
to meet old acquaintances. 

Louis R. Gray, of Arbuckle Bros., R: » 
Janeiro, has resigned as president of the Ann::- 
can Chamber of Commerce for Brazil, which hr 
has headed for the past year. 

J. Aron, head of the coffee and tea impon;:;. 
firm bearing his name, reached San Franc;- 
about the middle of March. Mr. Aron has be 
making a leisurely tour of the country, mix", 
business with pleasure. 

W. A. Marshall, formerly with Jard: 
Mathcson & Co., will leave shortly to take cb 
of the J. C. Whitney Company’s London oltic«- 

W. G. Powers, a partner in the J. C. \\ hiti-« 
Company, tea importers, New York, who h.»' 
been in Europe for several weeks, returned 
the United States late in February. During 
course of his trip abroad he visited Paris a: 
Rotterdam in the interest of his firm. 

Walter D. Stuart, of Geo. H. McFadder. & 
Bro., New York, returned during the month m : 
a brief visit to Hayti. He was accompanied 
Mrs. Stuart. 

Edward Aborn, of Arnold & Aborn, New 
had an article in the February-March issue ot < - 
General Federation magazine on “ How Shall 
Buy Coffee?” His message was addressed 11 
consumers, and offered constructive suggests-' 
about brewing. He also told how coffee 35 ? rC ' 
pared and marketed. 
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WHO'S WHO IN THE TRADE 


\n Appreciation of Oscar Remmer, Newly 
Elected President of the Chicago 
Coffee Roasters’ Association 


0 [' the many roads to success in American 
business life, that with the signpost Industry 
nd Loyalty is probably the shortest to the goal. 

■ • j % 1S the road which Oscar Rcmnicr has 
-,rd>Uiitly followed, and his labors have recently 
•, l( n rewarded in signal manner by his fellow 
r -.mjK'iitors electing him president of the Chicago 
i niice Roasters’ Association and his associates 
,, sprague, Warner & Company promoting him 
• tin \ice presidency of the company. Both 
(,nnr> have conic to him within the last six 
momlis. 

\\ Retnmtr's career should he an inspiration 
f.. r younger men in the wholesale grocery and 
roasting trades. Probably his outstanding 
ii;ir;.ctcrislic is the determination to hold on 
through thick and thin, a trait whicli he inherited 
from his Scotch mother. In addition lie is an 
:.<lt fatigahle worker ; he does not believe in 
cued hours when there is something to he 
In. lie holds his own interests subservient io 
h.-e Mi' his firm, and has made it a rule to be 
hc from obligations to his associates and ‘ 
cm and hold the respect and confidence of 
:»;« follow men. 

Forty-Two Years With the Same Firm 
Setting out in life with these principles for 
-ui'lancc, he began his business career in 1878 
with Sprague, Warner & Company, at the age 
i sixteen. He has been with this firm ever since. 
»'-0 marking his forty-second year. His first 
position was sugar and coffee sample boy to the 
cnior of the company, A. A. Sprague. Undir 
hi> tutelage he became thoroughly versed in the 
processes of grading, blending and roasting 
"life, grinding spices and compounding flavor- 
extracts and baking powder. Mr. Remitter’* 
industry and loyalty had their first big reward 
n 1895, when he was appointed manager of the 
department, which carried with it the duties 
: J-tneral publicity work and development of the 
* a c * iorce in this department. Further rccogni- 
r,n oi his work came in 1912 when he was 
. c a member of the board of directors. He 
T ' ame vice president in the summer of 1919. 
h ,‘^ r - Rimer’s abilities are known outside of 
firm, and when his name was proposed tor 
r -evident at the recent annual election of officers 
1 Chicago Coffee Roasters Association he 
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was elected unanimously. This year is expected 
to be the most important in the history of Tl re- 
organization, and it is fell that the new presi- 
dent is well qualified to promote the work of 
the association along broader lines. 

Though intensely interested in his business 
Mr. Remmer is mindful that all work ami m 
play makes Jack a dull boy." so he makes it a 
point to take a moderate amount of recreation 
regularly. During the winter he can often be 
found on the gymnasium floor of the Chicago 
Athletic Club and in the summer on the course 
of the Flossmoor Golf and Country Club. 


INSPIRATION CORNER 

Putting salt on the tails of fugitive big 
thoughts and bits of verse which make 
worth while the blending of sentiment 
with business. 

HOW TO 1.IYF. 

We lire in deeds, not years; in thoughts, not 
breaths ; 

111 feelings, not in figures on a dial; 

\\i should count lime by heart throbs, lie most 
lives 

Who thinks hum. fnb ihe noblest, acts the lust 

A DRAG IT! OF NATIONS HYMN 
God make the world one slate! 

All nations, small and great, 

One civic whole! 

Self-ruled each people be! 

All peoples linked and free! 

Glorious in unity 
From pole to pole! 

One world, one destiny; 

One race, one family ; 

One God above ! 

All states upheld in one. 

All laws excelled in one, 

All lives impelled by one— 

One life, one love. 

A GOOD CITIZEN 

A good citizen is one who is willing at all time' 
to make some sacrifice of his lime, means and 
convenience to advance the common welfare, and 
has such an abiding- interest in this that he is 
always watchful and needs no urging to do his 
duty. — Ex-Governor Judson A. Harmon , Ohio. 



The 

Blue Book 
of the 
Trade 


O'fte TEA 6- COFFEE 
TRADE JOURNAL 



WILLIAM II. I'KERS 
I’ri'sidcnt and Kill lor 


\V. K. BICKFORD 
ManauiiiK Editor 



II. DE GRAFF UKERS 
Secretary and Treasurer 


O. W. SIMMONS 
Advertising Managrr 


Publinitcd the 10th of each month for the tea, 
eulToe, spice and fine grocery trades by The Tea 
and Coffee Tbade Journal Company, 7U Wall 
street, New York, N. Y., telephones Ilanover 1655 
and 1656 ; Cable address, Teatbade. The address 
of the company is also the address of the officers. 


Subscription *: — In the United States and pi*, 
sessions, $3.00 per year; Canada, $3.25; all fi.r- 
eign countries, $3.50 ; single copies 23 crm*. 
Remit by money order or draft ; send currency by 
registered mail. Advertising forms close the fti 
of each mouth ; rates upon application. 


The Associated Business Paper*, Inc.; The New York Business Publisher* Association ; The A. B. C. Grocery 
Press- The Advertising Club of New York ; The Business Press Department of the Associated AHverti.in* 
Clubs’ of the World ; The National Editorial Association ; Charter Member of the Audit Bureau of 

Circulations. 


DOMESTIC Correspondents : Washington— h. M. 
Ijimtn, 63 Home Lite Bldg. ; .Vcw Orleans — E. K. 
1'f-lton, TtmcB-l'ieayune; San Francisco — ft. F. 
Manchester, 88 First Street. 


Los don : Tliomas Reece, 34 Cranhourn St. ; Jim 
dr Janeiro: J. p. Wileman, 61 Run Camcrlnc ; (v* 
mu ro Ceylon ; Ceylon Observer — A. M. & J. Fu- 
guson ; Calcutta : Charles Judge, 4, Mission Row, 


OUR BUSINESS CREED 

We believe the basic prinelple on which a trade paper should build in SERVICE — service to readers 
and service to advertisers, in a way to promote the welfare of the general public. 

We believe in the application of the TRUTH to the editorial, news and advertising columns. 

We believe In the utmost rranknefs regarding circulation. 

We believe the highest efficiency ran he secured through a CIRCULATION OF QUALITY ratlin 
than of quantity— that character and not mere numbers, should be the criterion by which the vain, 
of a publication should be Judged. 

Wc do not publish Iree reading notices or paid "write ups. 


Vol. XXXVIII 


April, 1920 


No. 


. COFFEE, THE VILLAIN, EXPOSED 

John L. Howard, M.D., has shown himself to be a convert to the school of coffee 
knockers by being guilty of “ Coffee — King or Knave,” which appeared in “ Physical Cul 
ture ” for February, 1920. In this jeremiad upon the increasing consumption of coffee, h 
says that when “ hard-boiled ” medical men submitted coffee to the nitric acid test of science 
it assayed about eight per cent pure bunk. Such a scientifically meaningless and arbitral 
statement is unjustifiable. This, together with making coffee oil synonymous with cartesr 
and striking an analogy between the non-stimulant theobromine and the stimulant cafl ein. b. 
virtue of their ludicrosity serve to lessen the weight of the article. 

Considered in its entirety, Dr. Howard’s argument is less a denouncing of coffee and 
per se, than it is an arraignment of caffein. The innocuous character of caffein when 
gested, as in moderate coffee and tea drinking, has been definitely proven by many «hn> 
authority is as great as that of those cited by the author. And we strongly deny that co « 
drinking hinders the normal processes of elimination, or that it causes “ high blood pre- 
sure, worn-out arteries, frazzled kidneys, and frayed hearts.” If Dr. Howard can turnis 
any authentic reports of experimental work or definite references thereto, in support ot 
broad statements, we will be very glad to receive them and to consider them with an open rn ,n ‘ 

The morning cup of coffee, due to its caffein content, plays an irreplacable roU 
“ winding up the main-spring of mental and physical activity.” This stimulation, whic . ■ 
suits in a material increase of personal daily efficiency without any subsequent depression 
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. ... ,;olo"ical derangement, has no inherent qualities which argue for cessation of coifcc- 
vi'utmg- Call it habit if you will, but its beneficent nature must be admitted. 

\\ e are again moved to decry the unpardonable attitude toward coffee and tea which 
, O alamity-howlers have taken now that prohibition has removed their former butt, and 
■■uiirect source of revenue. Well may they be thankful for the prevailing modern tendency 
■o permit free speech without requiring absolute veracity. However, the proportion of think- 
1 , people is steadily on the increase, and to them every knock of this type actually con- 
tinues a boost. T. 

FOR BETTER JAVA TEA 

file editor of the ‘‘Dutch East Indian Archipelago" recently sounded a warning which 
tfce lava tea planters will do well to heed. He lays stress on the need for quality teas, 
pronouncing that well known truth that if "tea planters in Java will produce better liquor- 
teas, even at the cost of somewhat curtailing the output, they will do more towards 
making Java teas popular in the foreign markets than anything else that can be done." The 
editor reminds the planters that there has been prejudice against the Java product, "caused 
v shipments that were poorly manufactured and grown mostly from China seed; especially 
las this so in the case of the United States, to which country large consignments uf lea 
■ er e despatched at a time when no Ceylon or British teas were available and which were 
aite unsuited to American needs.” The writer does not believe that England's preferential 
aritf on tea from her colonies will handicap the Java lea interests in the long run, " as there 
i a general world demand which is steadily increasing and must be taken into account.” 

The editor is too sanguine about the effect of the English tariff on the Java tea trade. 
Ic quite ignores the important fact that the lower London auction prices for Java tea residi- 
ng from this discrimination are reflected in lower valuations in Amsterdam and elsewhere, 
vhich would not be the case if Java tea were accorded similar treatment. 

It appears that owing to the tremendous demand for Broken Orange Pekoes and 
iroken Pekoes, which made its appearance the latter part of I9 ! 9> many of the gardens 
n Java are making a coarser sifting of their product in order to gain a larger proportion 
it Knikens. for which they can obtain twenty to twenty-five per cent more than for leaf 
:ea at the present time. American buyers complain that this pr act ice has entirely disrupted 
the class of gradings they' have been accustomed to, and all old standards from gardens 
resorting to this course have been discarded. Orange Pekoes from such gardens show 
much less tip, sometimes none, and the quality of these, as well as the Pekoes, is inclined 
to be weaker and therefore less likely to be of service in the place of Indian and ( cylon 
teas, which show no such change in manufacture or sorting methods. 

It is Hoped that all Java planters will revert to the method of sorting which obtained 
before the abnormal demand for Broken® developed. The new style of leaf is not attrac- 
tive to American buyers. Nor is the attenuated cup resulting from the same cause likely 
to make new’ friends in this market. America wants to see Java tea at its best.— S. \Y. >. 


COMMENDABLE ASSOCIATION ENTERPRISE 

Perhaps the only drawback to unprecedented activity in the coffee trade, particularly in 
tbe roasting branch of the business, is the deplorable shipping situation. 

The National Coffee Roasters Association is to be commended for establishing a traffic 
;»«au designed to alleviate this situation. It is regretable, however, that Manager Metcalf 
“as not been given the assistance and organization that would enable the bureau to func- 
! . l0n at its highest level of efficiency. It would be unfortunate if half way methods are 
allowed in working out this constructive bit of association activity. 

, Judging by the progress already made, the bureau has justified its existence m spite of 
handicaps. It remains for the Association to place it on an adequate working basis, and 
!? r the membership to take full advantage of the facilities offered for speeding up coffee 
““’ptnents and thus contributing to the prosperity of the trade as a whole. . h. 
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PEANUT ROASJgNG v, e TEAS-£XTRAGiTS SPIELS 


COFFEE ROASTING . 


I low I.ciiks, ••The Cooke Man," Featckks the I-uesiii.v Rhasteh Idea in his Wixuu.i 


Sniok»> fr«ini tin* rousting tnm*!iiiii*s is Mown into sfm*t thmusili tlx- i-nfiVo pot hanging ov» r (!)<• < I • <t . r 



Forward Section of the Luhrs Wholesale Coffee and Peanut Roasting Department 
The equipment includes two roasters, cooling and stoning units, granulators and weighing 

A SUCCESSFUL RETAIL AND WHOLESALE ROASTER’S STORE 



A SUCCESSFUL COFFEE SPECIALIST 

•J The story of a coffee specialist who based his merchandising plan on 
fresh roasts, constant demonstrations and unfailing consideration of his 
customers, and became the leading distributer in his territory. 


t-'q a ;| mcn who ask how to Micrccd in the 
1 roasted coffee business, A. 1 J . Luhrs. the 
. ( .itTec Man of Poughkeepsie." replies: Roast 
r coffee fresh every day; demonstrate it in 
,.., r s j ( jre; know how to roast and blend prop- 
A cater to the wants of your customers and 
, :t specialist. If you must handle other pro 
keep away from the general grocery line, 
your ‘Coffee Store’ will soon become an 
: dinary 1 Grocery Store.’ ’’ 

*!';»■■ reason why people ask sucii questions of 
Mr Luhrs is found in the story of how he 
ved success first as a retail and later as a 
. In desale coffee roaster in a little more than iwu 

A tore hecoming a coffee specialist Mr. Lulu s 
for several years a traveling salesman in 
: e. her line of business, which, he says. '* was 
as far from coffee as tlje North Pole is 
the South.” In his travels he noticed 
■ 'ixTOtis merchandising mistakes which his cus- 

• rs seemed to be wedded to, and he deler- 
: ;;m) to avoid them when he started in business 

• himself. 

iii- chance came in 1917. and on July 28 of that 
•r he opened a store, measuring eleven by 
v.eigbl feel, in Poughkeepsie. X. V. Ills 

• s in trade consisted of -omo definite mi:- 
-Using ideas and twenty-eight sicks of green 

twelve half chests of irn. and liiree sacks 
'aw peanuts. Xext tc his Xu. 7 Pin ns coffee 
"■••'ter, Mr. Luhrs’ tnerchan’T-ing ideas were 
: ably the most valuable part ui Lis equip- 

-Uit. 

ideas were the same as those recounted 
1: 'he opening paragraph of liiis article. Mr. 
t-'.thr? lays much stress upon the value of demon- 
s ‘ratrons. In telling about his first day's experi- 
he says : “I opened my store expecting to 
0 in enormous business, with the result that 
,l '‘ rec °ipts were $33.12; but my demonstration 
•> ’!e turned out over 1,200 cups of coffee abso- 
-ttly free. I started to demonstrate coffee and 
- n united until I got blue in the face.” 

Mr. Luhrs is of the opinion, based on experi- 
" nce ’ ^hat while demonstrating adds to first ex- 
* jer,!e . it is the cheapest advertising you ever 
'* n do. and is lasting. It is common to hear 
* 0Tnen Sa y ‘ ‘ Let's go down to Luhrs’ for a cup 
‘ co ^ ee >’ and whether they buy anything or not 


I make them feel that they are welcome at all 
limes. My demonstration room is a Hireling 
place for women.” 

Another featmc oi the Luhrs* merchandising 
plan consist' of a large coffee pot hung outside 
of the store over the (lit ranee. The pot is painted 
bright red and connected with the roasting 
machine, 'U that the smoke is blown into (he 
street. ‘‘1 can tell you.” sa\s Mr. l.ubrs, " o! 
hundreds of eases where women have come in 
and said the culler -null brought them into the 
store for some ’ iic-h roasted coffee 

Kxpcrunec has taught Mr. Luhrs that one of 
his strongest talking points L that his coffee is 
al\va\s fresh roasted, fie has built a wide repu- 
tation "U tlii' one point alone, and lately Ini' 
been supplying oilier retailers m ar Poughkeepsie 
with their 'locks of coffee. Starting with one 
coffee roasting outfit of about 75 pounds capacity, 
ho soon found that he needed another, and now 
has two complete roasters, with cooling and 
stoning equipment, mills and a weighing machine. 

Recently he made a lest to determine his direct 
roasting cost, and this is what he found: 

Km.isIi- 1 I .son iiuiMhIs . . 1 lirs. .id min. 

1 1 sing iwu rmi'i its. i 

(Pis • ••iisuun-il |m n.jist l.son pounds 11 

l .»v. I- I lo mast I. soil pounds .11 K. \V. hr« 

\| ; . ini' 2 1 rna'i s of T.i pounds ra- h. 

Ao-my ( :>•> ■ f'-r ••m-li mast ~l ‘ : i inin 

mis r<iusuin*'il f<*r eaWi ri»*i , *t ■ 11 

.\v«Tagi' power used fur «•:* fli roast 1<* K. \\ . Iir<. 

i',,si ,.f »;is t..r «a* )i roast <»f 7.7 poninls, al $1 

p.-r ihoiisiiint c uliii- fc>i-t . . : in.., 

Co si of «i--i ri<- powi-r for <*a<li r««is« "I i<> 

pounds, al n (-.-jits i" r K. W. Iimir ,, o. 

Toial i-ost i" roast 77 pounds am<ii loflVe $n t l 
Cost includes roasting, i-ooling and stoning. 

After several tests of the proper quantity to 
roast at one lime, lie found that 75 pounds L 
the best amount, in as much as the roast is even 
and proves a saving in both time, labor, power 
and gas. 

Fresh roasted peanuts are also a feature of 
Mr. Luhrs’ business. He roasts them in his cof- 
fee machines, a recent test showing that the 
direct cost of a 60-pound batch averaged 10.6 
cents. He found also that each batch required 
20 minutes to get proper results. 

The roasters are situated in the street window, 
where passersby can sec them and watch the 
roasting ooerations. This is another advertising 
feature which has proved its sales pulling value. 

The Liihr store is now both wholesale and 
retail, and has grown to more than double the 



454 


THE TEA AND COFFEE TRADE JOURNAL 


size ol the original store. A partition, with a 
connecting doorway, divides the two departments, 
and the roasting machinery is located in the 
wholesale section, so that the noise of its opera- 
tion will not disturb the retail trade. However, 
the partition docs not prevent the odor of fresh 
roasted coffee from reaching whoever may be in 
the retail store- -and this fact accounts for many 
sales of coffee that otherwise probably would 
have been lost. 

Up to this spring, Mr. Luhrs made a special 
feature of soliciting farm trade, and had three 
specially equipped motor cars selling from farm 


Aptil, 1(3 

store * and are no longer known as 1 the cog* 
store.' ” 

In regard to his relations with customers, *(£5 
successful coffee man says : “ My employees m 
instructed to sell all goods on a ' money back 
not satisfied ’ guarantee, and never to argue wisj 
customers, even if they are wrong; always gi Vf 
them the benefit of the doubt and refund tht 
money or give them something else. This is out 
of our great points and I want to say right her; 
that it is a great part of my success.” 

The measure of Mr. Luhrs’ success is this 
“ Saturdays we ring up from 1,200 to 1,400 salt? 



Retail Section of the Luhrs Coffee Store, With Demonstration Room at the Rear 


to farm, another attending to the city trade. 
Now that his goods have become well known, 
he plans to sell direct to country grocers, making 
deliveries to their doors every two weeks. 

While primarily a coffee specialist Mr. Luhrs 
also handles other products, such as spices, tea, 
extracts, baking powder, pie fillers, puddings and 
similar articles, but he does not sell general 
groceries. “I feel that the two (coffee and 
general groceries) do not blend any more than do 
oil and water, and I believe it is one reason why 
so many fail in the coffee roasting business. The 
little extra profit they gain in the grocery line 
seems to induce them to add a few things more, 
and the first they know they have a ‘ grocery 


on our cash registers as against 2S0 at the begin- 
ning. I am buying green coffee in 200 bag lot* 
peanuts in 100 bag lots and tea in quite a respect- 
able quantity. And from being myself the onlj 
worker in the store when first opened, wc ha?e 
grown to a store force of four men, beside rc>' 
self, and a lady clerk.” 

MARACAIBO’S COFFEE EXPORTS 
During the month of January, 1920, there were 
exported through the port of Maracaibo, \ el5e * 
uela, 43,877 bags of coffee, each bag weights 1 
kilos (132 pounds). Of this amount, 35.624 bag* 
were shipped to the United States, 7,358 bags 
Curasao, West Indies, and 895 bags to German)- 
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TWO NEW BRANCHES 

organized during the past month 
demonstrate the steady growth of the 

National Coffee Roasters Association 


Increasing Membership 

In Eastern and Western Pennsylvania 
called for the formation of branches at 

PHILADELPHIA and PITTSBURGH 

Other New Branches Are In Prospect 


The N.C.R.A. will not attain its full strength and usefulness until the roasters 
of every section are banded together in these divisional organizations and every 
roaster becomes affiliated both sectionally and nationally. 


National Coffee Roasters Association 

74 WALL STREET, NEW YORK 

Felix Caste, Manager Carl W. Brand, President 


When Writing Advertisers, Kindly Mention The Tea axd Coffee Tbade Journal 
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NEW COFFEE PACKING PROCESS 

A Description ol a Scaling Device 
Designed to Exclude Air irom 
Coflee Containers 

r T" , HK following i *• a <li -el ijua <11 <• i a new dc- 
A vtlupmrnl in I he packaging 01 filiee. 

Accoidiiig lo lilt: dc-igiici s aiul inamiKieLurers 
t>i I lie equipment used m this process, ii i> very 
similar to ihat followed in the packing oi coffee in 
tins by vacuum, tin air being “ pti'-livd otu ’ from 
the container .tiler the eolUe packed ill it. 

In llii > new process, a specially constructed 
fibre container, known as die “ Xapacan,” i> 
utilized instead of a tin can. The coffee is packet I 
in lightly and die air " pnsiud out ” just before 
die can is hermetically sealed. 

Ihe nil shown herewith illustrates the equip- 
ment used in the Napacuu process. Different fea- 
tures of die installation an .designated by letters. 

“A ’ i. the regulation automatic coffee filling 
machine such as is used in all coffee roasting 
plants. “ II ” is the Napa cat} jogging device used 
in connection with tile filling and the hermetic 
sealing machines. 

How Tin-: C ans Auk Filled 

In practice the empty can shown at the extreme 
right comes along a conveyer, pauses under the 
automatic filling machine, which fills it with a 
pound of ground coffee. It is then conveyed on 


April. i_,j 

to jogging device which is so constructed tha: 
can of coffee is at first gently jogged, then 
vigorously a.s a progresses, until by the hr-, 
reaches the- end of die jogger at " C," the g;-. 
Coffee lias been very lightly packed. After 
reached this stage at the point “ D” on th< 
or conveyer. just before it is to go into the - 
ing machine, a girl inserts a flanged top cap 
W ith die cap inserted the can then proto. . 
us course. The mechanism and tools 
ranged so that the can travels upward < 
lifting table into the machine, the tools conn •! 
and press the cap very lightly against the < • 
which is already in a compact mass. Dtirir. 
operation*. the flanged cap and the wall or 
of the can are locked firmly together. 
pr«<c«". i< entirely mechanical, no form 
Insive being depended upon. 

Thu Last Stef in the Process 
As the can leaves the hermetic sealer, ; 
incline “ E," it is completely sealed and t 
ready to go into the shipping case; it yet req* 
the extra friction lop cover. This is affixed ;c ' 
table " b,” by a girl who also puts on the <.\ ■. 
top cover. 

The hermetically scaled and friction cmcA 
cans then go directly into the solid fibre sliif»pii e 
ease, the top flaps of the shipping case arc n-Ti 
and the case of coffee is ready fo start on it' ivy. 
to the consumer. 



Illustrating a New Method for Hermetically Sealing Coffee Containers 





mi' tea wi> cue eke tkahe iovrnai 


Planks in Our Business Platform 

In the conduct of this business, we endeavor to carry 
out certain guiding principles, some of which are as 
follows : 

To always consider li r-i the inter- 
ests of our customers. 

To give our customers the kind of 
coffee they want, when they want it. 
at the lowest market price. 

To build up bv conservative and 
honest methods an organization second 
to none in this particular held. 

It is on the basis of these ideals that we seek to co- 
operate with green coffee buyers. 

J. Aron & Company, Inc. 

. Importers COFFEE Exporters 

York New Orleans Chicago Santos. Brazil komlon 



"'hen Writing Advertisers. Kindly Mention The Tka .and Coffee Trade JncH.vti. 
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The hermetic scaling machine where the 5J4” 
diameter is used will take one, two and three 
pound sizes without any changes in the tools. All 
that is necessary is merely to lower or raise the 
platform according to the depth of the can. This 
same machine will also take other diameters by 
merely changing the tools. The tools arc in unit 
form and go in or out of the machine as a unit. 

The manufacturers state that this process can 
be used to advantage in the packing of a variety 
of food products. They also refer to the eco- 
nomical feattire of this method in that it insures 
the use of a can of the least possible size as there 
is no extra space taken up by air. It is claimed 
that by means of this process the coffee packer 
practically has the equivalent of a vacuum tin at 
about fifty per cent less cost. 

The Napacan and hermetic sealing machines are 
manufactured by the National Paper Can Com- 
pany, of Milwaukee. The process is covered by 
basic patents issued on October 21, 1919. 

N. C. R. A FREIGHT BUREAU BOOMING 

The National Coffee Roasters Association 
freight bureau is proving to he quite popular 
among roasters in all parts of the country, ac- 
cording to reports from headquarters in New 
York. Bureau Manager Metcalf states that since 
February 20. when operations were actually be- 
gun, he has handled between 45,000 and 50,000 
bags of coffee for association members subscrib- 
ing to the bureau. The influx of work has be- 
come so great that the N. C. R. A. officials have 
decided to employ an assistant for Mr. Metcalf, 
to do most of the outside work in the “ Street." 

The Bureau is also party responsible for the 
greatly increased volume of accounting work that 
has fallen on George W. Toms, assistant secre- 
tary, and he too is to have an assistant. 


"BRAZIL TRIP FOR COFFEE MEN 
Several New York green coffee men are plan- 
ning to leave for Brazil on April 14. on the N. S. 
Vestris, among them being T. J. Woods, of 
Woods, Ehrhard & Co. ; Victor Cahill, of Arnold, 
Dorr & Co.; L. N. Goll, of M. Levy’s Sons; T. 
H. Baker, of the Eppens, Smith Company, and 
J. H. Windels. 


JEWEL TEA CO. REPORTS LOSSES 
The Jewel Tea Company had a bad business 
year in 1919, according to the annual report re- 
cently made public and showing a net operating 
loss of $1,274,046. In the preceding year the com- 
pany showed net profits of $695,737. 
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H. P. COFFEE CO. BUYS WESTEN 

St. Louis Tea and Spice Firm Absorbed to 
Provide More Manufacturing Space 
for the Purchaser 


| N order to obtain more space for mamtfac;u r . 
* ing operations, according to an announc. ni-r 
made in St. Louis recently, the H. P. CoS- 
Co. has bought the plant and business of 
Edward Westen Tea & Spice Co. Both arc 5: 
Louis companies and are well known in ■», 
Middle Western states. The purchase price 
said to have been $500,000. 

The transfer of property provides the II ? 
Coffee Co. with an additional 80,000 square Ev 
of floor space, practically double the for-i: 
space, and a large roasting plant, a big pack' 
factory and much modern equipment. 

The H. P. Coffee Co. is the outgrowth <•! !• 
Henry Petring Grocery Co., founded in l\v 
and its volume of business last year was i:> b 
neighborhood of $5,000,000. The compam at- 
tributes its coffee, tea, extracts, baking powb: 
and similar products in twenty-one states 
means of the mail order system, and its- - :: 
salesmen. N 

In telling about the transaction, H. C. 
president of the Westen company, said that 
will be engaged in aiding in the transfer i.e 
some time to come and therefore has not mail- 
definite plans tor the future. The Westen brand: 
are in the hands of the H. P. company. 


ENGLAND IS DRINKING MORE TLA 
(From a Staff Correspondent) 
London, March 4, 1920.— A trade authority 
here estimates that the per capita rate of eor.- 
sumption of tea in this country for the past ye«- 
was 875 pounds, as against 8 pounds m 19b 
6.97 pounds in . 1917, 6.87 pounds in 1916, a--'- 
6.62 pounds in the year before the war, An 
of the increased consumption may be gatn^'' 
from the fact that the January home tafciv 
and exports combined represented together a v - 
million pounds, as compared with 21 fflllil " 
pounds for the same month last year.— »• R 


HARRAL JOINS AMSINCK STAFF 
E. B. Harral, coffee broker in New Orh^ 
has become manager of the G. Amsinck & D' y, 
panv branch at New Orleans, succeeding H j" 
Danaher. The Harral brokerage business ‘ 
continued under the management of the A L 
penter. 



HARD & RAND 


Importers and Jobbers of Coffee 


Head Office: Branch City Sales Office: 

107 Wall St., New York City 202 Franklin St., New York City 


FOREIGN BRANCHES: 

Rio de Janeiro, Brazil Batavia, Java 
Santos, Brazil Cordoba, Mexico 

Sao Paulo, Brazil Guatemala City, Guatemala 

Victoria, Brazil London, England 

Venezuela 


DOMESTIC BRANCHES: 

Chicago, Illinois New Orleans, Louisiana 

St. Louis, Missouri San Francisco, Cal. 


Correspondents in all other principal markets 
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In Actual Display 

To judge accurately what ^he UNION DUPLEX 
BAG can do for one of your Brands, see the best 
that has been done with P aper Bags — rather than 
the worst. See the filled and finished package— 
rather than the deflated bag. 

It is significant that the Merchants who have investi- 
gated most carefully— who are most interested in 
efficient selling — are among the firmest friends of 

UNION DUPLEX BAG. 


UNION BAG & PAPER CORPORATION 

PRINCIPAL OFFICES ■ WOOLWORTH BUILDING • NEW YORK CIT 


This is the first of four display advertisements in behalf 

of The UNION DUPLEX BAG. The second 

advertisement will appear in the May issue of 1 he 
Tea & Coffee Trade Journal. 

When Writing Adrertisers, Kindly Mention The Tea and Coffee Trade .journal 
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FLOYD W. ROBISON COMPANY 

DETROIT 


Karch 26th, 1920. 


Ur. W. H. Ulcers, 

Tea 4 Coffee Trade Journal, 
79 fell Street, few York. 


Dear Itr. Ukers, 


It has not been difficult to get Coffeo 
men to realize why Cultured Coffee possesses such a re- 
markable flavor. Flavor and aroma are the direct result 
of the activity of ihizymes and i.icro Organisms. This holds 
true with Coffee the same as with other natural products; 
and what is more natural or logical than to supposo that 
where we have a pure Culture of Micro Organisms and a con- 
trol led activity, we wist of necessity get the cleanest, 
richest, most desirable flavor and aroma. 

It is not so easy tc explain why we get 
such remarkable un i f crmi ty in the product. I have long 
sought for an explanation of the very decided differences 
that occur in Coffees of the some general character. It 
was not until my discovery of the effeci of a pure culture 
of Micro Organism upon the Coffee that i began to under- 
stand why these Coffees as they come into the Country are 
so decidedly lacking in uniformity. Coffees with all kinds 
of organisms at work on them under a great variety of con- 
ditions of moisture, temperature, etc., cannot help being 
exceedingly miscellaneous ana greatly wanting in uniformity. 
The treating of such Coffees with a pure Culture under the 
right kind of conditions must of necessity bring them all 
up to a uniform high grade. This is exactly v.-hat takes 
place. 

aeside the remarkable effect of greatly 
enhanced flavor and aroma, the startling but tree result 
of the Cultural process is the development of almost exact 
uniformity of Product . 

I beg to remain 

Very truly yours. 


Cultured Coffee Bulletin ff5 
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; PATENTS AND TRADE MARKS | 

* Q Subscribers and advertisers may consult f 

j this bureau without charge, except that | 

postage for reply must accompany all in- | 
: quiries; there are no fees for trade-mark f 
\ searches. 

I Address all communications to Patent and | 

i Trade Mark Service, Tint Tea and Coffm | 

1 Trade Journal. 


PATENT OFFICE RECORD 

Patents Granted, Trade Mark Applications' 
Certificates Issued and Labels and Prints 
Registered During the Month 


[STAFF CORRESPONDENCE] 

Washington, D. C, April 1, 1920. 

H ERE follows a complete record of the latest 
activities of the United States Patent Office, 
in so far as they apply to the tea, coffee, spice and 
general grocery trades. 


Patents Granted 

Coffee Urn Valve — Henry D. Kelly, Kansas 
City, Mo. (1,334,497.) In a coffee urn, a boiler, 
a valve-controlled pipe leading from the boiler, 
means for locking said valve in closed position, 
and steam actuated means for unlocking said lock- 
ing means. 


Electric Coffee and Peanut Roaster — Mark T. 
Seymour, Stowe, N. Y. (1,334,876.) An elec- 


trically heated cylinder comprising a rotative!, 
mounted cylinder, a series of spaced strips of rc . 
sistance wire each arranged in spaced aligns-. 
within said cylinder and lengthwise of the sa ra 
said resistance wire in each of said strips shaped 
in zigzag fiat conformation to form a thin elec- 
trical heating element of high resistance, connec- 
tion for each of said stubs of zigzag resistance 
a source of electrical energy to heat said cylinder, 
and suitable insulation and covering for said strips 
of zigzag resistance on the inner surface of said 
cylinder to turn said heat inward or outward as 
desired. 


TRADE MARKS PENDING 
The following marks have been favorably acted 
upon. Any person who believes he would ke 
damaged by the registration of a mark may 
within thirty days enter opposition to prevent 
the proposed registration. All inquiries should 
be addressed to The Tea and Coffee Trass 
Journal, 79 Wall street, New York, N. Y. 


Week Ending March 2, 1920 

“ Pacomi ” over an Indian girl’s head. (126,- 
137.) Page-Conell Coffee Company, St. Joseph 
Mo. Coffee, tea and flavoring extracts. 

“ Home Maid ” over girl’s head and coffee serv- 
ice set. (125,693.) W. W. Devore, Cincinnati- 
Coffee substitute composed of corn, wheat and 
other vegetables. 

"Shedd" in a design. (125,096.) The \V. J. 
Sliedd Company, Chicago. Coffee. 

“White Oak." (124,105.) Globe Grocery 
Stores Company, Inc., Brooklyn, N. Y, Baking 
powder. 



Trade Marks Pending. 
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.*■!, 1920 

GOOD JAVA 
TEA 

Is Good Tea 

As in other varieties of Black Tea it is 
no longer a question of how cheap but 
how good. 

We have arranged for receiving the cur- 
rent production of several of the really 
good gardens. May we quote you for 
April — May arrivals ? 

Fresh Tea is an Advantage 

Handelmaatschappy “Transmarina,” Inc. 

(Trading Company “Transmarina”) 

62 WILLIAM STREET, NEW YORK, N. Y. 

Telephone S727 John 


When Writing Advertisers, Kindly Mention The Tea and Coffee Team Journal 
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“Rice Hotel.” (123,482.) Gordon, Sewall & 
Co., Houston, Tex. Coffee. 

“ Sierra Brand.” (121,763.) Farmer Bros-, 
Los Angeles. Tea, coffee and flavoring extracts. 

“ Nu-Joy.” (113,725. J Standard Products Sup- 
ply Company, Minneapolis. Peanut butter. 
Week Ending March 9, 1920 
“ Palmetto ” over a palmetto tree. (107,777.) 
Southern Extract and Spice Company, Green- 
ville, S. C. Flavoring extracts. 

“Gold Coast.” (115,577.) Swanson Bros., 
Chicago. Coffee. 

“ Kngln nd’s Famous Brasco Blend.” (117,951.) 
Marie A. Reinhard, New Orleans. Blended cof- 
fee. 

“ Sauter’s Frutti Punch Flavor ” in a design. 
(119,136.) C. K. Sauer Co., Richmond, Va. Non- 
alcoholic flavoring extracts. 


Wekk Ending March 16, 1920 
“ Roman za.” (118,320.) M usher & Co., New 
York. Olive oil. 

“Karmay.” (119,338.) Carter, Macy & Co., 
I tic., New York. Teas. 


Week Ending March 23, 1920 
“ Wapco Brand” on a flag. (115,036.) 
Waples-P latter Grocer Company, Dennison, Tex. 
Packaged roasted coffee and certain canned goods. 

“I. C T.” on a design. (120,213.) 1. C. T. 
Products Company, Indianapolis. Concentrated 
tea, syrup for making tea. 

“Bernese.” (126,996.) Ideal Cocoa & Choco- 
late Company, New York. Chocolate. 


Trade Marks Registered 
This is a record of trade marks which have been 
registered and for which certificates have been 
issued : 

“Drum." (129,547.) Wm. A. Stewart, Chi- 
cago. Coffee. 

Registered Feb. 24, 1920. 


“It’s the Bean.” (129,838.) W. S. Quinby 
Company, Boston. Coffee. 

“It's the Blend.” (129,839.) W. S. Quinby 
Company, Boston. Coffee and tea. 

Registered March 9, 1920. 


Labels Registered 

This is a record of labels which have been 
registered ; certificates have been issued : 

“ Special Notice by O. L. Raubs, the Originator 
of Liquid Instant Coffee." (21,765.) O. L. 
Raubs, Waverly, N. Y. Liquid instant coffee. 

Registered March 23, 1920. 


MARKETS OF THE WORLD 


j Latest News Letters from Staff and Spe- 
I cial Correspondents in Foreign and 
| Domestic Trade Centers 


THE NEW YORK MARKETS 


Special Market Reviews for “ The Tea and 
Coffee Trade Journal ” 


New York, April 1, 193. i. 

\ 7ARTOUS extraneous developments, includ- 
* ing political disturbances in Europe, labor 
troubles in Brazil, and erratic variations in for- 
eign exchange rates, have caused a great deal : 
irregularity and unsettlement in the market - 
Brazilian coffee. Nevertheless, routine husiuev 
has been fairly good, although there were sever*; 
periods when extreme dullness was complained : 
in various quarters. While new business \u« 
disappointing in some cases, the continued Sara- 
warehouse deliveries provided a feature that cre- 
ated general satisfaction. In spite of the lara 
total for the month, roughly, 570,000 bags, agaia 
423,000 in February and 418,000 for March, 193J. 
it is believed that interior stocks are light. F 
view of the generally conceded substantial in- 
crease in consumption it is expected that distri- 
bution will continue fairly heavy, although ;ht 
present level of values militates against the hold- 
ing of noteworthy stocks. 

The Factors Behind Price Fluctuations 

In keeping with the irregular action of primal 
markets, the unsettled state of foreign finance', 
and the numerous advances and recessions in 
local futures market, prices for actual coffee h^ £ 
followed a zigzag course. This was cspvcw. 
true of Rios and Victorias, which advanced 
@ %c, fell $4 @ lc, recovered % @ lc. 31 ^ : 1 
eased off % @ ^c, finishing about where 
were a month ago. 

Barring occasional set-backs, the movement 
sterling exchange has been upward, the rate ' 
one time recently being nearly 80c above the 
ord low level reached early in February ^ 
latter level ($3.18) represented a saving o ^ 
per cent on coffee bought on a sterling £ ' ^ 
basis, whereas the recent top rate re P r ^"\j£ 
saving of slightly over 18 per cent. ^ 
factor sometimes seemed to be ignored, n ^ 
as a steadying influence most of the time 
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Continually Arriving 

Shipments 

Ceylons Indias Java 
Japans Chinas Formosa 

TEAS 

Stocks Carried in 

New York — Boston— Chicago— St. Paul 
Kansas City— San Francisco 
Montreal— Toronto 
Vancouver 

Before Buying Insist On Seeing Our 
Samples. Our Prices Will Surprise You 

J. ARON & COMPANY, Inc. 

NEW ORLEANS, LA. 
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was one of the chief causes for the early advance. 
In addition, the improved shipping conditions re- 
sulted in much heavier distribution, warehouse 
deliveries here and at New Orleans for the first 
week in March being 147,891 bags, against 94,- 
754 bags the preceding week, and 72,520 bags 
for the same week in 1919. At the same time, 
demand from the interior was said to be more 
active. These items, coupled with the advance 
in the Rio exchange rate on London, caused an 
advance in the local futures market, which natu- 
rally affected spot Rios and Victorias. 

The recession toward the middle of the month 
was traceable largely to a similar action in fu- 
tures. Otherwise there was no news of great 
importance. After displaying firmness for a 
time, it was stated that Brazilian shippers were 
showing more eagerness to sell, the situation in 
this respect being further weakened by the will- 
ingness of rc-sdlers to accept prices under the 
“ direct " market and by rumors that the Santos 
Government was attempting to sell more of its 
stock. On the other hand, it was said that a 
Santos house which had sold for summer ship- 
ment was endeavoring to buy back 20,000 bags. 
In this connection it was believed that some buy- 
ers here would agree to such a proposition. Of 
course, all these factors caused great unsctllc- 
ment. 

World Wipe Market Influences 

The action of “ futures ” was again largely re- 
sponsible for the rally during mid-month, which 
carried Rios and Victorias back to about the 
early top levels. Sterling exchange continued to 
rise, the spot price in Rio advanced 375 reis with- 
in a comparatively short time, and that port re- 
ported fair clearances for Europe. Naturally, 
with stocks there light and evidently wanted in 
Europe, there seemed to be reason to fear ade- 
quate shipments in this direction. The report 
that Italy had arranged to borrow $25,000,000 in 
Brazil for the purchase of coffee and other com- 
modities was also a factor. At this time a strike 
was reported on the Leopoldina railroad and the 
movement to that market stopped almost entirely. 
For a time the renewal of political and labor dis- 
turbances in Germany caused unsettlement and 
some loss of confidence, but with the gradual re- 


turn of more settled conditions there a more hop? 
ful feeling was noticeable, especially as it 
reported that Germany was seeking addition 
supplies in Rio. A month ago it was rumor:' 
that Germany was trying to buy 100,000 bag, j : 
Rio. Subsequently it was reported that this dcs 
was consummated and it was thought that Ger 
many was the destination of 70,000 bags repon* 
cleared for Europe. The latest report was 
another 100,000 bags was wanted at a prj- 
around 14.55c f.o.b. for Rio 7s. 

Despite these factors and the rise in sttrl.:: 
to a new high mark for this movement, the rai- 
ment late in the month was generally downw«r. 
In Rio the exchange rate on London drop;* 
sharply and instead of the usual accompany: 
advance in currency prices, the cost-and-ireiu 
offerings were generally lower. In most »-ax 
they were still far above our basis, although 
sale of Rios was made at about equal to 1 : 
contracts here. 

The reduction in prices in Brazil was 
daily noticeable as to far distant shipments fro 
Santos. It is stated that the sales ior >h:psK- 
during the summer and fall are extremely hr: 
If many of these are purely speculative, as > r 
assume, it will serve to sustain the market v.:-. 
the crop begins to move freely, especially as wt. 
informed traders are convinced that the carr 
over at the beginning of the new season w.'l 
decidedly small. 

Milds Dull and Easier 

The market for mild coffees has been : 
regular and reactionary during the month, 
general average price level having dropped 
onc-half to one cent. Arrivals were fairly .*■ 
and it was generally impossible to sell excep" 
in limited quantities. Hence there was • 
greater eagerness among holders to sell ^ J 
ricties as Haitis, Salvadors, and (juatrai-- 
both on spot and to be shipped, some J 
being done below a Santos basis. Earo m 
month some 25,000 to 30,000 bags of Hat.- - 
as low as 17^ to 18c. About 15,000 ■•■b- 
this was soon sold for shipment to France. - 
later when reports were received of funEr 
inar.d from that country greater firmness 't 
oped. 


NEW YORK BAKING POWDER CO., Inc. (of Delaware) ALBANY, N.T. 

Manufacturers of High Grade Baking Powdert 

Packers of Cocoa, Corn Starch, and Soda 

Private Brandt Our Specialty Largest assortment of Stock‘d 
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FRANCIS PEEK & CO., Ltd. 

Head Office: 20 Eastcheap, London, E. C. 

SINGAPORE JAVA SUMATRA 

Laidlaw Batavia, Soerabaja, Bandoeng Medan and 

Buildings and Semarang Padang 

EXPORTERS of JAVA TEA 

and other Dutch East Indian Produce 

TIN RUBBER SUGAR 

COFFEE RICE TAPIOCA PEPPER CITRONELLA OIL, ETC 

WRITE TO OUR BATAVIA HOUSE AND ASK TO BE PLACED ON 
MAIL LIST TO RECEIVE OUR JAVA MONTHLY PRODUCE REPORT 


JAVA TEAS OF JAVA PLANTA- 
DIRECT IMPORT TION RUBBER 


ROWLEY DAVIES & CO., Limited 

Exporters and Importers 

BATAVIA 

JAVA 

HEAD OFFICE : FENCHURCH HOUSE, 5 FENCHURCH ST. 

LONDON, E. C. 

Will Gladly Reply to Enquiries and Supply All Information 
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According to one of the best authorities in the 
trade, the situation is not so much a coffee con- 
dition as an economic and financial one. He 
describes the situation as unique, many producing 
countries having their ideas fixed for higher 
prices and their inability to realize their hopes 
has caused them to withhold their goods in the 
face of declining prices. Another feature mili- 
tating against mild values is the lack of accom- 
modation from banks. Climatic conditions dur- 
ing March were also adverse to values inasmuch 
as goods have been hard to move. According to 
another authority, Pacific Coast distributors have 
been selling freely to the interior at from 1 to 
V/ 2 cents below a Santos basis. Although arriv- 
als have been large and are expected to con- 
tinue so during April and May, there are some 
who expect that an improvement in conditions 
generally will be followed by a good recovery in 
mild coffees because of the great shortage of 
good Santos. 

Tea Conditions Improved 

What is described as the first gleam of hope 
seen in three months lifted the gloom in the tea 
market to some extent during March. At any 
rate, it was possible to sell some tea, which could 
hardly be said of February, and a feature of the 
business was said to be the buying of teas for 
quality. The advance in sterling exchange made 
possible some business in Indias and Ceylons pur- 
chased in England. Prices average from 2 to 5 
cents higher than a month ago and conservative 
and experienced merchants assert that prices 
would be about 10 cents higher were it not for 
financial stringency, which not only curtails ac- 
cumulation of supplies for legitimate trade pur- 
poses, but practically prohibits speculative buy- 
ing. As an illustration, it is pointed out that 
chain stores who sell for cash are able to buy in 
much larger volume than big wholesale grocers 
who buy and sell on credit. 

Good Formosas are almost impossible to find 
and arc fully Sc higher. Standard grades have 
advanced from 2 to 3 cents. Compared with 
small forced sales a short time ago at 18c, it is 
said that only meager lots can now he had at 
19j4c, and that no one would sell 5.000 to 10,000 
chests even at 20c. The great strength of the sta- 


tistical position is the chief foundation f 0r 
claim that higher prices are justified now , 
are bound to come before the new season 
which will be August at the earliest. 

According to official figures, gross imports * 
eight months were only 69,000,000 lbs., compa* 
with 102,000,000 last year and 118,000,000 ;* 
years ago. Stocks of practically all kinds 
light and there is little on the way to lu-Ip - 
The better Young Hysons arc all gone and 
more can be expected until September or Oc 
ber ; there is a striking scarcity of good I;-..- 
Orange Pekoes; and the ’better Japans ar- vi: 
tually used up. Advices from primary sour-- 
are also strong. Latest mail reports stated :h; : 
the improved quality of Ceylon teas had result 
in a good demand and higher prices. Orrg 
Pekoes were also well supported and slip!;!/ 
firmer. Calcutta cabled that there was some id-., 
of deferring the opening of the market. It v.a 
pointed out that because of adverse eschars 
conditions growers had received little more tha: 
the cost of production. Hence some people ther 
think it wise to wait for a better exchange 
nation ; hoping at the same time that Russia w 
open up so that they can ship directly there an 
secure the higher prices which will undoubted! 
prevail. In Batavia it is said to be impossib! 
for Americans to buy at anything like the price 
we can pay at present. The possibility that Rut 
sia will enter the market is another reason give 
for expecting higher prices. London is ahead 
doing a limited business with that country. 

Spices More Active and Steadier 

In spite of storms, strikes and financial restrtj 
tions, distribution of spices was heavier early i 
the month. Although buying was generally : 
small lots, it was constant and indicated bn* 
consuming needs. Hence the tone has been mac 
stronger. With this market still the lowest. :it 
ports have been extremely small and spot sj* 1 
have been steadily dwindling. Moreover, .up 1 - 1 
exchange rates have further increased mtp 
costs, while eastern markets have al?o i<e 
higher, suggesting fears of under-prodi!^ 
Late in the month there was less demand. ■ 
the strength in exchange kept the market 
Leading importers continue to predict firm •••■ 


JAVA SUMATRA TEA CO., LTD. 


AMSTERDAM 
Tel.: Halley 


Bentley and ABC Codes 


BANDOENG (JAVA' 
Tel.: Wesseb 


Buy your quality teas direct in the country of production. Cable for our 
terms. Monthly market reports sent on request. 


samples and 




472 


THE TEA AND COFFEE TRADE JOURNAL 


April, 1920 


higher prices for the future owing to the pros- 
pects for a material reduction in visible supplies 
during the next three months. — C. K. T. 


TEA EXPORTED IN JANUARY 

(Staff Correspondence) 

Washington, D. C, March 17, 1920. — The De- 
partment of Commerce reports that 512,843 
pounds of tea, valued at $156,533, were exported 
from the United States during January of this 
year. The quantities, with their values, sent to 
each country were: 


Countries, 

Pounds. 

Dollars. 

Austria 

14 

14 

Belgium 

234,400 

57,200 

Czechoslovakia 

1 

1 

Denmark 

10 

7 

Germany 

632 

360 

Greece 

3,600 

1,000 

Italy 

6,000 

5,402 

Netherlands 

20 

19 

Poland and Danzig 

25,592 

9,773 

Portugal 

3,461 

1,185 

Sweden 

500 

194 

Switzerland 

2 

1 

Turkey in Europe 

2,781 

876 

England 

38,955 

10,594 

Bermuda 

1,155 

284 

British Honduras 

1,107 

647 

Canada 

135,708 

39,876 

Costa Rica 

333 

180 

Guatemala 

549 

372 

Honduras 

310 

229 

Nicaragua 

589 

302 

Panama 

9,745 

4,384 

Salvador 

279 

125 

Mexico 

5,622 

2,544 

Newfoundland and Labrador. . 

458 

193 

Barbados 

1,988 

922 

Jamaica 

1,520 

576 

Trinidad and Tobago 

214 

106 

Other British West Indies. . . . 

575 

273 

Cuba 

2,281 

1,054 

Danish West lodies 

820 

308 

Dutch West Indies 

188 

112 

Haiti 

72 

50 


Dominican Republic 

Brazil 

Colombia 

Ecuador 

Dutch Guiana 

Peru 

Uruguay 

Venezuela 

Other British East Indies. 

Turkey in Asia 

Philippine Islands 

British West Africa 


104 

16,415 

2,229 

20 

900 

11,014 

1,250 

442 

120 

325 

408 

135 



i!i£ 


3*i 

IT.' 



TEA IMPORTED DURING FEBRUARY 
(Special Correspondence) 
Washington', D. C., March 23, 1920. — Super- 


vising Tea Examiner Mitchell's report of teas ex- 
amined, rejected and passed during the momh 
of February, 1920, shows a net importation fl- 
ail districts in the United States of 7,606,270 


pounds, with 1,585 pounds rejected as being be- 
low the quality standard. The quantities in 
pounds of each variety passed and rejected were 


Variety. 

Formosa Oolong 

Congou 

India 

Ceylon 

Jars ) 

Sumatra J 

Ping Suey Grern 
Country Green . 

Japan 

Japan Dust .... 
Scented CantoD . 
Canton Oolong . 


Passed. 

1,207,173 

166,330 

2.644,211 

1,961,227 

751,212 

516,710 

68,524 

194.385 

58,320 

25,200 

12,978 


Reject -<!. 

4« 

8T.i 

492 


iw 

235 


Here are the quantities in pounds passed and 


rejected by each inspection district: 


District. 

Boston 

Chicago 

Honolulu 

Puget Sound . 

St. Paul 

San Francisco 
New York . . . 


Passed. 

553,382 

383,360 

14,644 

410,827 

156,062 

2,403,875 

3.684,120 


Rejected 


160 

40 


23? 

n?o 
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COFFEE — Roasted and Green 

To Wholesale Dealers Only 

ARCHIBALD & LEWIS CO. 

Importers and Grinders 

SPICES, SEEDS AND HERBS 

Three Hundred percent increase in our business is proof of the striking superiority of our g°°^ 5 ' 
Quality assures success. We have solved the quality problem for others. Let us co-operate with 

18 DESBROSSES STREET Established 1890 NEW YORK 
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The BUCK M A N COFFEE 
URNS are the result of very careful 
scientific experiments. 

They brew coffee with that delicious 
flavor that only an expert can appre- 
ciate. 

With a use of a lesser quantity of 
coffee. 

The same careful attention is given 
to the design, construction, appearance 
and selection of materials of only the 
highest quality to insure a product of 
maximum efficiency. 

IFnte for our descriptive booklet. 

Address Dept. T 

S. BLTCKMAN 

199 Lafayette St. New York 


BLICKMAN QUALITY URNS 

All Sizes All Styles 
Immediate Delivery From Stock 



ranging from three to eight gallons. 
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OUR LONDON LETTER 


The Latest News from Mincing Lane and the 
Continental Trade Centers 

Office of The Tea and Coffee Trade Journal, 
34 Cranbourne Street, London, W. C. 2. 

London, March 4, 1920. 

A N interesting feature in tea in this country has 
been the satisfactory revival of competition 
at the recent auctions in connection with export 
requirements. This has helped to accentuate the 
rallying tendency of prices, which was more es- 
pecially pronounced in the case of all descriptions 
ranging up to about 30 cents per pound. The 
depression in the previous two months had 
brought down values in that direction to an intrin- 
sically low level, which obviously rendered the 
market the more responsive to the reawakening 
of trade competition. The demand for high class 
teas has also been more active, and the aspect of 
the market at the end of February proved again 
quite firm, while the catalogs advertised con- 
tinue comparatively light, and in fact barely suf- 
ficient to satisfy current wholesale requirements. 
Duty payments have again been on the increase 
lately, and there is every indication of a contin- 
ous heavy consumption on home account. 

Owing to the congested state of the London 
docks the steamer Clan Kennedy, which arrived 
in the Thames nearly three weeks ago, has been 
ordered to Plymouth to discharge 40,000 cases of 
tea. The steamer Clan MacBean, which has been 


waiting a discharging berth in London, ii S 
going to Plymouth with a similar quantity of •« 
Another steamer diverted from London arrive 
at Leith on February 24th with 32,000 cases 
tea. In all, it is stated, eight vessels laden via 
tea have been diverted, this step considerably <*» 
ing the situation so far as tea is concerned. ,\ : 
the present moment there are in London bonded 
stores about 700,000 packages, equivalent to 85, 0 1 ;} 
tons, and this large quantity has exhausted the 
bonded stores’ accommodation. 

The Tower Tea Company, which, bv the way, 
also has large interests in the Lifebelt Code; 
Company, which had to suspend operations dur- 
ing the war, reports a year of good business, de- 
spite government control and high prices Tu 
this company there arc also due substantial divi- 
dends for the past six years from the Coltein 
Corporation. The information has been received 
from the Government that these amounts will be 
paid with interest from the due date. Consider 
able difficulties still prevent the renewal of the 
sale of Lifebelt coffee. The process of treatment 
has been transferred from Germany to Switzer- 
land, and the expenses in the latter country, as 
well as freight to and fro, would make the price 
too high to secure a ready sale, although frequent 
inquiries are received for the coffee freed from 
caffeine, which many users had learned to ap- 
preciate. 

The Coffee Market. 

Fair quantities of coffee have been offered at 
recent auctions and have met a good demand with 


J. G. Davies Phone, Bowling Green, 67% W. V. Smith 

DAVIES and SMITH 

Coffee Brokers 

85 and 87 FRONT STREET, NEW YORK 

Direct connections with: 

BOGOTA MARACAIBO CENTRAL AMERICA HAYTI 


PUREST AND BEST BAKING POWDERS 

Cream of Tartar and Pure Phosphate 

Buyers Private Brands ;at Attractive Prices 

Also High Grade Cocoas under Private Brands 

MANHATTAN BAKING POWDER CO., 264 Spring St., New York 
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INSTANTLY 


Adjustable Round Can Labeler 



Portable Liliput Round Can I-ab#l«r Model B 


Instantly adjustable, without tools, to any can between 2 to 7" 
diameter. Requires no labeling skill, and most elementary 
mechanical common sense. Capacity from 3500 to 5000 cans 
daily from one operator. 

The cans remain sufficiently dry for immediate packing. 

W hen writing lor particulars kindly submit sample cans and labels 

Jagenberg Machine Company, Inc. 

package and labeling machines for most purposes 

Office, 131 W. 24th St New Yurk 

( Near all leading RR- Stations) 
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dearer prices realized. New crop Costa Rica is 
in demand and Nairobi and other East African 
samples show good quality, but are dearer to buy. 
Brazilian coffee has not sold very well of late, 
interest largely centering upon productions from 
Mocha, Uganda, Java, Venezuela, Colombia, Nica- 
raugua, India, Equador, Puerto Cabello, Jamaica 
and Guatemala. 

Cocoa Trade Unchanged 

In the cocoa market there have been no special 
changes, but Ceylon sells at a premium. Puerto 
Cabello and other fine West and South American 
types are being helped, not depressed, by the 
Ceylon samples showing such high average qual- 
ity. Demand for Cameroon cocoa is good and 
prices are the best of the year. The excellent 
inquiry for cocoa generally for actual retail re- 
quirements makes the market thoroughly healthy. 

With reference to the statement that the em- 
ployes of Van Houten, the well-known Dutch 
cocoa manufacturers, have received notice, it 
was stated on February 24th, at the London offices 
of the firm, that the closing of their cocoa fac- 
tories at Weest, in Holland, at the end of Feb- 
ruary is “ for the time being/’ and is due mainly 
to the strike of transport workers in Holland. As 
the strike had been looming for some time, the 


firm had been able to make full preparations fo 
the emergency and held large stocks of coco 4 i 
this country. — T homas Reece. 


THE ALTA VERAPAZ COFFEE TRADE 
(Special Correspondence.) 

Washington, D. C., March 27, 1920.— A D ( 
partment of Commerce report from Uviag&: 
Guatemala, states that the prices now obtaini: 
for coffee grown in the Alta Verapaz Depar 
ment is exceedingly remunerative and will grea 
ly stimulate production. There is much land sar 
able for growing coffee which is not under cul: 
vation, and all conditions are favorable now fc 
an increased output of coffee in the next :> 
years. 

The coffee produced in the Alta Verapaz D< 
partment is said to be excellent in quality as 
flavor. In pre-war days practically 80 per cti 
of the coffee raised in this district was marker 
in Europe, where it brought better prices th: 
could be obtained in the United States. T1 
amount of coffee shipped from the port of Li 
ingston ranges from 5 , 000,000 to 6,500,(1 
pounds per year, according to crop results. 

1917 the amount was 6,165,845 pounds and 

1918 it was 5,906,441 pounds.— B. R. W. 


EPPENS, SMITH COMPANY 

IMPORTERS AND JOBBERS 

COFFEES AND TEAS 


267-269-271 Washington St 103-105-107 Warren St 124 Front Street 
NEW YORK 


JAVA AND SUMATRA COFFEES 

SPOT AND AFLOAT 


Offering Some Choice Lots 


Ask for Sample 
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THE SAN FRANCISCO MARKETS 


Tea and Coffee News of the Pacific Coast 
Centers Gathered by Our Own 
Correspondent 

Sax Francisco, March 29, 1920. 

R ECEIPTS of coffee have been heavy, as this 
is the season when most of the arrivals 
reach this port. Notwithstanding, the price has 
been firmly maintained during the past week or 
more. Good deliveries are heing made on cof- 
fees coming in on To Arrive contracts. The 
high prices are said to be satisfactory to the 
grower and importer, but a majority of the 
roasters would be as well pleased if they could 
sell coffee at a lower price. 

San Francisco is promising to become a lead- 
ing port for the importation of tea in the United 
States. The early part of the year, usually the 
dull season, has seen large consignments arriv- 
ing from the Orient. The Dutch East Indies, 
China and Japan have shipped the most tea to 
this port, but recently a producer of Ceylon and 
British Indian tea has been shipping large quan- 
tities here on Japanese steamers. 

Four of the large wholesale grocery houses 


A Sign of the Times 

“ In this city and locality there has been increased consumption of both 
coffee and tea. Many of the combined restaurants and saloons, commonly 
called ' cafes,’ here, since giving up the sale of liquors and beer, have 
increased their sales of coffee.”“AIew Orleans News dispatch , published ui 
March Tea and Coffee Trade Journal. 

The foregoing item of news indicates the trend of things in the coffee trade. 
It is not a localized condition. It is one of the explanations for the recent 
decided increase in the per capita coffee consumption of the United States. 

Progressive coffee packers are losing no opportunity to foster the more 
general use of coffee. We are here to co-operate and to supply roasters with 
the kind of coffee that promotes sales. 

S. PFEIFER & COMPANY 

Brazilian and Mild Coffees 

310 MAGAZINE STREET NEW ORLEANS 


had completed arrangements with the South;;: 
Pacific railroad to concentrate their bus;r, ti 
under one roof. It was planned for the raiL-& a , 
company to erect an immense building contain®; 
warehouses and office space on Channel stret 
near the Southern Pacific Terminal. It 
thought that all arrangements had been mail 
when the plan was held up on orders from No 
York. It is understood that the scheme has bee: 
abandoned, although some assert that it may y; 
go through. 

The American Finance and Commerce Cc 
successors to Swartz Bros., has opened up in it 
new location at 156 California street. The no 
building has just been completed and the qua: 
ters are much more commodious than those pre 
viously occupied. 

The new coffee roasting firm of the Bair, 
Alexander Co. has been somewhat delayed in it 
stalling its machinery. It is stated, how. - 
that the equipment will be in place in a few day 
and that roasted coffee will be ready for distribu- 
tion before the end of the month. 

The Wellman coffee put up by the Wellraa: 
Grocery House is now being distributed in ; 
new, handsomely decorated, lithographed tin 
This department of the grocery house is unde: 
the charge of W. B. Wicllman, head of the firm 
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Representative Coffee 
Merchants Come to us 
for Shipping Containers 


There's a reason why some of the large substantial packers 
of Food Products endorse the Hummel & Downing Quality. 
They have tried varying grades and find that Quality and 
Service such as we offer in 

"The Case that Delivers the Goods” 

is worthy of their patronage. 

There's a Hummel S Downing Container for every need — yoar 
needs. Why not tell onr Packing Engineers of your problems, they 
will solve them for yon. 

This service is gratis. 

Fibre and Corrugated 
Shipping Cases 
Folding Cartons 

Hummel & Downing Co. 

Milwaukee, U. S. A. 

Sales Offices 

CHICAGO ST. LOUIS 

MINNEAPOLIS 
DENVER DETROIT 
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F. S. Wheeler, president of the American Can 
Co., has been a visitor to this city and other 
centers on the Coast. During his stay he visited 
the roasters using tin cans. The object of his 
trip is said to become personally acquainted with 
his customers. — G. P. M. 


COCOA IMPORTS CONTINUE TO GROW 

Imports of prepared or manufactured cocoa and 
chocolate into the United States during January, 
1920, amounted to 340,256 pounds, valued at $155,- 
722, as compared with 26,544 pounds, valued at 
$5,705, in January, 1919. 

In the seven month period ended January, 1920, 
the imports and values were 1,157,272 pounds and 
$444,455; in the same period of 1919, 33,666 
pounds at $7,968; in the 1918 period, 228,451 
pounds at $81,254. 


CACAO RE-EXPORTED IN JANUARY 
During January, 1920, 1,795,012 pounds of cacao 
were re-exported from the United States, as com- 
pared with ‘2,096,087 pounds in January, 1919. In 
the seven months ended January, 1920, 19,454,451 
pounds of cacao were re-exported, as against 
9,826,020 pounds in the corresponding months 
ended January, 1919. 


NEW ORLEANS LETTER 


News of the Trade in the “Logical Port” aj 
Gathered by Our Correspondent 


New Orleans, March 30, 1920. 
'T'HE business in roasted coffee is reported as 
A being especially good here, trade during the 
month having increased considerably. p r j Cfci 
have shown a tendency to ease off and standard 
grades now are quoted at about one cent a pound 
lower than in February. Roasters have had on 
hand a fair stock, though the stock of green 
coffee arriving in the month has been short and 
dealers have had more or less trouble in supply- 
ing grades desired by roaster customers. 

The stock of green coffee has decreased and 
the amount afloat is not up to the average. Early 
in the month there was a scarcity of Rio and Vic- 
toria grades, but this has been partly remedied by 
arrivals of small cargoes from those ports. There 
still is a small amount afloat from each. 

Prices of green coffee have remained about 
steady, with slight advances, but later with some 
recessions and at this writing Rio 7s are quoted 
at 1554c and Santos 4s at 2454c, with Victorias 
at 155^c. 


The demand for 
Quality Teas is 
increasing. They 
are our specialty 

The use of the best teas will increase the consumption of tea in 
America. 

We import and sell teas of all kinds and grades. Our specialty 
is tea of the highest quality. 

Our foreign branch is always in touch with local and seasonal 
conditions — we are in a position to import any kind or grade of 
tea your trade wants. 

The A. Colburn Company 

2228-42 North Tenth Street, Philadelphia 


Eat. 1857. Branch: Daitotei, Formosa 
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Mild coffee was quiet early in the month, with 
moderate arrivals and prices about unchanged, 
but later receipts were accelerated and prices 
took on a little strength. This week a very 
good demand was reported and the outlook was 
considered much improved. 

New Orleans tea men report business good, 
with a general disposition of the trade in the 
interior to buy. March business has shown a dis- 
tinct increase over that of February. 

The local trade is much interested in the mat- 
ter of improved importing facilities and is 
trying to secure a direct line to China and Japan, 
in addition to the Japanese sailings now arriv- 
ing about every three months. The N. Y. K. 
line of steamships is being urged to put in this 
direct service through the Panama Canal. C. H. 
Pegg, of J. Aron & Co., sees good prospects of 
better service being inaugurated, as New Orleans 
is in direct line for Asiatic trade through the Ca- 
nal, and but for the war, no doubt already would 
have developed lines of shipping to Asiatic points, 
which are very important for the tea trade here. 

The destruction of the plant of the American 
Coffee Company by fire early in March did not 
interfere materially with the business of the 
company. President W. H. Kerr stated that 


business was resumed next day in temporary 
quarters, with roasting going on at the p a „ 
American Coffee Company and the former Mat 
shall plant. Within four days Mr. Kerr had 
bought the large plant of the John B. Mayer 
Molasses Company at South Peters and Giro! 
streets. The American Company will spend 
considerable money remodelling and will have 
a plant with three times the capacity of the for- 
mer one and equipped with modern Lambert 
standard gas roasters. 

Dudley Warner, representative of J. Aron & 
Co., at Shanghai, was in New Orleans early ; r . 
the month and now is touring the country booking 
future orders for shipment on the Empress cf 
Russia. — E. K. P. 


SALIENT TRADE NOTES 


The C. A. Murdock Manufacturing Company, 
coffee roaster and spice importer, Kansas City. 
Mo., has increased its capital from $100,000 to 
$150,000. 

The Fishback Company, Indianapolis, is plan- 
ning to increase its facilities for producing gran- 
ulated coffee and wilt install a No. 5 Burns mill. 
The name of the Thomson & Taylor Spice 


M. I. HORWITZ 

Coffee Importer and Exporter 

139 Front Street 25 Depeyster Street 

NEW YORK 

Operate largely in Bogotas and the active grades of 
Brazil Coffee. 

Agent for a large shipper of Maracaibo Coffee. Cup 
quality a specialty. Exceptional facilities for large 
buyers. 

Genuine Bourbons are scarce. We have a large 
quantity of genuine Bourbon Grinders of fine cup 
quality. 
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Company, Chicago, has been changed to the 
Thomson & Taylor Company. 

The new daylight plant of the American Coffee 
Company, New Orleans, is being rushed to com- 
pletion. The Lambert Machine Company, which 
is supplying four of its largest gas- fuel coffee 
roasting outfits, recently received orders to make 
the quickest possible delivery of its machines. 
M. S. Kenney, the Lambert Southern representa- 
tive, will superintend the installation. 

R. C. Williams & Co., wholesale grocers in New 
York, have absorbed the wholesale house of C. 
F. Gcnnerich & Co-, which has been in business 
for forty years. 

The Magnolia Coffee Company, Galveston, 
Tex., recently ordered a four-bag Jubilee coffee 
roaster with cooling and stoning equipment. 

The Van Camp Packing Company, Indianapo- 
lis, is expanding its peanut butter department, and 
recently ordered two Lambert electric steel 
blanchers, and one No. 8 Lambert electric steel 
mill. 

The Arizona Wholesale Grocery Company and 
the W- W. Brookncr Grocery Company, of Globe, 
Ariz-, have been consolidated under the former 
name. It is also reported that the wholesale busi- 
ness of the Cobb Brothers’ Company, at Miami, 
has been taken over by the new company. 


The Ritchie Wholesale Grocery Company, w * 
Fort Smith, Ark., has incorporated for $100,000. 
Stockholders are: F. B. Ritchie, G. C. Hardin, 
Arthur H. Morrow, R. Halliburton, D. M. Rit- 
chie, H. P. Warner and Cecil Warner. It is in- 
tended to establish branch houses in several 
cities. 

The coffee grinding equipment of the Plunkett- 
Jarrell Grocer Company, Little Rock, Ark., is to 
be enlarged by the addition of a second Xo. 1 
Burns granulator with suction chaff remover. 

John Sloan & Co., Ltd., of Toronto, Belleville. 
Kitchener and Orilla, Canada, arc opening a 
wholesale grocery in Sarnia to serve the trade 
in that part of Western Ontario. Frank C. Craw- 
ford, of Sarnia, has been secured as local man- 
ager. 

L. J. Christopher, of Los Angeles, has ordered 
a Lambert peanut roaster. 

The Eldridge, Baker Company, a well-known 
Boston wholesale grocery firm, has acquired a 
four-story brick building in Salem, Mass. 

A well-equipped department for roasting coffee, 
grinding spices, etc., has long been a feature of 
the State Hospital at Utica, N. Y. A Burns Xo. 
5 milling machine is now being added for clean- 
ing the coffee before roasting. 

The Continental Paper Bag Company moved its 


Always On the Market 

Never Over the Market 

Often Under the Market 

We have the largest stock of the finest roasting and drinking coffees of all description. 

We offer teas of every variety. All of fine cup quality. 

JONES BROTHERS TEA COMPANY, Inc. 

107 Front Street, New York 

GUSTAVE E. KRUSE JOHN J. McNAMARA 

Manager Manager 

Coffee Department Tea Department 


General Can Company 

Tin and Fibre 

Sixteenth & Canal Sts. 


Chicago, III. 
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OUR SEALS WILL MAKE YOUR 
PACKAGE ATTRACTIVE, STRONG, 
ALMOST AIR-TIGHT. 

YOUCAN FEELCONFIDENTTHE 
PACKAGE WILL NOT COME UN- 
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IT COSTS YOU NOTHING TO 
PROVE THIS TO YOUR OWN SATIS- 
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SEND FOR CATALOG AND 
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New York executive offices March 29 from the 
Whitehall Building to 16-18 East Fortieth street, 
New York. 

The Crescent Coffee Company, San Antonio, 
Tex-, recently purchased a Lambert peanut 
hlancher of steel construction and with electric 
equipment 

The Parsons & Scoville Company, Evansville, 
Ind., wholesale grocer, recently increased its cap- 
ital from $300,000 to $500,000. 

A complete plant of Burns coffee roasting ma- 
chinery will soon be installed by the Win. Gross- 
man Company, of Milwaukee. The equipment 
will include a No. 15 Jubilee roaster and Tiptop 
cooler and Stoner, with the latest bin and elevator 
connections, all driven by a 7j4 horsepower elec- 
tric motor. 

The 1919 report of the Union Bag & Paper 
Corporation shows a surplus after charges and 
Federal taxes amounting to $1,680,619. Net earn- 
ings last year were $2,335,255, as compared with 
$2,619,173 in the year before, while depreciation 
decreased to $348,221 from $460,710. 

The C. D. Kenney Company, New Orleans, is 
now installing a Lambert coffee roasting plant of 
two-bag capacity. 

The name of the Ayres Brokerage Company, 


merchandise broker in Sioux City, la., was re- 
cently changed to the D. E. Stoddard Company. 

Kemplcr Bros., coffee dealers and roasters at 
810 South Sixth street, Philadelphia, are adding 
a Challenge pulverizer to their coffee grinding 
equipment. 

Joseph Tetley & Co., New York, have joined 
the American Specialty Manufacturers’ Associa- 
tion. 

Field & Co-, of London, Eng., recently pur- 
chased another new model peanut blancher and 
roasting outfit of the Class H type from the 
Lambert Machine Company. 

William R. Manierre, a well-known tea and 
coffee merchant in Chicago, recently retired from 
business. 

The Batterton Coffee Company, Birmingham. 
Ala., will have an enlarged plant of Burns roast- 
ing machinery in the new building which they are 
now constructing. Two more No. 1 roasters will 
be added, making a battery of four of these 
machines, which will be installed with all the latest 
connections. In the grinding department there 
will be an additional No. 1 granulator, No. 11 
mill and No. 21 mixer. 

Lloyd M. Skinner, president of the Skinner 
Company, Omaha, macaroni manufacturer, re- 



USE A TRICOLATOR 

And Make Better COFFEE 

Roasters (now) send TRICOLATORS to complaining cus- 
i outers. They know that the clean, sweet, fresh Paper Filter, 
the fool-proof Aluminum Top and the China Urn will make 
their coffee right. 

Send for circular and prices on Home or Hotel size 
TRICOLATORS and Filter Paper. 

THE TRICOLATOR CO. 

64 E. So. -WATER STREET CHICAGO 


Thos. P. Monahan G. A. Schmidt 

MONAHAN BROKERAGE COMPANY 

(Incorporated) 

DEPENDABLE BROKERS IN COFFEE 
506 South 7th Street, St. Louis, Mo. 

IF YOU WANT “SERVICE”— Command ui 


REEVE & VAN RIPER 

WAREHOUSEMEN 

C'CIUUJTU Milling. Cleaning. Hulling, 
r Separating and Picking 

Packers of Teas 

Storage and Weighing 

46-48 WATER ST. NEW YORK 


Denison Coffee Company 

Importers and Roasters 
341-343 River St. CHICAGO 
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cently resigned, and was succeeded by R. C. Howe, 
formerly with Armour & Co. Both Skinner 
brothers retain their interests in the company, 
and Paul M. Skinner continues as vice-president. 

Park & Tilford, New York, have lately installed 
an up-to-date peanut roasting outfit of Lambert 
design and construction. 

The Fortune Products Company, Chicago, has 
become a member of the American Specialty 
Manufacturers’ Association. 

The General Chemical Company, manufacturer 
of Ryzon baking powder, was recently admitted 
to national membership of the American Spe- 
cialty Manufacturers’ Association. 

The National Biscuit Company, New York, has 
installed two more Lambert new model peanut 
blanchcrs- 

The Amos-James Grocer Company, St. Louis, 
has purchased the business of the Bement-Rea 
Company, of Terre Haute, Ind., the price being 
reported as about $500,000. The last-named firm 
will be continued under its old name, with J. O. 
Amos as president. This combination brings the 
total capital of the Amos-James Company up to 
$1,400,000, and its annual sales to about $10,000,- 
000 . 

Henke & Pillot, wholesale grocers of Houston, 
Tex., are expanding their coffee department, and 


have ordered from Jabez Burns & Sons a Karom; 
outfit of two bags capacity, arranged for gas f ue 
Albert F. DePear, of S. A. Schonbrunn & Co 
New York, has been elected to membership i n uh 
New York Coffee and Sugar Exchange. 

The Puritan Peanut Company, of Cambridgt 
Mass., is adding peanut butter to its growing lin 
of food products. A complete equipment has bee: 
ordered from the Lambert Machine Company. 

A. L Hadley, well known for his connectic: 
with the H. G. Chaffee Company and later wit! 
the Pasadena Biscuit Company, has joined force 
with M. W. Hedgespeth, of the Los Angela 
Brokerage Company. 

Improvements soon to be made in the coffe> 
roasting department of W. H. Malkin Companv 
Vancouver, Canada, include new Burns apparate 
for cooling and stoning the coffee. 

Melvin L. James, of the Philadelphia food brok 
crage firm of James & Washington, died Mard 
11, while attending the Tri-State Wholesale Gro 
cers' Company at Harrisburg, Pa. 

The plant of the Macgowan Coffee Compare 
Jackson, Miss., will soon be enlarged by the in 
stallation of another No. 1 Burns roaster. 

S. F. Iiascrot, president of the Haserot Can 
nerics Company, and sixth president of the Xa 
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Ritchie 9 s 


ALL FIBER CANS 
TIN TOP AND BOTTOM CANS 


The ideal container in place of expensive tin cans, Ritchie’s Paraffined or Parchment lined cans 
hold the aroma, are airtight and non-absorbing. The ideal package for Coffee, Tea, Spices, Cocoanut 
and all dry foods. 

Quotations and samples promptly forwarded 


W. C. RITCHIE AND COMPANY 
414 SO. GREEN ST., CHICAGO, ILL. 


CDR RUGATED^yFIBRE BDXE5 



Your Product and 

H & D Boxes 

Whether jour products are put up in 
tin, glass, cardboard, paper, or cloth, you 
can pack them for shipment in an H & D 
Corrugated Fibre Box. Decreased ship- 
ping expenses, lower packing cost and 
100% protection go hand in hand with 
this better packing method. Simple- 
safe — economical — convenient. 

The Hinde & Dauch Service De- 
partment designs containers to meet 
the individual requirements of every 
conceivable commodity that can be 
shipped in fibre boxes. 


851 Water Street Sandusky, Ohio 


When Writing Advertisers, Kindly Mention Ta« Tie and Coras* Team Joobvai, 


THE TEA AND COFFEE TRADE JOURNAL 


April, 


tional Canners’ Association, died March 19 in 
Berlin, according to a cablegram from Germany. 

The Columbia Nut Products Company, Chi- 
cago, is making extensive improvements in its 
manufacturing plant, adding an electrically 
equipped Lambert peanut blancher and roaster 
equipment. 

James Oswald Grim, the first president of the 
Brooklyn Retail Grocers’ Association, died in 
Rockville Centre, L. I-, March 14, at the age of 81. 

The Friedman-Kerr Company, Chicago, re- 
cently installed a Lambert peanut roasting outfit 
of one-bag capacity. 

The Palmer Chocolate Company has been in- 
corporated in Toronto, Canada. J. W. Palmer, 
president, was formerly with the Hooten Choco- 
late Company, of Toronto. 

Paul Findlay, well known as a lecturer on 
grocery subjects, has become one of the pro- 
prietors of the “ Rock Bottom ” chain of grocery 
stores in Southern California. He will, how- 
ever, retain his connection with the California 
Fruit Growers’ Exchange for the remainder of the 
year, his position with the Rock Bottom people 
being merely advisory for the present. 

The Torsch Packing Company, Baltimore, re- 
cently ordered a complete peanut butter equip- 
ment from the Lambert Machine Company. 


COFFEE IMPORTED IN JANUARY 

During January, 1920, 116,032,262 pounds & 
coffee, valued at $25,657,133, were imported 
the United States, as compared with 75,056 34 
pounds,' valued at $11,778,783, in January, j§j^ 
During the seven months ended January oi‘ th : 
year the coffee imports totaled 838,819,070 poujtf. 
valued at $187,346,918 ; in the seven months end?, 
January, 1919, the imports were 510,308.3'’ 
pounds, valued at $55,288,081. 

The January imports of coffee in 1919 and He 
were from these countries in the quantities 

fied: 1910. «» 

Central America 12,518,080 

Mexico 5,853,560 I'.OflsV- 

West Indies 13,431,022 

Brazil 16,593,507 

Colombia 10, 462, 90s 20.55 m £ 

Venezuela 14,704,714 

Aden lf&'iij 

Dutch East Indies 352,259 :i,7l5.5>f 

Other countries 1,140,285 1.00857 


COFFEE RE-EXPORTS IN JANUARY 
During January, 1920, 4,895,472 pounds of cot 
fee were re-exported from the United States, a 
compared with 699,547 pounds in January, 1919 
In the seven months ended January, 1920, 25,212. 
204 pounds of coffee were re-exported, as again' 
17,638,284 pounds in the corresponding month 
ended January, 1919. 


SEYMOUR and PECK WOODEN DRUMS 
STANDARD CONTAINERS 
FOR COFFEE, SPICES, SUGAR 

AND ALL DRY PRODUCTS 

ALSO SPECIAL SIFT-PROOF DRUMS 

SEYMOUR & PECK COMPANY 



NEW YORK Trustees 

1520 Woolworth Bid*. DES ARC, ARK. 


CHICAGO 
917 W. 20th Place 


45 years of continuous service to the Coffee Trade 


“Arksafe” Elastic Paper Linings 

For Bags and Barrels 

Absolute protection to Coffee, Rice, Sugar 
and Spices 

SAMPLES UPON REQUEST 

Arkell Safety Bag Co. 



CHICAGO 

14 East Jackson Boulevard 


NEW YORK 
120 Broadway 
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Hooton’s Cocoa and Chocolate 

Insures Quick Sales and Repeat Orders 

AMERICAN and DUTCH PROCESS COCOA POWDER 

Packed in 

Barrels, Half-Barrels, Fifty and Twenty-five Pound Drums 
•‘MOGUL” Brand SWEETENED COCOA 
Packed in l /i lb. tins — ioo lbs. to case. 

“HARVEST” Brand SWEETENED COCOA 
Packed in I lb. tins — ioo lbs. to case. 

■ ■HARVEST” Brand SWEET CHOCOLATE and PREMIUM CHOCOLATE 

Packed in l /i lb. Cakes — ioo lbs. to case. 

“HARVEST” Brand BREAKFAST COCOA 
Packed in Vi lb. tins — ioo lbs. to case. 

Samples and quotations furnished upon request. 

HOOTON COCGA COMPANY 

NEWARK NEW JERSEY 


B!M COCOA 

IN BARRELS AND DRUMS 

Also packed in tins under your 

Private Label 

We make American and Dutch 
Process Cocoa 

Write for our Latest Price List 
State Style of Packing and 
Quantity Required Annually. 

Tell us where you saw this 
Advertisement. 

MffiROSU CHOCOLATE CO. 




331-333-335 FIFTH AVE. 
MILWAUKEE, WIS. 

THE PROGRESSIVE CHOCOLATE AND COCOA 
MANUFACTURERS 




A UNIQUE 

COCOA PACKAGE 

Here is a cocoa package that will find im- 
mediate favor with the American housewife. 

Its serviceability and 
general attractiveness 
assure a ready demand. 

OPLER 
BROTHERS 
COCOA 

is put up in glass con- 
tainers — preserving 
jars and tumblers, 
modern packages that 
will build your cocoa 
sales. Superior qual- 
ity will bring you re- 

peat orders. 

PRIVATE LABEL COCOA 
in all types of containers. All our cocoa 
is packed by modern machinery under 
sanitary conditions. 

OPLER BROTHERS, Inc. 



692 Greenwich St. 
NEW YORK 


and 


130 No. Wells St. 
CHICAGO 
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"AiriulT’ types. 



Slip cover fibre can 
showing dead air 
apace. 


“Airftdl” Coffee 

— vs . — 

“Airless” Coffee 

One of the greatest enemies of coffee flavor is air. If air gets to the coffee 
it means that it is constantly absorbing the aroma with consequent deteriora- 
tion of flavor in the cup. 



"Flap" style carton 
showing dead air 
space. 


Naturally, the nature of the package used in packing a trade mark coffee 
is a vital feature and, to a large extent, determines how much of the coffee 
aroma and flavor has been dissipated from the time the package is filled at 
the roaster, up to the moment the housewife opens the package in her home. 
The ideal coffee package is one where virtually ail air is eliminated at the 
time the coffee is packed, and is such that no air reaches the coffee again 
after packing. 

In this advertisement we show X-Ray illustrations of all the different types 
of coffee packages being used. This shows that there are only two packages 
on the market which keep the coffee “airless." One is the Hermetic Seal 
Napacan and the other is the Vacuum Tin. 



“Friction Plug” style 
carton showing dead 
air space 



Slip cover tin show- 
ing dead air space. 


With the exception of the Napacan, all other types of coffee packages, 
even including the Vacuum Tin, have no elasticity in size. That is, while 
coffee, as every roaster knows, varies in bulk frqm time to time, the package 
holding it is fixed as to size. Hence, such types of coffee packages must be 
made large enough in the beginning to hold the greatest bulk of coffee the 
roaster is apt to have at any lime to go in the package. 


A second reason why these types of coffee packages must be made extra 
large is the further fact that they are filled on automatic filling machines 
which drop the coffee into them very rapidly. The coffee as it is dropped in 
practically one lump from the filling machine into the package, is full of 
air and very bulky. The inevitable result is that all the types of packages 
of fixed size referred to, contain quite a large percentage of dead air space. 
Such packages are partly filled with coffee and partly filled with air, the 
latter being much to the detriment of the flavor of the coffee. 


We have examined some packages of this type just as they come from 
the grocer’s shelf with the coffee in them, where this air space has been as 
great as 1 Yi inches in a one pound can, the total height of the can being 6$ 
inches. Thus it is evident that the dead air space amounted to almost 25$ of 
the cubical volume of the package. 

As these types of packages are only slightly moisture proof and are gen- 
erally constructed in such a manner that any oil exuding from the coffee is 
driven back into it, the natural result is that the air soon becomes stale and 
rancid and the coffee becomes permeated with it 
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Vo nf of these types are really air tight, so that this condition is alleviated 
j> a slight extent by some of this foul air constantly escaping from the 
package. Even so, all the air that escapes is constantly sucking the Aroma 
: '-om the coffee thus deteriorating the eventual flavor the consumer gets in 
•je cup. 


\ vacuum tin is fixed as to size, same as the other types of packages 
referred to hut when the vacuum process is successfully carried out, all the 
j. r is exhausted from the inside of the package, so, while the air space is there 
it is not full of dead, stale air but is a vacuum. 


“Airless” types. 



Vacuum tin. Has air 
space, but when proc- 
ess is perfectly done 
air itself hat been 
"pulled out" 


The construction of the Hermetic Seal Napacan is such that it is quite 
elastic as to size and the same size package will take and hold successfully 
varying volumes of coffee. The method of packing under the Hermetic 
Seal Process is such that the coffee is packed very tightly in the can 
and any air remaining is “pushed out” just before the Hermetic Sealing is clone. After being 
"pushed out” the air is again prevented from entering the can. Very often, under this process, 
after the sealing is done, the coffee is packed so tightly that the top and bottom caps bulge out- 
wardly as the package comes from the Hermetic Sealing Machine. 


Many roasters are pleased to term the roasting and blending of coffee as a science. This is prob- 
ably true, but it is also true that the construction of a package that will fully conserve the original, 
fresh from the roaster flavor, is a matter of exact science and infinitely more difficult than the roasting 
and blending of the coffee itself. 


As the coffee roasting business is conducted at the present 
time, as relates to the marketing of coffee in trade mark 
packages, it is a glaring inconsistency that the roaster should 
go to the great trouble and expense he claims he does, in 
blending and roasting and then after doing this, pack the 
coffee in almost any old kind of a package so its cost is 
“cheap.” 


Upon request of coffee roasters who are interested in deliv- 
ering the original flavor they put into their brands of coffee, 
*e will gladly send samples of Napacans and more detailed 
particulars as to how the Hermetic Seal process of packing 
delivers the original oven fresh flavor and in a way that com- 
pares in every way with vacuum tins, only at a cost a great 
deal less. 



Hermetic Seal Napacan. Air " pushed 
out," then kept out. 


National Paper Can Company 

576-598 Clinton Street Milwaukee, Wisconsin 


NOTE: This advertisement should be read Id conjunction with our ten page advertisement in 
ike February issue of this magazine. If you have not already done so yon should by all means read 
0>e advertisement in the February issue, as it outlined and analyzed from a common sense standpoint 
various problems connected with the packing and marketing of trade marked coffee. 
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THE FLAVORING EXTRACT TRADE 

CJ A department devoted to the interests of manufacturers 
and dealers in Flavoring Extracts and Essential Oils. 


PERFUMERS IN CONVENTION 


Manufacturers Gather in New York for Their 
Twenty-Sixth Annual Meeting to Discuss 
Important Trade Problems 


T HE preliminary plans of the twenty-sixth an- 
nual convention of the Manufacturing Per- 
fumers' Association at the Biltmore Hotel, New 
York City, April 6-8, embraced papers and dis- 
cussions of some of the most pressing problems 
facing the trade today. This year’s meeting was 
considered sufficiently important to require three 
days instead of two, as in the past. 

Some of the more important papers of general 
interest shown on the program were : “ The Out- 
look on Containers,” by S. A. Linnekin, editor of 
Babson’s Commodity Bulletin; “The Protection 
of Package Design Against Unfair Competition 
and Infringement,” by Howard S. Neiman, of 
the American Perfumer; “Art Value in Con- 
tainers,” by Prof. Frank A. Parsons, of the New 
York School of Fine and Applied Arts. William 
B. Colver, of the Federal Trade Commission, was 
scheduled for an address on “Some Aspects of 
Modern Business.” 

The entertainment committee planned plenty of 
diversion from business cares of the convention, 
including theatre parties, a supper and dance, and 
the association banquet, with W. A. McDermick, 
sales manager of the Mennen Company, as toast- 
master. 


DO YOU NEED A CHEMIST? 

Jobs for several hundred industrial and army 
trained chemists are being sought by the Chem- 
ical Warfare Section, U. S. A., and it is hoped 
that these men can be speedily returned to peace 
time pursuits. Major F. M. Crossett has charge 
of the section’s Employment Bureau. He says: 

“No Americans were more patriotic, and 
all are high class, skilled, reliable men, with chem- 
ical and technical education and experience, aug- 
mented by military discipline. Our volunteers 
were superintendents, executives, .engineers, super- 
visors, plant foremen, operators and salesmen, 


drawing salaries from $1,200 to $12,000 a \e; v : 
We believe employers needing chemists will !>. 
glad to know where to get such help and will : ( 
anxious to give preference to discharged chemical 
welfare soldiers, who are thus equipped with in- 
tensive training in their own line and the extraor- 
dinary alertness required of all army men.” 


MADAGASCAR’S VANILLA CROP 


(SPEcrAL Correspondence) 
Tananarive, Jan. 19 , 1920 .— The produ.-ti-m 
of vanilla beans in Madagascar and dependent! v, 
including the Comoro Islands, and in the island- 
of Reunion and Mauritius for the season 1919-31 
has been established as follows : 


PollOdh 

Madagascar and dependencies : 


Comoro Islands 403.-04 

East Coast 423,50?. 

Nossi-Be 1 10.513" 


Total 

Mauritius 

Reunion 


ySP».93T 
2.640 
IDS. 414 


Statistics just received from the governor o: 
the Seychelles Islands indicate that the vanilla 
production in that archipelago is estimated at 
6,614 pounds of cured vanilla for the year 1919. 


— E. A. F. 


ALCOHOLIC EXTRACTS IN CANADA 
The present session of the Legislature meeting 
in Winnipeg, Canada, is scheduled to consider an 
amendment recommended by the Dominion Gov 
ernment to place vanilla extract and other es- 
sences containing a large percentage of alcohol 
under the Manitoba Temperance Act. The pro- 
posed amendment limits sales of such extracts 
two and a half ounces at a time. Bay Burn 
also included. 


THE TRADE’S DRY LAW PROBLEMS 
The Executive and Research committees of t e 
Flavoring Extract Manufacturers Association 
have for some weeks past been engaged in analv 
ing problems arising out of the enforcement ti- 
the prohibition laws as they affect the flatonj^ 
extract trade. At a recent joint meeting of 1 c 
committees in New York, a tentative report ° 
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Price's 

Vanilla 


VANILLA 

BEANS 


THURSTON & BRAIDICH 

27 CLIFF STREET 
NEW YORK 


Comores 

Bourbon Vanilla Beans 
We are direct receivers 
from the Islands. 

Tahiti 

Vanilla Beans 
White and Yellow Label 
Shipments received at 
regular intervals. 

ANTOINE CHIRIS CO. 

18-20 PLATT ST. 

NEW YORK 



the label 

VOU probably couldn't sell 
A enough Vanilla in a month 
to buy a new motor car 
out of the profits. But it is 
one of those things you’ve 
got to carry because women 
simply must use it in making 
their cakes, puddings, sauces, 
etc. 

For over sixty years, Price’s 
Vanilla has been the standard 
of quality, flavor, purity and 
just-right strength. 

If you have never sold 
Price’s — order a dozen bottles 
from your jobber or from us 
and test them out on your 
trade. Ask your best cus- 
tomers how they like it. You’ll 
get the surprise of your life in 
enthusiastic recommenda- 
tions. 

Write us for particulars and 
send us the name of your 
jobber. 

PRICE FLAVORING EXTRACT CO- 
In Business 67 Years 

Chicago, U. S. A. 
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the percentage of alcohol necessary for use in 
vanilla and other extracts was considered in the 
light of recent developments. The result of the 
report is expected to be sent to members in the 
near future. 


BOTTLERS ASSOCIATION BUSY 
(Special Correspondence) 

Washington, D. C., March 11, 1920.— At a 
recent Executive Committee meeting here, the 
American Bottlers of Carbonated Beverages 
passed resolutions condemning the use of sac- 
charine in soft drinks and the Federal tax on 
soft drinks. 

At this meeting it was also decided to hold the 
next annual convention at Cincinnati, November 
10-12. Junior Owens, a newspaper man of Detroit, 
was appointed by the board as permanent secre- 
tary of the organization.— B. R. W. 


REVISING THE NATIONAL FORMULARY 
The National Formulary is being revised by 
a special committee of the American Pharma- 
ceutical Association headed by Wilbur L. Scoville, 
Detroit, Mich. This is the fourth revision, and 
preliminary to undertaking the task, Chairman 
Scoville has asked all users of the book for criti- 
cisms and suggestions on the volume now in use. 
The questionnaire asks which formulas or prep- 
arations in the current book have been found un- 
satisfactory, and which should be discontinued. 


VANILLA BEAN IMPORTS INCREASE 
During January last 68,416 .pounds of vanilla 
beans, valued at $157,149, were imported into the 
United States, as compared with 8,004 pounds, 
valued at $15,313, in January, 1919. 

For the seven months ended January, 1920, the 
imports totaled 571,106 pounds, valued at $1,405,- 
885. In the corresponding seven month periods 


of 1919 and 1918 the figures were, respective!; 
302,984 pounds at $534,272, and 465,645 pour/ 
at $819,959. 


1 EXTRACTi TRADE NOTES 


I. B. Loeb, special factory representative 
Fries & Fries, Cincinnati, for the past four \<a: 
is now manager of the company’s New York 
office at 24 2 Pearl street, 

Harry Pfaltz, son of the president of Pfai . 
& Bauer, Inc,, New York, recently entered the 
company’s essential oil and synthetic departme::: 
Before taking up this work he studied the meth- 
ods of producing raw materials in Europe:.: 
laboratories for two years. 

The Van Duzer Extract Company, New York, 
is giving away a souvenir pencil holder. 

The Hamilton Manufacturing Company, Seat- 
tle, recently moved to 72 Columbia street, where 
it has established a modern extract factory. E 
W. Hamilton is president of the company. 

The Palmolive Company has bought a plot ob- 
taining 20,000 square feet at the corner of Not: 
avenue and Creek and Meadow streets, Long bl- 
and City, N. Y. A four story warehouse a;.i 
office building will soon be erected there. 

East Rutherford, N. J., is the new home oi the 
A. P. Babcock Company’s perfumery and toilet 
preparations factory. The executive offices have 
been moved to 501 Fifth avenue, New York City. 

The Roosevelt Drug & Chemical Company hat 
been incorporated to do a flavoring extract, drug 
and chemical business at 117 Smith street, Perth 
Amboy, N. J. The incorporators are Samuel 
Brown, Isidore Schwartz and Dr. Joseph War, 
toch. 

The Northwestern Flavoring Extract Com- 
pany is planning a new two story and basement 
plant at Sterling; 111., to cost about $100,000 ar t 
measure 135x150 feet. B. B. Herr is president. 

The Globe Soap Company, Cincinnati, has beer 


NON-ALCOHOLIC VANILLA COMPOUND 

OAK BRAND 

This compound is made from Vanilla Beans, Coumarin, Vanillin 
and Caramel in the proper proportions to produce a true Vanilla 
flavor. A product that has brought repeat business wherever sold. 

—Taste Will Tell— 

IN 50 GALLON OAK BARRELS {2.00 PER GALLON, F.O.B. PITTSBURGH 

VICTORY PRODUCTS CO. 

ESSENCES FLAVORS EMULSIONS 

424-26-28 SECOND AVENUE PITTSBURGH, PA 
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FLAVORING 

EXTRACTS 


FOR 

PURITY STRENGTH 
AND FINE FLAVOR^ 
WINNER OF 
TT HIGHEST AWARDS 
AT AMERICAN AND 
EUROPEAN 
EXPOSITIONS 

IAMSTSF1IHG BRAND 

mm united mm 

32 FLAVORS AND 
OLD VIRGINIA 
FRUITTI' PUNCH 


Hi 

§' $ s 
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admitted to the American Specialty Manufactur- 
ers Association as a national member. 

The Reading Extract Company, $100,000 capital 
stock, has been incorporated in Delaware by Law- 
rence C. Briggs, Dr. Rudolph Pabeska and W. A. 
Baer. 

The Kaimensi Beverage Corporation, manufac- 
turer of non-alcoholic beverages, etc., $2,000,000 
capital stock, has been incorporated in Delaware 
by Philip L. Garrett, Alex. Johnson and F. E. 
Sterling, Wilmington. 

The Rit2 Soap Company, New York, soaps, 
perfumes, chemicals, etc., $200,000 capital stock, 
has been incorporated in New Jersey by Marie S. 
Federaman, Edward A. Jarvis and Charles D. 
Sprung. 

The Forrest-Lydiard Company, Boston, 
flavors and syrups, $30,000 capital stock, has heen 
incorporated by Frederic S. Lydiard, Edwin For- 
rest and Edward B. Calgcr. 

Garrett & Company, Inc,, manufacturers of the 
Virginia Dare flavoring extracts, New York, have 
begun the erection of a plant at Union and Brown 
avenues, St. Louis, as a western branch of the 
New York factory. It will be ready for operation 
about June 1. The company, which is capitalized 
at $2,000,000, began business in 1835 and in 1916 


moved its main establishment from Virginia » r 
New York City. 


A NEW BUYERS’ REFERENCE BOOK 

The 1920 annual edition of “ Hendricks' Com- 
mercial Register' 1 has just been published bv 
the S. E. Hendricks Company, New York. Th e 
new issue, the twenty-eighth edition, contains 
several improvements, the most notable of which 
is the new method of exterior indexing by col- 
oring the front edge red, white and blue to indi- 
cate the different main sections of the book. 

The main classified trades list covering 1813 
pages, shows a list of over 18,000 different prod 
ucts. Other features of the volume are, 216 
pages given over to listing trading names and 
the names of manufacturers, 487 pages show- 
ing all the names in the book in one alphabet- 
ical list with addresses, and an advertisers’ in- 
dex covering 20 pages, and giving a full list of 
branch and foreign offices of each company. 
The whole book contains 2,703 pages. 


A" ROASTER “ BLUE BOOK” ENTHUSIAST 
Lee G. Zlnsmeister, of J. ZInsmelster & Sons, Loot* 
vllle, Kentucky, writes : “ I am very entbuslastlc 

over The Tba and Coffee Trade Journal as a m* 
dlum for national advertising, and believe also tbet 
the editorial columns contain most valuable infer- 
matlon.’ 1 


iTiunmn ^ 



PRETTY SOFT! 


To be able to fill collapsible tubes without first having 
to clean them out. Peerless Tubes are clean tubes. 
They are made of pure tin, carefully built, attractively 
decorated and moderately priced. May we prove it? 


218 Broadway 
New York 
N. Y., U. S. A. 



LEMON PIE FILLING 

In 16 oz. Cans 

Your Brand or Ours Flavored 
With Juice of Lemons 

Best Quality Made No Artificial Flavoring Lowest Price 

Send for Sample 

ARCADIA FOOD CO. 174 Hudson St., N.Y.C. 
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deadheads 

on your books are not more 
serious than deadheads on your 
shelves in the shape of slow- 
selling articles that occupy 
room which should be given to 
"live ones.” 

Van Duzer’s Certified 

Flavoring Extracts 

bare never, during the seventy 
years since they were placed on 
the market, been In the deadhead 
class. They are sure, steady sel- 
lers. Their ab- 
solute purity and 
superior quality, 
which never va- 
ries, satisfy and 
hold the most 
particular; aud 
on account of 
their richness 
and strength, 
because of which 
they go farther, 
they are pre- 
ferred by the 
economical. 

Van Duzer Extract Company 

New York, N. Y. Springfield, Mass. 


VANILLAS 

of every variety 
ESSENTIAL OILS-ETHERS 
M.L. BARRETT &C0., Importers 

01d '* 1 Vanilla Dealers in U. S. A. 

233 W. Lake St. Chicago 


Trade Mark Service 

Haot Standardised the Business 

Can You Read Your 
Titles Clear? 

Inquire of— 

lr ade Mark Title Co. 

£• tabliehed 1905 

'■ WAYNE, 1ND. 

D - C. New York, N. Y. 


Washington, 



Vanilla 1Z0% tlrmgth 
' " 0 ‘"fr Ftarvra double strength 

Real Profit at Last! \<> fairy talc, but 
lionest-lo-goodncss fact. These new, Ab- 
solutely I ure Virginia Dare Flavoring Ex- 
tracts arc so superior to ordinary extracts, 
they will sell like a whirlwind. 

Absolutely nothing like them. 
A big increase of business for you 
a certainty. 2 1 Flavors. 

Ash Your Jobber 
Welcome Our Salesman 

Consumer satisfaction absolutely guar- 
anteed. Money refunded on slightest 
complaint. 

GARRETT & CO. f Inc. 
FOOD PRODUCTS ESTABLISHED IBS 
Bu«h Terminal — Buildings 9 and 10 
Brooklyn, N. Y. 




Cocoanut 

Greme 

Custard 

A Profitable 
Fast Selling 
Food Specially 


Packed under your private label. Complete 
sales campaigns and large quantity of litera- 
ture and circulars like the above given with 
each order. 


Write at once for samples and prices. 

This product will prove a money-maker for 
any tea man. Originated by 


Federal Pure Food Co. 


CHICAGO 
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THE PRACTICAL RETAIL GROCER 

^ A department devoted to the discussion of problems which vex retailers; 
telling how to arrange, display and sell goods; how to systematize; how to 
advertise ; how to obtain the maximum efficiency in the grocery business. 


THE RETAILER’S ADVERTISING 


Some Constructive Suggestions On What 
Kind of Publicity Pays, and the 
Pitfalls to be Avoided 

SilORLANl) E. FaNNON* 

Dayton, Ohio 

I BELIEVE I am safe in saying that ten mer- 
chants have failed because they advertise too 
little to every one that failed because he advertised 
too much. Certainly hundreds of stores have re- 
mained small due to this neglect. 

Advertising is simply a way of telling possible 
purchasers about the goods you have for sale. 
Simple words and direct statements should, there- 
fore, be used in (preparing your ads. Big words 
and involved sentences will not be read. The 
purchasing public doesn't care how well educated 
you are. It simply wants to know what you have 
to sell, its quality and its price. 

Don’t crowd your ads. If an ad tells of one 
line of goods only it may catch the eye, but if it 
is crowded with many ideas the chances are it 
will not be read. It is not the number of articles 
you advertise that counts, but the number of per- 
sons who come into your store to buy the goods 
you advertise. 

I do not mean that if you have a large space 
you should use it all to tell of one article. A half- 
page or a page ad is really a collection of smaller 
ads to each of which the principle stated should 
apply. Each should tell of but one line of goods. 

Make your ads different. Don’t try to copy what 
other people say. Put your personality into them. 
Tell the story about your goods just as you 
would tell it in the store. If your ad is just like 
everybody else’s it will not be read. 

The Proper Use of Cuts 
Cuts are good, if they really illustrate, but a 
bad cut is worse than none. Don’t use a cut 
that isn’t just what yoti want simply because you 
can get it from a syndicate cheap. 

• Efficiency expert of the National Cash Register 
Company. 


If you get a syndicate to plan your advertising 
be sure you get individual attention. Ready-inade 
ads don’t fit as well as ready-made clothes, and 
will not get real results for your store. 

If you don’t tell your prices the reader may as- 
sume that the price is high. If you are advertising 
high-grade goods, place the emphasis on quality, 
and mention the price in an incidental way. 

Be absolutely honest in your advertising. Pm 
your reputation into every statement. You may 
as a leader, occasionally sell goods “below cost;’ 
but don't overdo the “below cost" sale. Everybody 
knows you can’t afford to do business on that 
basis. 

And don’t advertise every week or so “The 
Greatest Value Ever Offered.” It stamps you as 
an amateur and destroys confidence in your state- 
ments. 

Keep your advertising ahead of your business, 
not behind it. Make it pull your business alone. 
It will give you a reputation as an up-to-the- 
minute merchant. 

Ars Should Be Store News 

Your advertising is your store news. If 
haven’t any, make some. A new line of good*- 
cut prices on goods you want to turn over. I' - 
easy enough to get news if you watch tor 
opportunities. 

Don’t spend a few dollars in advertising ar.-i 
then say “advertising doesn’t pay.” Advertise? 
does pay, as attested by thousands of mcrchMi'-* 
who have become successful through its , ’- e< 
though sometimes it takes a little time for it ‘ 
bring maximum returns. Make it a part of the 
continuous policy of your store and you will rc 
be disappointed with results. 

Select your advertising medium carefully L 
value depends to a certain extent upon the gw- 
you sell and the conditions under which you - e " 
them. Except for the small store serving * 
district - of a large city, however, more P e °^ 
can be reached oftener and at less expend •• 
newspaper ads than in any other way. The 
chant who is not using them is missing an opp 1 " 
tumty. 
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The One Whole Wheat Cereal Food 

that has survived all the ups and downs of public fancy and 
is now recognized as the one universal staple breakfast cereal is 

Shredded Wheat Biscuit 

Twenty years of consistent, educational advertising has treated a world-wide 
demand for this product. This good-will is your good-will. Wo count upon 
the friendly co-operation of the four hundred thousand distributors who 
must supply the demand for Shredded Wheat. Considering Its high nutritive 
value It Is without doubt the cheapest food in the world to-day. 

Made only by 

The Shredded Wheat Company, Niagara Falls, N.Y. 
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ROMANCE OF GROCERY TRADING 


Dating Iu Beginning Before the First His- 
torical Records, Food Merchandising is 
One of the Oldest Business Known 


P ROCERY trading offers a wealth of romance 
to those who study it, writes “ Porticulis " in 
recently published proceedings of the Institute 
of Certificated Grocers, London. He states: 

The wealth of historical association attached 
to the grocery trade must be almost unique; 
many of the commodities handled in our modern 
stores have their origin shrouded in obscurity. 
We have information on some articles reaching 
back into ancient civilizations, and many epoch- 
making events are directly attributable to the 
impetus given to pioneers of trade and navigation 
by the value of groceries. Yet it is the utility 
of some products rather than their actual money 
value which has justly caused them to be associ- 
ated with the glamour of the Orient and the 
magnificence of past empires. 

Let your memory picture the proud Pharaohs 
of Egypt at the height of that ancient civiliza- 
tion's power ; the wonder of the pyramids and the 
mysteries of that age. Salt, humble though it 
may be in our estimation, made possible, in con- 
junction with spices, the preservation of these 
ancient rulers’ remains. Again, China, land of 
mysteries, what valuable contributions to modern 
luxury, aye, and necessity, have reached us from 
the home of tea. The spices of the East and the 
dried fruit of the Levant, are they not associated 
with landmarks of history; the merchants of 
Tyre and the conquest of India for its pepper? 
Greatest of all enterprises the voyages of 
Columbus — were they not prompted by the desire 
for pepper, nutmegs and other spices ? And from 
this bold adventurer’s voyages the world was 
enriched to a tremendous extent. 

His search for India via the Atlantic was 
doomed to failure, his quest of spices was disap- 
pointing, yet his contribution to world progress 
was amazing. Cassava, the raw material of 
tapioca, sweet potatoes, maize and “ sugar-canes 
of luxuriant growth,” ginger, pineapple and mar- 
anta, the raw material of arrowroot, were dis- 
covered, or rather in some cases quoted, fresh 
sources of supply were found. The boldness of 
this great Genoese made possible subsequent dis- 
coveries and cocoa or “ chocolate ” was discovered 
by Spaniards shortly after the opening up of the 
mainland of America. 

Nor is there less romance in the handling of 
groceries to-day— each commodity has a romantic 
story wrapped about it. The world is literally 


gleaned for articles to give us food or to nukt 
our foods more palatable. The snow-cap;*,; 
Himalayas, the orchards of the Santa Q&-- 
Valley, the Prairies of Canada and the stepp*. 
of Russia, the East and West Indies, the v;; t ! 
yards of France and Spain and all the end* 
the earth yield us groceries. Fragrant tea 
aromatic coffee, sweet-scented spices, luscio-i 
fruits (canned or dried), wines, wheat tor ± t 
manufacture of biscuits, macaroni, semolina, r c 
All these and much more should give us a world- 
wide vision, a breadth of view and an everlasting 
interest in the things wc handle. 

The backbone of modem commerce is food- 
recall the lean years of war — and practically ever) 
ship that ploughs the seven seas contributes i 
quota of grocery commodities. 

Can the handling of such goods be termed pro- 
saic? Rather is it a calling offering a wealth oi 
romance to those who study it, and who, realizing 
the greatness of the past merchant navigators 
and merchant soldiers can treat our heritage other 
than with reverent admiration? 

And finally, do not these things demand the 
study they so richly deserve and— require? 


HOW TO FIGHT CHAIN STORES 


Buy in Small Quantities and Often, Keep Van 
ety Up and Investment Down, and 
Handle Well-Known Brands 


HP HE apparent chief advantage the chain store 
* has over the individually owned store i> is 
rapid turnover of stock, says a writer in “Adver- 
tising and Selling,” who adds that this is the pro: 
lem to which every thinking retailer must give b 
attention. He continues: 

Wholesalers have been teaching this docinnt 
for years and it has taken root now and then 
spots, but if retailers want to measure up to 
present-day requirements each and every 
must take hold of this new doctrine and 
it in his own store in an effectual way. 

“Buy in small quantities and often, keep variety 
up. investment down, and handle the kind ^ 
goods the people know about — the adverts- 
kind.” That is an axiom in the solution oi ^ 
problem. 

Some Chain Store Claims 
Chain stores claim increased profits from to* 
ing power. They claim also heightened P ^ ; 
ciency in advertising, in the better hand Ml ^ 
credits and collections, and in better metbo s 
merchandising. 
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Displaying profitable balk goods 
as a' means of stimulating sales 



'T'HROUGH housing compactly in 
a special display counter, you can 
concentrate 2000 pounds of bulk goods 
near the scale, within easy reach of clerk. 
Without moving more than two or 
three steps, he can serve twice as many 
customers. 

The Sherer Counter 


One Clerk Does 
The Work of Two 
Serving Over a 

Sherer Counter 

All the goods are directly in 
front, handy to scales and cash 
register. The clerk stands direct- 
ly behind the counter. He re- 
moves the goods from the drawer 
oito the scale without waste 
motion. 


W E HAVE A PLAN 
outlined whereby you 
12% on certain bulk 
goods by following sugges- 
I % tions we make. 

. ' Write immediately 
* ' for the outline. 

! N We take all the 

'aun. '.risk. 

'MlEtTCO. ' 

I “llSwKUikSt. ' Mail the 
“EM!*™ S Coupon 


Is a Reliable Salesman 

Because there are 31 little show windows mak- 
ing a constant appeal to the strongest desires 
in the average person — a natural desire for 
good things to eat — you will find that this 
counter presents a steady invitation to buy 
more and leads to building up a bigger trade 
and selling more goods. Back of the display 
pockets are the drawers holding 31 kinds of 
bulk goods, kept clean, sanitary and fresh; 
these always assure the customer that he is 
getting the very best goods. 

You save the price of fancy printed labels 
on package goods and become more of 
a merchant by selling goods on their own 
merit and not on the beauty of the 
package. 




T odav 


1 Pirn 

■ »wki us 

1 obligation v 
, .'cr “ ST ; psrt , your Phm 
i Uifc ImW 2 0,1 Cer * ^ 

I hulk goods. v 
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Sherer -Gillett Co. 


CHICAGO, ILLINOIS 
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The chief advantage which a chain store claims 
over the individual retailer is the ability to buy 
for less. Their system or plan rather leans 10 
the elimination of the wholesaler. And yet these 
chain stores are compelled to provide warehouses 
and carry a surplus stock of goods in store ready 
for the call of the various stores. It is a ques- 
tion worthy of most careful thought and there is 
certainly some doubts as to whether or not there 
is any real saving in the system. They are com- 
pelled to perform the functions of the wholesaler 
and where an adequate stock is carried they are 
compelled to use in ratio the same investment. 

This warehouse and shipping overhead must be 
higher than it is for the usual jobber unless the 
chain-store system is balanced to a nicety. 

Much has been said in recent years about the 
elimination of the jobber, yet when the functions 
of the jobber arc performed the expense must be 
met and we think observations throughout the 
country do not justify the belief that any saving 
so far has been effected in this method of dis- 
tribution. 

Quick Stock Turnovers 
The wholesaler is an important factor in dis- 
tribution. He gathers his goods from the four 
corners of the earth, puts them in warehouses 
for immediate needs of his customers, who may 
buy them as needed. And if he be a wise re- 
tailer he will buy in small quantities and often 
with a view of turning his stock ; for profits to 
the individual merchant come not from the sale, 
but from the repeated turning of stock. This is 
an axiom in business right now and retailers are 
just beginning to know its meaning. 

There is one phase of the chain-store system 
which is worthy of thought and that is they em- 
ploy high-grade efficient managers who have the 
stores carefully systematized and who are bent 
on showing a profit. These managers are not 
better merchants than individual merchants ought 
to be and it behooves every retail merchant who 
is conducting a store of his own to make himself 
so proficient that he is on a par with the manager 
of a chain store anywhere, and he can do it. 
When he does do it, chain stores will have no ad- 
vantage. 

From records at hand it would seem that a 
chain store has an advantage over the individual 
retail .store in the question of net returns. The 
chain store makes good net returns on a relative- 
ly small investment, therefore they must have re- 
peated turn-over. In an average city grocery store 
the stock turns perhaps ten or twelve times a 
year. In some of the best chain grocery stores 
stock turns forty times per year. 


TRADE GETTERS 

A Series of Business Winning Plans That Have 
Been Tried and Found Successful in 
Different Parts of the Country 

By Frank Farrington 
D elhi, M. Y. 

T HESE business-getting plans are the 
* of ripe experience in the retail diatriliu;.:., 
field. They have been tried out with signal >r, . 
cess in different parts of the country. 

Your Correct Weight 
With many people the watching of their weidi- 
is a fad which receives almost daily aiu-nti.* 
With others they weigh in every day as a mav.e: 
of watchfulness. It costs money to get wddv. 
on slot scales and there is a general distrust ■: 
their accuracy. Why not place a high grade p,: 
of scales just inside the door where anyone 
step in and get an accurate weight without c >• 
A card in the window should call attention tu 
convenience, and the clerks should mention . 
whenever opportunity occurs. The value of :h- 
plan lies in its success in getting people to <i: ; 
in and bring others in whenever it is di-ir? 
to get weighed. Business men will get the ha', 
of stopping; women will bring in their ba!>i'> 
thin people and stout people will take advantiu: 
of the opportunity. A place for a show 
should be fixed above the beam of the >rale> * 
that some good advertisement can be put th'.u 
changing it every day or two. 


Helping the Churches 
Here is a plan by which the business oi £■» 
store can be tied up with the church inicro. 
without having to make any special arrangemc: 
with the churches for it. Have sonic coup 1 • 
made in various amounts, indicating the sum- >■ 
are willing to give the church on one, twn, f 
dollar cash purchases. In addition to stating- 
sum, these coupons should read something 
this : “ This coupon is good for five rent' 


cash when presented to us by the treasurer 
any of the local churches. Not good alter < 
date.”) A customer makes a purchase am ' 
ceives a coupon which is worth the amount u - 


on it. It is natural to save it and give 
church treasurer, and to boost the plan 


when 


is explained that it will be continued f° r 



The idea should be explained to 1,10 
authorities and they will naturally help 11 
all they can. They might even allow the c0 “ r ^ 


to be deposited in the contribution box on ^ 
days. The time limit is desirable on the co-* 
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P AGES in Ladies Home Journal, color pages in various 
publications a list of 25 in all, car cards, local news- 
paper ads in a big list all over the country — all make the 
1920 G. Washington Coffee advertising campaign the 
strongest ever put behind a nationally distributed coffee! 
Keep G. Washington’s Coffee right up front — it will 
pay you. Attractive display material on request. 


06 


irm^Xori6 


COFFEE 

Originated by Mr. IVathingtor. m 1909. 

G. Washington Sales Co., Inc., 334 Fifth Avenue, N. Y. C. 


When Writing Advertisers, Kindly Mention The Tea and Coffee Trade Journal 
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in order that the merchant may know where he 
stands when he wants to discontinue the plan or 
figure up his liabilities. In fixing the amount to 
be given on all purchases, it may be remembered 
that a very considerable proportion of the 
coupons will never be redeemed. Thus a fivc- 
cent coupon with a dollar purchase will not by 
any means figure out in the long run as a five 
per cent discount oil sales. This plan may be 
used to help promote cash buying. If a church 
is making a special effort to pay off a debt or to 
buy a new organ, the coupon plan may be applied 
to that one church alone. Or it may be applied 
to one church one month and to another the 
next month, and so on until it has been passed 
around. 


New Money Rebate 

" To every person purchasing for cash in our 
store Wednesday goods to the amount of ten 
dollars, we will give an absolutely new dollar 
bill which can be spent anywhere (in our store 
if you like) at its face value." This is simply a 
novel manner of offering a price reduction. The 
new money might be a silver dollar, or it might 
be a new dime on a dollar purchase. New money 
can be obtained through your bank. The plan 
will have a greater value than a simple reduc- 
tion of the price for the same proportionate 
amount. The new money may be displayed iti 
the window, and if there is a new coinage, a new 
design in any denomination, that can be made 
the occasion for such a rebate, with even more 
than ordinary success. 

Conditional Rebate Plan 

This is a plan to give a rebate on certain goods 
after a certain quantity has been sold. It may 
be operated by giving a coupon with each sale, 
the coupons to be redeemed at a certain figure 
when a specified number of them have been 
issued, thus indicating so many purchases. The 
plan has the effect of sending every customer 
out anxious to send someone else back to buy so 
the rebate will the sooner become available. The 
coupons may be numbered serially and a state- 
ment made as to the total number to go out. In 
this way customers can keep watch of the plan 
and see how many sales are still to be made be- 
fore the rebates will be given. Souvenirs could 


be given away on this same plan, people cumli 
the store being given tickets good for the •.= 
with the understanding that they could 
sented for redemption as soon as a certain ;' :r 
ber had been issued. The effect of this p! i:; 
to get the people into the store twice iiisica-5 > 
once. It may be stipulated that no coupon^ y.i 
be accepted unless presented in person Lv 
customer. It may be impossible to compel 
ance of this rule to the extent of itiakir.' 
coupons non-lransferable, but the rule will h- 
some even if not absolutely followed. 

The Year's Record 

A good advertising booklet can be made wq 
the following lines and it will be preserved v..\ 
read and rc-rcad, especially by the country tradu 
From the files of local newspapers make \ 
list of the events of interest in the comnu: 
setting down the most important for every 
in the year, each under its proper date, in ■ 
sccutive order. Between these insert sente: 
about your store or stock or methods or jn» 
Thus, for January 1 mention the trolley acci« 
of that date. Below that call attention to the 
that you carry the agency for a certain lie-: 
goods. Then give sonic incident of Januar 
followed by another advertising line, and ?o 
through the year. This will be better advert!: 
than any calendar you could give out. It will 
preserved and you will find older people in ; 
ticular getting these little booklets out and pc 
ing them time after time. If you were to gf 
such a book year after year, you would r r ' 
acquire a certain prestige you could not 
any other way. 


Advance Notice of S\lf. 


In putting on a special sale, after fixing i* :c 
which is to he generally advertised, send 
every customer of the store a form letter 
that the sale is to be held beginning at a ce 
time, but that to all customers of the ^ rt 
are extending an invitation to come and ■ 
the sale bargains ahead of the opening 
sale — with the privilege of buying if de ; r.O' 
creates upon the recipient of the invitao'- 
impression that it is an opportunity to - c - 
little ahead of the general public. It ' v1 “ ? 
a nice sale of the goods ahead of the ah f -. 


%T 


A N G 

Th* Non-Poiionous 
Fly Destroyer 


L E F O O 

Tho United State* Public Health Service advice*: 
“Arsen teal Fly Destroying devices must be rated 
« Mtnmaly dan 9* mus, and should never be 




Important 

Announcement 

To the Grocery Trade 

N EW price list on RYZON, The Perfect Baking 
Powder, is effective March I, 1920, for all 
RYZON sold on or after that date for shipment from 
the RYZON factory. 

According to the U. S. Bureau of Labor Statistics, 
the wholesale prices of food as a commodity have 
advanced an average of 134% since 1913. The average 
advance in the price of all commodities listed has been 
138%. Advance in the price of RYZON prior to the 
present advance has been only 30%, and this advance 
of an additional 30% is still a long way from bringing 
RYZON price advances up to the average. 

As RYZON was originally priced on a fair and low basis with relation 
to its cost of production, its price must necessarily advance with the 
increased cost of materials in order to maintain the original high standard 
of quality of “ The Perfect Baking Powder.” 

The consumer can well afford to pay. the price for a Baking Powder 
which will give better baking results, and conserve the investment in 
much more expensive materials than the small quantity of Baking Powder 
entering into the home baking recipe. Maintained RYZON advertising 
"ill point out to the consumer the true economy of using ' The Perfect 
Baking Powder.” 

Stock of RYZON now in the hands of the trade is high quality mer- 
chandise bought below its real value, and we trust that dealers will be 
disposed to present this fact to consumers. 


GENERAL CHEMICAL CQ. 

FOOD DEPARTMENT 

NEW YORK 
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opening of the sale, and it will give people an 
appreciation of the value of being rated by you 
as a regular customer of the store, a fact which 
will have its effect in keeping people coming, and 
bringing others. 


Rebus Displays 

Window displays made up in the form of 
rebuses will keep people standing in front, study- 
ing them, for a long lime. Such a display con- 
sists of a sentence about some line of goods, 
spelled out, as far as possible, in pictures or in 
the actual goods, the whole being attached to a 
background to show them well. The ingenuity of 
the maker should be exercised to get up a rebus 
that will be easy to read to the extent of making 
its meaning clear to anyone. Yet it will help 
to have some feature at the end of the sentence 
sufficiently difficult to keep the interested ones 
guessing. 


THE IMPORTANCE OF SYSTEM 

No Tea and Coffee Business Can Thrive for Any 
Length of Time Without It 

I T makes no difference who you are — you need 
system in your business. You may be a de- 
partment head, a salesman or a clerk— without 
system you will be a .failure. 

Some people are born with system ingrained in 
their constitutions, but the majority have to 
achieve it. 

System is synonymous with success. Observe 
the stream, whose constant dropping wears away 
the stone. Go study the ant or the honey bee; 
all nature is full of object lessons in system. 

But the mere reading of the success stories of 
the captains of industry in the success magazines 
will not make of you a success if you do not learn 
to apply the lesson. 

Briefly stated, system means getting the thing 
done — and quickly. Don’t fritter away your time- 
Learn how to best conserve your energies. Study 
the needs of your business, and then put into it au 
intelligent system. 

Don't start in to do a thing and then suddenly 
jump into something else. Make up your mind 


not to let anything interfere with your <loin . 
thing that you have in hand. One thing at a 
and that done thoroughly and well — that’s 
tem. 

Here are some features of system which it u-" 
be well for you to hear in mind : 

First. Don’t be afraid of hard work. There 
no royal road to success in this trade. 

Second. Be honest — because it pays. There i. 
no such thing as success in a bad business. L • 
your word be as good as your bond. Don’t 
Don’t substitute. 

Third- Learn to concentrate. The best wav;, 
achieve success is to do one thing. 

Fourth. Cultivate cheerfulness. Look pL-asan; 
You will catch more business with a honey*] 
smile than you will with a vinegary disposition. 
Nothing is so cheap as politeness. 

Fifth. Look after the details. This does ih 
mean that you are to let them interfere with your 
business. System simply makes sure that every 
labor and time saving device is on hand. I: 
you are a $50 a week man, don’t waste time doito 
things you can gel a $15 a week assistant to <fo 
for you. System is helpful. 

System really includes all the other business w* 
tucs, and you have got to systematize yourself be- 
fore you begin to systematize your business. TV> 
means that you have got to get the right mental 
attitude and look after your health; and ill!' 
means early to bed and early lo rise It ab> 
means allopathic doses of good light, f rob a:f. 
pure water, proper food- When you get yourseli 
adjusted along these lines, you cannot help but i« 
cheerful and sunshiny, and this means that y J 
will attract others instead of repelling them it 
will also get you down to your business early an*, 
gives you a good foundation to start with. 

Next you will proceed to systematize the ph* 1 e 
in which yoju work along the same lines. It } :]i 
have an office, supply it with good light and ire?- 
air, and it, too, will become cheerful. If you w-rti 
at a desk or a counter, put them in order a.-# 
keep them orderly. If you are a salesman on 
floor, you may have already noticed that it i> 1 ^ 
neat appearing, healthy, cheerful and well-ordin- 
salesman who gets the order. Tf you are 
head of a business and inculcate lessons cu '}•- 




EMPIRE HARDWARE COMPANY 
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Butchers' 


STORE FURNISHINGS 


Bakers’ 

Restaurants’ 


SCALES, CANISTERS, SHOW CASES, REFRIGERATORS, Etc. 
ELECTRIC COFFEE MILLS 


272*274 West Broadway 
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Domino Package Sugars 


are profitable to both the grocer and the housewife. 
The grocer who sells Domino Package Sugars saves 
time, paper bags and twine and there is no loss from 
“down weight” and spillage. 


The housewife who asks for Domino Package Sugars 
in the sturdy cartons and strong cotton bags is assured 
of accurate weight purity and cleanliness. 


American Sugar Refining Company’ 

“Sweeten it with Domino ” 

Granulated. Tablet, Powdered, Confectioners, Brown. 
Golden Syrup. 


r 


Rows and rows of Yuban packages are continually going 
on to the shelves of thousands of grocery stores. 

At once off they go into the hands of hundreds of thousands 
of customers. 

These quickly moving packages tell the story of the demand 
for Yuban. 

You will find that Yuban repeats as no other coffee does. 

ARBUCKLE BROTHERS 

Yuban Coffee Department 

NEW YORK PITTSBURG CHICAGO 
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in your business life, you will achieve success. If 
you do not, you will sooner or later achieve 
failure. 

In conclusion, it might be well for you to bear 
in mind this truth: You have got to get out or 
get in line. In this maelstrom of our modern 
business life, system is of paramount importance. 
You have got to get out or get in line. 


Slant AhnrrtiBnnpntH 


Classified want advertisements under regular head- 
ing $3 for twenty-five words or less. Addltioual 
words four cents each. Payable cash with order. 


lirlti fflantri) 


WANTED — Salesman experienced in selling green or 
roasted coffee, salary or commission. State pre- 
vious connections, which will be kept strictly con- 
fidential. Address Box 499, care of Tiie Tea and 
Coffee Trade journal. 


WANTED— Capable and energetic sales manager not 
afraid of work and with Borne knowledge of coffee 
by rapidly growing coffee house in the Middle West. 
Address Box 500, care of The Tea and Coffee 
Trade Journal. 


HiarrlUmMma 


WANTED — Y> hag coffee roasterB, also store size 
coffee grinders. Must he in good condition. Reply 
to United Coffee Stores, 1802 Penn Avenue, Pitts- 
burgh, Pa. 


FOR SALE— Burns coffee roaster, revolving cooling 
cylinder and separator. Capacity one-balf bag. 


Bargain price. Reply to A. Wiseman. In.', jfyjx 
Street, New York. Phone. Lispenard 619:;. 


FOR SALE — One Burt and two Knapp can label;- 
machines. On hand at Brooklyn, N. Y.. factor* 
Addresp Box 502, care of The Tea and Curr-’. 
Trade Journal. 


Established 1890 
Davies & Harris 
London Export Tea Brokers 
London Import Canned Goods 
& Produce Brokers 
16 Mincing Lane, London, E.C. 


&ittratimiB JBantcb 


MANAGER — Young married man wishes positi»c 
coffee house as a manager. Has exp>>rii>o-, 
roasting, blending and bookkeeping. Addr-w* l; 
501. care of The Tea and Coffee Trade Joi rna. 


TEA HINTS FOR RETAILERS 

By JOHN H. BLAKE 
275 pages; 24 illustrations; cloth bound 

A book of practical and accurate informa- 
tion about the history, cultivation and manu- 
facture of tea, gathered by the author durinr 
an experience of over twenty years’ active 
service in tea circles. 

Every retail grocer should have this hook 
and become versed in the knowledge of on-' 
of the most important items in his stock- 
one of the few articles on which he may mak* 
a really good profit. 

Sent postpaid on receipt of $1.50 by 

THE TEA & COFFEE TRADE JOURNAL 
79 WALL STREET Ssle Agate NEW YORK 


Better Service To Youf. Customers 



LANDEKS, 

NEW BRITAIN 


UNIVERSAL 

Electric Coffee Mills 

Customers do not complain of your service— 
clerks are in good humor and fit for a busy trade, 
when your store is equipped with the UNIVER- 
SAL Electric Coffee Mill. You will consider it 
the best paying help in your business. 

No. E92I1 Each $360.00 

Granulating Capacity, 3 lbs. per minute. 
Chopping Pulverizing Capacity, lb. per minute. 

Floor Space, 36 x 19 Yz in. Height. 6 2 in. 

(universal! 

Sold exclusively through the jobber 

FB.AIAY Sr CLARK 

CONNECTICUT 
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KNOWN HIGH QUALITY 


The reputation of 

Baker’s Cocoa 
and Chocolate 


preparations for 
flavor, purity and 
excellence is such 
that they are the 
favorites with 
consumers and 
are easily sold. 


WALTER BAKER & CO., Ltd. 

Established 1780 Dorchester, Mass. 



JIASE 6 

$ANBOI<N'$ 



“The Brands That Brew the Best” 

•Vme merchants achieve a maximum of 
result with a minimum of effort, 
hittle EFFORT is required to sell Chase & 
-anborn’s teas and coffees, but the RE- 
^ ^ something more than increased 
^k-s of Chase & Sanborn merchandise. 

. wd merchants profit by augmented sales 
1 general groceries stimulated by the 
-building qualities of 

CHASE & SANBORN’S 

High Grade Teas and Coffees 
BOSTON CHICAGO MONTREAL 



CONSUMPTION 

of Macaroni and Spaghetti 
is increasing from day to 
day, but in our country it is 
still very small — about four 
pounds per person per year 
— compared with seventy 
pounds in Italy and forty 
pounds in France. 

Your wagon men can help 
increase consumption and 
build a business for you on 
HARVEST brand. In- 
struct them to put “ a pack- 
age in every home.” 


The Briggs Cereal Products Co. 

Cincinnati, Ohio 
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KAFFEEhAG' 

IT’S PERFECT 
COFFEE 








KAFFEE HAG COFFEE does not in- 
terfere with the sale of your own cof- 
fees. It is a perfect caffeine-freed 
coffee, blended from choicest selected 
coffees and is intended for those people 
who are NOT at present drinking or- 
dinary coffee. Instead they are now us- 
ing numerous cereal substitutes which 
in recent years have gained tremen- 
dously in popularity, interfering with 
the grocers’ coffee sales. 

Sell KAFFEE HAG and increase your 
coffee sales. 

AT ALL JOBBERS 

KAFFEE HAG CORPORATION 

New Y ork City Chicago Cleveland 




The Quality 

IN 

granulated, cubes, confectioners 
and soft sugars. 

The sugar which makes 
satisfied customers 

WARNER SUGAR REFINING CO. 

OfllCtl 7* Wall St., N. Y. C. RafliMn I Ed*e*r»i*r. N. 4. 


NEW ORLEANS 

The Logical Coffee Port — Home of 

ALAMEDA COFFEE 

Sold only in 1 and 3-lb. Tins 
Under Our Trade Mark 

CAREFULLY SELECTED]FOR 
PARTICULAR TRADE 

MR. GROCER: 

PUT YOUR TRADE WISE 

MERCHANTS’ COFFEE CO. 
of NEW ORLEANS, Ltd. 

NEW ORLEANS 

B. C. CASANAS, President 
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Keep Gold Dust in 
plain sight near the 
cash register. With 
women, “seeing means 
buying.” 

gscae fa t r b an tcssaa 
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FRANKLIN PACKAGE SUGARS 

have been a standard for years. 

They are packed in neat strong 
cartons and cotton bags, and give 
you a satisfied customer and a 
profit. 

The Franklin Sugar Refining Company 

(PHILADELPHIA 

“A branklin Cane Sugar for every use” 

Granulated, Dainty Lumps, Powdered, Confectioners, Brown,' 
Golden Syrup 


IfRANKUN 

yCBANUUTtt, 

, s LGAR 
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TEA AND COFFEE PREMIUM TRADE 

<J A department devoted to the interests of users of Premiums, 
Advertising Specialties and Novelties in these trades. 


PREMIUMS AS SALES AIDS 


Properly Used, They Are Valuable Mediums of 
Advertising and Help Build a Better 
Business 


I N the movement of all cereals, I have observed 
that premiums or novelties are a helpful me- 
dium of advertising and arc entitled to their 
place alongside of other accepted forms of pub- 
licity. So writes J. R. Castleman, manager of 
the American Barley Company, in “ Novelty 
News." He continues: 

This knowledge is based on personal ex- 
perience and observation gained as a managing 
director or in other managing positions in the 
Malta Vita Co., the Kellogg Toasted Corn 
Flakes Co., the National Oats Co., the Armour 
Grain Co., and other concerns in which I have 
been engaged in the reorganization of cereal 
properties. 

In almost every cereal business there arises, 
at some time, a situation that requires " pinch 
hitting.” And in these situations a happily- 
selected premium or novelty proves singularly 
effective. 

Premiums of Large Cereal Companies 

In 1907, Kellogg’s Toasted Corn Flakes Com- 
pany was forced to restrict distribution and 
omit sales work in certain territories because 
of the loss of its principal plant through fire. 
In certain states business was quickly restored 
when the time came by the use of the familiar 
Kellogg Jungle book, (given free to the mer- 
chant) which was sold to the people in combina- 
tion with two ten-cent packages of corn flakes 
for twenty-five cents. That this combination 
was successful is evidenced by the millions of 
Jungle hooks used. 

Watch fobs, reproducing the package of ce- 
reals, were used by the salesmen in lieu of call- 
ing cards. In those days the cost of the fobs 
was less than three cents apiece. t It was cheap 
and effective advertising, for I still see some of 
these fobs, although they were distributed near- 
ly ten years ago. 

In the Maple Flake Mills, now part of a 
large grain company, premiums w r ere used for 
several years and produced splendid business. 
•They were distributed to consumers for specific 
quantities of labels from packages, and to 
wholesale and grocery dealers for given quan- 
tities of merchandise sold. 


L'Akkv-Ai-L Bags as Premium^ 

Before the World War began one of du- : 
large cereal companies, of which I was an 
ficer, purchased quantities of toys from the KLk 
Forest district of Germany and other souu-t* 
These toys were an effective means of produce 
business for a certain brand of rolled oat>. 

Right now I am using carry-all or >hop;i::.v 
bags, which are given away with package' i 
uncooked cereal. Tests show that these !a^ 
enable salesmen to effect larger sale* to 
salers and retailers, and moreover consumer* ; > 
the cereal to obtain the carry-all bag. 

In the above case the premium is a logical r.-ne 
for the manufacturer, the merchant and the con- 
sumer — for most every woman, or man, has we; 
for a basket or bag to hold groceries purchase 1 
on the "cash and carry” plan, which plan > 
becoming more and more popular in these high ■ 
cost-of-living days. 

•We give away a carry-all bag worth ten cent' 
in retail value with each fifteen or thirty-ce::: 
package of cereal, and because of the result- 
obtained we have discontinued packing toys ant 
other small articles in the cereal package'. 


CACAO IMPORTS MUCH GREATER 
During January, 1920, more than twice as much 
cacao was imported into the United States a> in 
January, 1919, the figures being, respectively, 41.- 
263,643 pounds and 15,459,961 pounds. 

In the seven month period ended January, 19- , 
the imports were 240,585,741 pounds, as com- 
pared with 136,422,169 pounds in the correspond- 
ing period of the preceding year, and T96.744.L-4C' 
pounds in the 1918 period. 


The Premium De Luxe 

Hundreds of the livest Coffee Roasters ana 
Wholesale Grocers have 

REVOLUTIONIZED THEIR SALES 

by using Saxon Chinaware — "the premium with ! - ' 
back-fire." We have new and up-to-date plans consist' " 
with all rulings and statutes. 



We can help you — will you 
let us? 

Write Today 

THE 

SAXON CHINA CO. 

SEBRING, OHIO 
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TRADE CONDITIONS CHANGING 

To cope with changing marketing conditions in the coffee trade 
and to take full advantage of the sales opportunities offered bv the 
National Coffee Publicity campaign, coffee men ought to investigate 
our service. 

OUR PREMIUM SERVICE FITS THE SITUATION 

No stock to carry. No detail. No investment for premiums. You pay after 
the sale has been made. 

Customers receive a direct monetary return for money so expended. 

IT IS ‘‘GOOD-WILL ADVERTISING” 

It insures continuous buying on (he part of the consumer. Quality and price 
being equal, he will insist on such brands. 

Among the nationally known concerns whom we serve and to whom we refer are : 
The Nestles Food Company, Lever Brothers Company. The J. B. Williams Com- 
pany, Koulds Milling Company, Federal Snap Fastener Corporation. 

If you have a trade-marked product, write us and we will tell you how our 
Premium Service may be used by you. 

THE PREMIUM SERVICE COMPANY 

50 and 52 Franklin Street, New York, N. Y. 

Telephones: Franklin 1130-113] 

ESTEN W. PORTER, President and Central Manager. 

F. W. HUTCHINSON. Sale Manager. 



Qiinaware 
isfliebest 
premium 
because it 
appeals 
irresistibly 
to the - 
housewife 



A NEW EH A IN COFFEE MAKING 



VACUUM PROCESS COFFEE MAKER 

THE HOUSEHOLD PREMIUM OF 
UNLIMITED POSSIBILITIES 


f takes the luck out of coffee making. 
vrfectloD of operation and construction. 
Iconomy in the use of coffee. 

•omen write us at once for particulars and 
rice upon this great premium. 

Sample sent for trial to any rated concern. 

ALUMINUM PRODUCTS COMPANY 

1 n Tll:«evj C 
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Colburn’s 

_ ©Red Label 

Spices # 

The Supreme Seasoning / • 

S INCE 1857 The A. Colburn Corn- 5n 4 

pany of Philadelphia have been the 
leaders in the milling and packing of 
fine spices, mustard and condiments. 

You can get a full line of these stand' Tv 
ard Colburn products all uniformly 
packed under the famous Colburn 
“A” Red Label. 

For over sixty years the name Colburn . 

has stood for ‘The Supreme Seasoning.’ 

Your customers know that in offering J I 

them Colburn’s you recommend the f / 
best. » 

All dealer requirements can be ade- \ 
quately cared for this season, with 
the completion of our new plant. 

The A. Colburn Company 



Si 


\ t I 1 l - | 


2228 North Tenth Street, Philadelphia 

Spices Cooking Herbs flavoring Extracts 

Mustard Pickling Spices Other Condiments 


Established 1857 


Colburn's 

Spices 


.o,auRN c ° 
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W-R-GRACE C CO 

NEW YORK- NEW ORLEANS -SAN FRANCISCO 


--COFFEE-- 

BUYING OFFICES IN ALL PRODUCING COUNTRIES 
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Jules Maes & Co., Inc. 

SUCCESSORS TO 

PRODUCE & WARRANT CO., Inc. 

Export and Import Commission Merchants 

NEW YORK NEW ORLEANS 

78-80 WALL STREET 443 GRAVIER STREET 

COFFEES 

ALL VARIETIES 

Agents for several prominent and reliable shippers in Brazil 

SUGAR 


COCOA 

SEEDS : NUTS : ROOTS : BEANS 

And”other North, Central and South American Products 


GENERAL AGENCIES: 

BRAZIL: SANTOS ITALY: GENOA 

RIO DE JANEIRO TURIN 

SAO PAULO MILAN 

BAHIA TRIESTE 

PARA 

ANTWERP, BELGIUM LONDON, ENGLAND 

GHENT, BELGIUM BUENOS AIRES, ARGENTINA 

AMSTERDAM HOLLAND SAN SALVADOR, C. A. 

HAVANA, CUBA 
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HARD & RAND 


Importers and Jobbers of Coffee 


Head Office: Branch City Sales Office: 

107 Wall St., New York City 202 Franklin St., New York City 


FOREIGN BRANCHES: 

Rio de Janeiro, Brazil Batavia, Java 
Santos, Brazil Cordoba, Mexico 

Sao Paulo, Brazil Guatemala City, Guatemala 

Victoria, Brazil London, England 

Venezuela 


Chicago, Illinois 

St. Louis, Missouri 


DOMESTIC BRANCHES: 

New Orleans, Louisiana 
isouri San Francisco, Cal- 


Correspondents in all other principal markets 
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An Emergent Green Coffee Shipment 

225 Miles Overland 
By Motor Truck 


The recent railroad strike found one of our coffee 
roaster friends with but a few hours’ supply of coffee 
and with the consequent prospect of shutting down his 
plant. 

He put his problems up to us, and as a result, within 
six hours three Aron motor trucks loaded with green 
coffee were en route to his plant, 225 miles overland. 

The test of any individual or firm is how it will 
measure up in an emergency. The instance referred to 
furnishes a good example of the resourcefulness of the 
Aron organization, and of how it is prepared to co- 
operate with green coffee buyers. 

J. Aron & Company, Inc. 

Importers COFFEE Exporters 

New York New Orleans Chicago Samos, Brazil London 
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Are you a 

Green Coffee BUYER 
or a 

GREEN Coffee Buyer 

? 


The experienced buyer does no guessing 
but ascertains xea\ coffee values by making 
full use of Burns cup-test equipment 
Sample Roaster 
Sample Grinder 
Revolving Table 
Kettle and Cuspidor 

a line of apparatus so we)) suited to trade 
needs that the wise users of it can see clearly 
why Bums equipment for wholesale coffee 
roasting should dominate that field also 
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An Important Top-story Corner 
of an Oklahoma Wholesale Grocery 

It was storage space not long ago. Now it's a busy coffee 
roasting plant, trying to keep up with a demand for the 
firm s coffee which has increased beyond expectation. 


\ 


The picture shows the first installation, a 300-lb. Jubilee roaster with 
Tiptop cooler and Stoner, good for 750 lbs. of roasted coffee every hour. 
Now there's a second roaster and cooler box (easily added because the 
whole plant was Burns engineered). 

It s Griffin Grocery Co. property, at McAlester; typical of what happens 
when a live coffee distributor acquires Jubilee equipment. 

THE JUBILEE COFFEE ROASTER 

produces 

FINER ROASTS WITH LESS GAS 


JABEZ3URNS & SONS |iBU®3|llfAv. &.43 D St. NEW YORK 

EQUIPMENT 
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Lambert Peanat Batter Equipment 

Lambert Peanut Butter Machinery excels 
because it is scientifically, yet simply con- 
structed. Because it is complete in every 
detail. Because it is substantial. The 
Lambert Machine Company is the only 
concern that manufactures complete peanut 
butter plants. 

Lambert peanut equipment consists of 
suitable peanut roasting apparatus, peanut 
blancher, picking and ston- 
ing machinery, one or 
more peanut butter mills, 
complete with automatic 
Salter, auxiliary machinery 
( e 1 e v a t ors, conveyors, 
storage bins, feed hop- 
pers) and approved pow- 
er transmission, such as 
will render the plant as 
nearly automatic as possi- 
ble. 

Plans designed accord- 
ing to requirements. 

Specifications and esti- 
mates furnished. 


w 


:S: 


■iniiTiTiTnpjmiiM 



m 
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The Factory and the Product 


Above we reproduce a picture of our enlarged and remodelled business home. 

Some writers do not approve of displaying factory pictures in advertisements. 
The idea may be a bit old-fashioned. We are following old customs in this case, 
however, because we want to give tangible evidence of our ability to serve. 


We present the building just as it stands, without exaggeration, It is the 
largest plant of its kind in the United 
States, devoted to the exclusive manufac- 
ture of individual cotton tea bags and coffee 
urn bags. It is equipped with the latest 
devices for turning out these specialties 
quickly and economically. 

The illustrations of tea bags and coffee 
bags shown on this page give but a faint 
individual idea of the character of our product. The 
Tea Bat bags are made as they should be, the best 
of materials being used, with honest and thorough workmanship throughout. 

We seek inquiries from tea and coffee merchants desiring to increase their 
tea and coffee business by means of these modern specialties. Ask for samples 

National Urn Bag Company 

174-176 East 104th Street - New York 




L 
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Adjustable Round Can Labeler 



Portable Llllput Round Can Labeler Model B 


Instantly adjustable, without tools, to any can between 2 to 7" diameter. 
Requires no labeling skill, and most elementary mechanical common sense. 
Capacity from 7,000 to 10,000 cans daily from two operators ; half with one 
operator only. Adhesive applied all over surface assures tight labeling. 

The cans remain sufficiently dry for immediate packing. 

When writing for particulars kindly submit sample cans and labels 

Jagenberg Machine Company, Inc. 

PACKAGE AND LABELING MACHINES FOR MOST PURPOSES 
Office, 131 W. 24th St New York 

(Near all leading RR. Stations ) 
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Monitor Roasters 
for 

U. S. Navy Plant 

After careful investigation, the United States 
Government decided to equip its Brooklyn Navy 
Yard coffee roasting plant- with Monitor gas coffee 
roasters. 

During the war, a battery of eight Monitor ma- 
chines was operated twelve hours a day, with a total 
output for a single month of over 2,808,000 pounds. 

In this instance, Monitor roasters met the supreme 
test of serviceability under exceptional conditions 
over a long period. This test of Monitor efficiency 
serves to demonstrate their supremacy. 

Huntley Mfg. Co., Silver Creek, N.Y. 

Canadian Plant: Huntley Mfr. Co. Ltd., Tlllsonbnrr, Ontario, Canada 

Coffeo-Boaetlng Plants Completely Equipped ' / 


When Writing Advertisers, Kindly Mention The Tea and Coffee Trade Journal 



THE TEA AMD COFFEE TRADE JOURNAL 




Solving the Package Problem 

For 90 % of the world’s machine-packaged products 
Pneumatic automatic packaging machinery has solved 
the packaging problem. With decided savings in labor 
cost, the Pneumatic system lines, weighs, fills, seals, 
wraps aud dates, without the aid of human hands, from 
15,000 to 18,000 accurate, sanitary, air-tight and dust- 
proof packages daily. Request literature and detailed 
information. 


PNEUMATIC SCALE CORPORATION, LTD. 

NORFOLK DOWNS, MASS. 

BOSTON NEW YORK CHICAGO 



PNEUMATIC 

PACKAGING MACHINERY 
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Don’t 

over-stock 
your customers 


The judges are care- 
fully reviewing the 
photographs entered 
in COFFEE WEEK 
• window display con- 
test. Winners will 
be announced at an 
early date . 


Wholesalers ! 

Don’t over-stock your trade. 

You can establish your brands on a 
sounder basis by making sure that 
no old stock is allowed to accumu- 
late on your customer’s shelves. 

Small orders and frequent orders 
keep the dealer’s stock fresh. His 
turnover is increased, his profits are 
multiplied, and he takes a greater 
interest in pushing COFFEE. 

All of which is to the benefit of the 
COFFEE cause. 


COFFEE 

Joint Coffee Trade Publicity Committee of the United States 

74 Wall Street. New York 
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Woods Ehrhard & Co. 


GREEN COFFEE 




EVERY WAY 


New York 


M. I. HORWITZ 

COFFEE IMPORTER 

139 Front Street 25 Depeyster Street 

NEW YORK 

Operate largely in Bogotas and the active grades of 
Brazil Coffee. 

Agent for a large shipper of Maracaibo Coffee. Cup 
quality a specialty. Exceptional facilities for large 
buyers. 

Genuine Bourbons are scarce. We have a large 
quantity of genuine Bourbon Grinders of fine cup 
quality. 
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S. A. SCHONBRUNN & CO. 
Coffee Roasters 
Tea Importers 

We offer every kind and grade of coffee, selected on cup 
value, from our own importations. The tea buyer will 
find many choice Garden Teas in our well assorted stock, 


81-83 FRONT STREET 


NEW YORK 


EPPENS, SMITH COMPANY 

IMPORTERS AND JOBBERS 

COFFEES and TEAS 

267-269-271 Washington St 103-105-107 Warren St. 124 Front Street 

NEW YORK 


JAVA AND SUMATRA COFFEES 

SPOT AND AFLOAT 


Offering Some Choice Lots 


Ask for Samples 
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What New Orleans Offers Green Coffee Buyers 


“ The Dock Board has agreed to an offer of the Green 
Coffee Association to a loan of $559,000 for the estimated 
cost of extending and improving the Poydras Street 
landing, 

“ The section of the wharf not already shedded will 
have a two-story shed, 700 feet long by 60 feet wide, and 
plans also contemplate construction of a shed over a por- 
tion, 260 by 260 feet, and putting a mezzanine floor in 
that part of the sheds already in use. 

“ The new arrangement is expected to make the facili- 
ties for handling coffee in New Orleans ideal .” — New 
Orleans News Dispatch, published in April Tea anp 
Coffee Trade Journal. 

This step in the development of New Orleans as a coffee port is just one more 
good reason why New Orleans is your “ logical port ” for green coffee purchases. 

S. PFEIFER & COMPANY 

Brazilian and Mild Coffees 

310 MAGAZINE STREET NEW ORLEANS 


J. E. CARRET & COMPANY 

Successors to JOHN O’DONOHUE’S SONS 
IMPORTERS — JOBBERS 


COFFEE 


100 FRONT STREET 


NEW YORK 


W. M. GIFFORD COMPANY 

mi ld Coffee Brokers brazil 

11 India Street Boston, Mass. 

Our direct connections with Coffee Shippers give us the opportunity of securing 
good Coffee at all times. 

We work for those who need our services. Superior facilities for taking care of the 
needs of Green Coffee buyers. 

Cost and Freight — Spot New York and Boston 
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VICTOR V. CLAD COMPANY 

217 and 219 South 11th Street 
PHILADELPHIA, PA. 

Manufacturer of 

High Grade Urns 

Single or in Batteries for 

Coffee— Milk— Cocoa 



USE A TRICOLATOR 

And Make Better COFFEE 

Roasters (now) send TRICOLATORS to complaining cus- 
tomers. They know that the clean, sweet, fresh Paper Filter, 
the. fool-proof Aluminum Top and the China Urn will make 
their coffee right. 

Send for circular and prices on Home or Hotel size 
TRICOLATORS and Filter Paper. 

THE TRICOLATOR CO. 

64 E. So. WATER STREET CHICAGO 


Always On the Market 

Never Over the Market 

Often Under the Market 

^i ve the largest stock of the finest roasting and drinking coffees of all description. 

Ye °“ er teas of every variety. All of fine cup quality. 

JONES BROTHERS TEA COMPANY, Inc. 

107 Front Street, New York 

GUSTAVE E. KRUSE JOHN J. McNAMARA 

r * ^ ana 8 er Manager 

offee Department Tea Department 
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For the Manufacture of Liquid Mustard 

We Are Prepared to Supply Machinery of Exceptional Merit 

WE BUILD 

Grinding Mills, either pulley or chain 
drive. 

Roller Mills and Seed Crushers. 

Mixing and Storage Tanks. 

Pumps. 

Stone Crane Equipment. 

Pneumatic Air Outfits to Dress Stones. 


PAUL OEHMIG & COMPANY 

Builders of Specialty Equipment for 
Manufacturers of Food Products 

1948-1954 WEST OHIO STREET CHICAGO 


COMPLETE PACKING ROOM EQUIPMENT 

Present conditions in the coffee trade demand even closer attention to packag- 
ing costs. The coffee packer who seeks to cut down his operating expenses should 
investigate the “ Johnson ” line of automatic machinery. 

We are manufacturers of complete packing room equipment, including 
automatic carton making, filling, sealing and moisture proofing machinery. 

Write for catalog. 

JOHNSON AUTOMATIC SEALER CO., Limited 

BATTLE CREEK MICHIGAN 


TheSclentific knowledge required to make good cans on a “ LANGSTON 
unit is embodied in the machinery. You can do the rest. 

Let us show 
you how to 
| make your can 
It’s worth while 

WRITE 

Samuel M. Langston Co., Camden, N. J., U. S. A 
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Ja va -Holland -America Trading Company 

(Java-Holland-Amerika Handelscompagnie) 

Importers of Java Tea 

AND OTHER DUTCH EAST INDIAN PRODUCE 
DIRECT FROM PLANTATIONS 

ROTTERDAM NEW YORK JAVA 

No. 8 BRIDGE STREET 
Direct all correspondence to the New York Office 


COGOLLO 

The mark of one of the highest Grade 
Coffees Grown in Colombia, S. A. 

A coffee noted for its mild and delicious flavor and unsurpassed 
fragrancy. Carefully picked, hulled, selected and stored under 
sanitary conditions. 

Whether you buy 44 Cogollo Lavado,” * Cogollo Selecto ” or u Cogollo 
Especial,” you are certain of getting a coffee of uniform quality. 
For particulars apply to M. Duran, 198 Broadway, New York. 
ORDER BY THE NAME “ COGOLLO " 

COGOLLO & CO. Rep. of 

Cucuta Coffee Planters Coi ? I ^ bia ’ 


MURAI TRADING COMPANY, Ltd. 

Successor to 

MEIJI TRADING COMPANY, LTD. 

( Formerly Furuya A Nishimura ) 


TEAS JAPAN FORMOSA OOLONG INDIA CEYLON JAVA 
BEANS OILS SPICES CHILLIES GINGER 


Chicago Branch 

Montreal Branch 

Lake-State Building 

55 St. Francois Xavier St. 




J. HENRY YOUNG GEO. N. JESSEN 



YOUNG & JESSEN 


Geo. F. Wiemann Co. 

COFFEE 


COFFEE 

230 N. WABASH AVENUE 


LONG DISTANCE PHONES 


NEW YORK 

CENTRAL CHICAGO 




TEA DETARTUENT 

06 FRONT ST. 
NEW YORK 
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COFFEE MADE SOLUBLE 

The character of your blend is retained by 

OUR PROCESS 

Write for particulars — giving some facts regarding requirements 

Soluble Coffee Company of America 

97-99 Water Street, New York 


Alex. H. Purcell & Co. 

Coffee Brokers 

28 Old Slip New York, N.Y. 

I 

Will be pleased to send 
samples and quotations 
upon request 


ChM. Dittroann F. V. Allain Chas. 8. Dlttmaan, Jr. 
If ember N. Y. Coffee Exchange 

CHARLES DITTMANN CO. 

Coffee Commission 
New Orleans — 223 Magazine St., P. O. Box 747 
Chicago, 326 River 8t. 

AGENTS FOR: 

Messrs. E. Johnston it Co., Ltd., London 
Messrs. E. Johnston & Co., Ltd., Santos 
Messrs. E. Johnston & Oo., Ltd., Rlo-de-Janelro 
Messrs. Arbuthnot, Latham & Co., Bankers, London 
Messrs. Fred ’It Huth & Co., Bankera, London 
U. S. Branch, Standard Bank of South Africa, Ltd. 

U. S. Branch of Thames A Mersey Marine Insurance 
Co., Ltd., of London and Manchester 
London Assurance Corporation (Fire Insurance) 
Commercial Letters of Credit Issued 
Oar spot department makes a specialty of selectlai 
and purchasing coffees for the Interior trade. 


Jardine, Matheson & Co. 

LIMITED 

Importers of all classes of TEA 

including 

CEYLONS, INDIAS AND 
JAVAS 

63 Wall Street :: New York 


HUNT & CO. 

The Oldest Japan Tea Exporting House 
in the Orient 

JAPAN TEA :: CHINA TEA 

96 Water St., New York 

CHICAGO MONTREAL 

222 N. Wabash Ave. 3 St. Nicholas St. 


Agencies in Important Cities 


OTIS A. POOLE 

STRICTLY 

COMMISSION BUYER 

JAPAN TEAS 

55 KITA BAN-CHO 
SHIDZUOKA JAPAN 


The Laurel Improved 
Coffee Granulator 
and Chaff Remover 

Cheapest and best 
machine on the mar- 
ket. The machine you 
will want to increase 
your sales of clean 
ground coffee. Write 
for photo and sample 
of the work of ma- 
chine. 

Used Coffee-Roasting 
and Grinding Ma- 
chinery. Send for list. 

The Laurel Mfg. Co. 

627 N. 3d St., Phila., Pa. 
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Recent Porto Rican 
Experiments 

proved that eight-year-old trees, 
which yielded 205 pounds of hulled 
coffee to an acre, increased their 
yield to 402 pounds after an 
application of 

Nitrate of Soda 

Valuing the coffee at 15 cents a 
pound in Porto Rico, the use of Acid 
Phosphate and Nitrate of Soda made 
each acre’s yield worth $30 more 
than without Nitrate. 

Write for free books on coffee growing. 

Dr. William S. Myers 

Chilean Nitrate Committee 

25 Madison Ave. New York 


Cocoanut 
Creme 
Custard 

A Profitable 
Fast Selling 
Food Specially 

Packed under your private label. Complete 
sales campaigns and large quantity of litera- 
ture and circulars like the above given with 
each order. 

Write at once for samples and prices. 

This product will prove a money-maker for 
any tea man. Originated by 

Federal Pure Food Co. 

CHICAGO 



LEMON PIE FILLING 

In 16 oz. Cans 

Your Brand or Ours Flavored 
With Juice of Lemons 

Best Quality Made No Artificial Flavoring Lowest Price 

Send for Sample 

ARCADIA FOOD CO. 174 Hudson St, N.Y.C. 



PACK YOUR GOODS RIGHT! 


Ma 


GLASSINE 

VEGETABLE parchment 
grease proof 

p 'RCHMOID 

eilter paper 


PROTECTIVE PAPERS, Etc. 

Protective Papers preserve the quality of your prod- 
uct and add to its attractiveness. Furnished in 
sheets, rolls, or circles. See your jobber or write 
us direct. Send for samples. 

DEPT. H., 

Diamond State'Fibre Company 

BRIDGEPORT, PA. (NEAR PHILADELPHIA), U. S. A. 


In Canada. DIAMOND STATE FIBRE COMPANY OF CANADA, Ltd., Toronto, Canada 


When Writing Advertisers, Kindly Mention The Tea akb Corm Tbade Journal 





548 


THE TEA AND COFFEE TRADE JOURNAL 


Hay lay, 


'T'HE advertisements on 
* these pages represent a 
cooperative effort on the 
part of the leading St. 
Louis coffee merchants to 
acquaint buyers with the 
advantages of St. Louis as 
a coffee market. 


Write for samples of CUP QUALITY 
kinds. 

Salesmen wanted in all uncovered 
territories. 



Meyer Bros. 
Coffee and Spice Co. 

St. Louis 

OWL BRAND 
COFFEE, TEA, SPICES 


We solicit correspondence 
from dealer! seeking to build a 
high grade coffee business. 


“nu iiinnniiiiiiimiiiiiiuiiiiiimiiiiiiiiiinniiiiiiiiiiiiiiiiiiMmiiimg 


JOHNSON - LAYNE 
COFFEE COMPANY 

Importers and Distributors of the 5 

World’s Finest Coffees and Teas H 



EDWARD WESTEN TEA & i 


SPICE COMPANY’S 

Cooks’ Pride Coffee 

42 Years on the Market 

Owned and 
Distributed by 

BISTON COFFEE COMPANY 

ST. LOUIS, MO. 


OU1S 


Coffee direct 
i/rom Brazil 
-to St. Louis 

By All Water 

I^oute 

j 


mi iiiiiiiiiuiimimiinii 


iiiiHtuiiiiiiiUiiuiiiinutn 


Send Us Your Orders 


FAUST INSTANT COFFEE 
AND TEA 

By C. F. Blanke Tea and Coffee Co. 

Prop, of the World’s Famous 

FAUST COFFEES AND TEAS 

and the Celebrated New Seasoning 

FAUST CHILI POWDER 

Consult us on Coffee Fillers 
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Sell more coffee — Capital- 
ize the National Coffee 
Publicity Campaign— Buy 
in St. Louis 


America's 
Greatest Coffee 
^oastin^ Center 

Unsurpassed. Receiving? 
Manufacturing & Shipping 
facilities make St. Louis 
tlio Logical Coffee Market 
lor Coasted Coffee Buyers 
in Twenty-three States. 

■ • Investigate • - ■ 

* n| iinniHiiiuimuumi)iuimuiiiiiiiiiiiuuu!i!uiiiiiii!U!: i 

THINK THIS OVER 

y? Salesmen's Salaries, Commissions, 
Raveling Expenses. Etc., go into our 
pnces. 

^ a t s the reason we make such low 
quotations. 

WE SELL YOU DIRECT 

We have no salesmen 

f° r Samples and Quotation t 

WM. SCHOTTEN COFFEE CO. 

^•Wished 1847 ST. LOUIS, MO. 


THE house of FORBES 
* established in 1853 by 
Jas. H. Forbes, was the first 
coffee roasting institution 
west of the Mississippi. 
These years of experience con- 
firm the slogan, 

"Price is a good salesman 
Quality is a better one." 

JAS. H. FORBES TEA & COFFEE CO. 

ST. LOUIS, MO. 


GOLD STAR BRAND 

Highest Quality 

Teas, Coffees, Spices 


and Grocers’ Sundries 


DAYID G. EVANS COFFEE CO. 

St. Louie 
Established 1858 


I F you cannot buy from 
all of us— buy in St. 
Louis anyhow — it is your 
logical coffee market. 


I 


STUDY THIS! 


It will pay you to 
pay us our price for 
GOOD COFFEE 


NORWINE COFFEE CO. 

ST. LOUIS 
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Coffee Business That Pays 

Moat grocers " handle ” coffee, but comparatively tew SELL it as yet In which 
class are you? 

ROYAL COFFEE SYSTEMS have grown in popularity among retail grocers be- 
cause THEY do the eelling. Operation in full sight of the public and^ the handsome 
appearance of the machines themselves attract attention and DRAW TRADE for 
the Coffee Department— which means more trade for others as well. 

Ever pass a store when coffee was being roasted? If you did, your “coffee 
appetite ’’ was most certainly aroused. To what extent this can affect business will 
be understood from this wide awake North Dakota merchant’s letter : 

n ff, e No. B Coffee Rooster kAIcS we purchased from you some time ago has certainly 
bem a mighty good booster for oar coffee basinets as II has shoam at a 600% increase. 

We woald net thintc of being in the retail grocery business without a Royal Coffee Roaster .“ 

Your coffee business can be increased the same through installation of a ROYAL 
COFFEE ROASTER. It will give you better coffee because Fresh Roasted and you 
will benefit accordingly. 

We will show yon a saving of from five to fifteen cents a pound through buying 
your coffees green and doing your own roasting. We render a complete service gratis 
and our coffee company will furnish your green coffees if desired. No obligation to 
buy through them, but you'll want to when you know about their service. 

The accompanying illustration is of the Royal No. 5 Roaster— especially adapted 
for the retail coffee business. It roasts twenty-five pounds at a time. 

Our catalog shows other sizes as well as our complete line of eteel-cutting Coffee 
Mills and Peanut Butter Machines. 

ASK FOR A COPY TODAY. It will incur do obligation on your part and per- 
haps we can show you a way to bigger business and bigger profits. 


Why a ** distributor ” i then a 
small investment tcill make you a 
« Coffee Merchant ”t Our catalog 
shoict the way. 




EER 


1127 West St. Hornell, N. Y. 
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WHO’S WHO IN THE TRADE 



A. S. BRASEN 
of Bell, Conrad & Co., Chicago, 
and Ex-President of the Chicago 
Coffee Roasters’ Association, 
See page 567 
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A Battery of Navy Gas Fuel Roasters 
T hese Huntley machines turn out some 2,500,000 
pounds of roasted coffee per month. 




A Close-Up View of a Navy Stoning Boot 
L t.-Coxn. Kopp. plant manager, showing the an! Ur 
how the roasted coffee is cleaned. 



The Navy's Grinding Apparatus 

The coffee is supplied to ships already ground to a 
“ flue like granulated ” standard. 


An Automatic Weigher and Packer 
T his scale, an Automatic Weighing Machine Co. P 
uct, is filling a 100-pound steel drum- 


SCENES IN THE NAVY’S COFFEE ROASTING PLANT, BROOKLYN, N- Y ' 


HOW THE NAVY ROASTS ITS COFFEE 

flAll the coffee used in the United States Navy is blended, roasted, ground 
and packed at the Fleet Supply Base, Brooklyn, N. Y. ^During the 
late war this plant turned out 2,419,200 pounds monthly, and at the 
present time is producing nearly 1,400,000 pounds every thirty days at 
a sales price in the commissary stores aboardship and in navy yards of 
twenty-nine cents a pound. <JThe manufacturing cost is estimated at 
1% cents a pound, and the total, including cost of the green beans, over- 
head and steel drum containers, at 28Mi cents. 

By Logan E. Ruggles, U. S. N. 

New York 


W HEN we take our pencil and jot down the 
fact that there are over a hundred thousand 
sailors in the United States Navy, and that 
practically each one is a confirmed coffee drinker, 
wc can readily understand that it takes some 
coffee to supply the demand. 

The World's Largest Coffee Roaster 

The Navy buys, blends and roasts more coffee 
than any manufacturer in the world in proportion 
io the number of men employed. The actual 
authorized enlisted strength of the Navy is 
131,485 men, and each is allotted a ration of two 
ounces of coffee per day, hence a division for 
handling this commodity. 

A few years ago, when the Navy went dry, 
some writer trying to be funny said: “We now 
have a 1 Grape Juice Navy.’ ” But we arc rather 
inclined to think that we have always had a 
good, strong coffee Navy. Most everyone knows 
that sailors drink coffee, but everyone doesn’t 
know how much they drink, nor do they know 
that the Navy roasts, blends and grinds its own. 

The Fleet Supply Base, Brooklyn, N. Y., oper- 
ates its own coffee plant and supplies the entire 
Navy. Consignments are sent to all naval bases 
and stations, chief among which are those at 
Boston, Philadelphia, Norfolk, Va., Mare Island, 
Cal., Bremerton, Wash., Honolulu, T. H., and 
Cavite, P. I. 

The green coffee is purchased after a careful 
inspection by a coffee expert, and no “ chop 
helow a Santos 5 is accepted. It is then blended 
* man who has had twenty years’ experience 
to the coffee manufacturing business. 

The Navy’s Roasting Methods 

The operation of roasting coffee in the Navy 
Probably differs in no essential from that em- 
ployed in our commercial establishments, but 


it is believed that a short description of the 
Navy’s procedure may be of interest, 

After all tests have been made the coffee is sent 
to the mixer, which has a capacity of 3,780 lbs., 
thence to the milling machines, which remove all 
sticks, strings and other foreign matter. From 
there bucket elevators carry the cleaned coffee 
to the roasting storage hoppers, and when ready, 
drop it into the revolving cylinders of the roast- 
ing machine. From the roasters the coffee is 
dumped into the cooling cars, where it remains 
for about five minutes, and then to the stoning 
boot where all remaining refuse is removed. The 
clean roasted bean is then drawn through air 
pipes to the storage hoppers— located directly 
over the grinding mills, which grind it to a 
“fine granulated.” It then is passed through 
other storage hoppers, from which it is weighed 
by automatic scales into cither 100 pound gal- 
vanized drums or 5 pound fiber containers, at 
which time it is ready for shipment. 

Scientific Tests for Navy Coffee 

Tests are conducted in the chemical laboratory 
maintained in connection with the inspection 
of all Navy food stuffs, and instructions on the 
best processes for making coffee for the table are 
issued. This latter phase is considered particu- 
larly desirable since it is a well known fact that 
the best coffee ever grown, blended to perfection 
and roasted to exactly the proper degree, may be 
absolutely ruined by being improperly or care- 
lessly treated in the final process of preparing it 
for consumption. 

Previous to the time when we entered the war, 
a battery of coal roasters, with capacity of 
8,000 pounds each per day was in use. As the 
needs of an augmented personnel increased this 
type of plant was found inadequate to meet the 
demands and Huntley gas Monitor roasters were 
installed. The temporarily increased cost of, 
production was quickly balanced by cleaner ser- 
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vice, easier operation, and (the main object for 
the change) increased production. 

War Time Operations 

At the height of war-time activities the coffee 
plant was operated twelve hours per day, and 
the total output for a single month was 2,808,000 
pounds. 

During this period a force of thirty-five men 
were employed. The plant was under the direc- 
tion of three Naval officers and the coffee expert. 



The Navy's Coffee Delivery Service 
L oading a vessel at the Brooklyn navy yard with coffee 
for distribution among ships and stations 


The maximum output was 50,000 pounds of 
roasted, ground and packed coffee ready for 
shipment every eight hours. Every time the 
clock ticked a pound of coffee was sent through 
the Navy coffee plant. 

The green coffee is purchased, as are other 
commodities for the Navy, under the laws of the 
sealed bid system from dealers. Only a short 
time ago a shipment of green bean coffee was 
brought to the plant as ballast and it may be that 
this method of procurement will be permanently 
established. This, however, depends on the price 
asked by contractors. Buying is a very important 
factor. 

Some Navy Roasting and Packing Costs 

Our rate of production is a strong comment on 
"out-side” prices, when it is remembered that 
we use no "chops” under Santos 5's, and no 
fillers whatsoever, and a very small amount of 
water — which is absolutely necessary to check 
•the roast as against the flooding practice. The 
Navy gives to its consumers an absolutely pure 


product at 29 cents per pound (present price) 
in the five pound containers for sale througn 
the commissary stores to the personnel of the 
Navy* 

A very essential item in packing and shipping 
coffee, as every dealer knows, is the container 
For overseas, large and long distance shipments 
steel drums are used by the Navy. This type of 
container cost the government $3.75 each, but 
the drums are returned and used time and time 
again. If they become battered and soiled they 
are placed in first class condition at the plant 
After various experiments the drum washing 
machine was installed; a solution of potash is 
used for cleaning the drums. 

The following tabulation presents a graphic 
“ picture ” of the quantities of coffee handled at 
the Fleet Supply Base during the war and now. 
and also some comparative costs: 

There are kept on hand at the Navy coffee 
mill for daily delivery to the various ships and 
stations : 

500,000 lbs. in 100 lb. drums. 

50.000 lbs. in 50 lb. cartons. 

18.000 lbs. in 5 lb. containers. 

Green coffee roasted during the 


war, per month 2,808,000 lb*. 

Roasted coffee packed during the 

war, per month 2,419,200 

Green coffee roasted, normal times, 

per month 1,622,400 

Roasted coffee parked, normal times, 

per month 1,397,760 



Roasting Samples of Navy Coffee 
E very chop of coffee received by the Navy is 
this Burns sample roasting outfit 


Shipments of roasted coffee during 

war, per month..., 2,400.000 lh» 

Shipments to supply ships for con- Mnnn •* 
voy fleet 1,000,000 

•In connection with this price it should be 
membered that the Navy does not have the duj coo- 
merchandising overhead costs of the average 
mercial coffee roaster. — The Editors. 


to- 1920 


THE TEA AND COFFEE TRADE JOURNAL 


555 


Aifinieiits to transports for over- 

fleet 800,000 lbs. 

v-irments to various navy yards... 600,1)00 ” 
Average price of green coffee during the 

war : 15c per lb. 

t ;rcen coffee, present price ..23.96c per lb. 

coffee price, including overhead 

ca st 28.336c (1(X) lb. drums) 

.^proximate fluctuation in price to Navy : 

, 1919 . 1920 


. Sept. Nov. Feb. 

30c 36c 29c 

These prices arc for pure coffee furnished to 
he ships and stations through the Provisions 
nd Clothing Department. The coffee plant, 
lining full capacity, manufactures this com- 
vdity at a cost of V/$ cents per pound. 


another coffee plant for navy? 

Officials of the United States Navy are 
eriously considering the establishment of a cof- 
lee roasting plant on the Pacific Coast, to be 
quipped along the same lines as that in operation 
i\ the Brooklyn navy yard. It is believed that 
the new plant will be located at the Puget Sound 
ravy yard. Bremerton, Wash. 


THE ORIGIN OF CHINA TEA 
The Chinese have a legend purporting to ac- 
count for the origin of tea in China. Owing 
to the dense population and poor sanitation, fre- 
quent epidemics of typhoid and other fevers were 
prevalent and nearly wiped out at times large 
sections of the population. The wise men of 
the empire were called together to suggest a rem- 
edy. They found that the drinking waters were 
dinted, but by boiling these waters before drink- 
tg all danger was removed. An edict went forth 
hat, throughout the kingdom, the people should 
oil their water before drinking. By obedience 
o this law the epidemics and fevers ceased. But 
^ people again grew careless, the law was 
dialed, more and more, and again the disorders 
tppeared. The wise men were again called to 
)v crcome the difficulty. They were sent in search 
3 i a herb whose delicious flavors could only be 
bought out by boiling water and the search rc- 
■ulted in the discovery of the famous tea plant. 


CHIU TO TRY TEA CULTURE 
^ recent report from Valparaiso states that 
,,e Dtihan Ministry of Industry is planning 
experiments to determine if tea can be 
^ 0Wn commercially in Chili. The Chilian lega- 
■‘ 71 Tokio has been requested to forward 
specimens of the tea plant for this pur- 


COFFEE IN GERMANY TODAY 

Observations On What the War Did To the 
One-Time Flourishing Trade of the 
Teutonic Nation 

(Sl'KClAl. CORRES IH1 N t»KN C K ) 

Paris, April 1. 1920. 

OINCi from Paris to Hamburg, the erstwhile 
v “* coffee market of Germany, is no joy ride. 

I left Paris in the fall of 1919, a few months 
.if ter peace had been declared, and was just 
three days making the trip, one that could have 
been made in from 12 to 15 hours lie fore the 
war. 

Securing a German passport on the strength 
of being a coffee man was a good deal like the 
cook for an Uncle Tom's Cabin tent- show trying 
to pass the ticket taker at a Broadway attraction 
on the recognition of the profession’s courtesy. 
However, I got one from the German Consul at 
Coblenz, he being at one time a coffee man. 

After I had secured my German passport, be- 
fore I was permitted to proceed, it had to be 
seen and approved by every officer and doughboy 
wc have guarding the bridgehead at Coblenz. 1 
was duly informed that I was leaving the pro- 
tection of the spreading eagle, and was on my 
own hook absolutely. At Cologne I Had to run 
the gauntlet of the British. Here, I was gone 
through, stamped and approved to suit the King's 
taste, and put aboard a train headed toward 
Hamburg. About 12 o’clock at night I was again 
confronted by the last of the British outposts 
and again examined carefully. When I was 
climbing hack on the train a Tommy called out 
to me: "Have a good time, but don’t overeat.” 
Somehow I felt I detected just a little sarcasm 
in the tone of his voice. 

There being no sleepers on German trains, I 
had to sit up in the compartment. One window 
had been knocked out and the chilly night air 
penetrated to the marrow of my bones. The 
next morning, about 8 o’clock, our train pulled 
up to a little German village, where I was in- 
formed I could get breakfast. If ever a man 
wants a steaming cup of good hot coffee it is 
when he has been sitting up all night and his 
system has been absorbing cold, frosty air. 

Railway Coffee Service in Germany. 

I went into a little restaurant alongside the 
depot on the platform and ordered breakfast and 
I received a strip of corned beef about the size 
of a sickly lead pencil, two boiled potatoes, and 
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black, impossible bread, the kind that made Ger- 
many famous. No butter, no salt, no pepper. 
Along with this bountiful repast came some sort 
of a substitute for coffee; its only redeeming 
feature was, that it was hot. It tasted about 
as much like coffee as a mess of stewed turnips 
does like a porterhouse steak. I took it without 
sugar or milk, for neither were to be had. 1 
asked the waiter rather solicitously, “Is there 
anything mo.re to be had?” and was informed 
that I had gone through their menu from soup 
to nuts. I took a hitch in my belt and boarded 
the train again, headed for Hamburg. 

The present coffee business of Germany can be 
summed up in a few words: “There ain't no 
such animal." But as to the past, that s a differ- 
ent matter. The trade’s interesting and sad finish 
is another. 

Hamrurg Then and Now. 

As is generally known, Germany was one of 
the great consuming coffee countries of the world 
prior to August, 1914. As an industry coffee 
ranked among the biggest. Hamburg, the prin- 
cipal port of Germany, was the leading market 
for coffee, and Bremen, a city a short distance 
from Hamburg, was also an important market, 
but in no way compared with Hamburg. Ad- 
jacent to Hamburg is the freeport separated 
from the city proper by a canal some 60 or 70 feet 
wide and connected by bridges. At the entrance 
to these 1 bridges arc customs offices, where the 
duty is collected on any merchandise that is 
transferred from the freeport to Hamburg for 
consumption in Germany. 

Great Lager houses, or warehouses, in which 
were stored large quantities of coffee before the 
war are situated in the freeport. These ware- 
houses arc built on the banks of a system of 
canals and are very accessible to the loading and 
unloading of merchandise direct from boats. To- 
day they stand as great empty skeletons ; martyrs 
to that “ Grim Business of War.” 

The Decline or Hamburg’s Cofeee Trade 

It was the custom of the Hamburg coffee im- 
porters to bring in a large part of their coffee in 
the hull or parchment, for they had in these 
coffee warehouses machines for hulling and pol- 
ishing, a business at which the Germans were 
past masters. A great many of the larger plan- 
tations of Guatemala and Central America were 
under the control of the Hamburg merchants, 
and as a result coffees from these countries were 
well introduced and widely used. Owing to the 


fact that the merchants of Hamburg could brir, - 
coffee from the source to the freeport, manic, 
late it in their warehouses and reship to the 
terior of Germany by paying a customs duty. >• 
reship to any foreign country without duty ... 
great expense, the Hamburg merchants stood in 
a most favorable position for foreign trade, par- 
ticularly with reference to the Baltic States. 

During the war the coffee machinery in the 
warehouses was dismantled, the copper and bra-, 
being used in the manufacture of munition, 
Owing to war conditions, the Baltic States avert 
forced to trade direct with the coffee growing 
.countries. The long time credits that were once 
extended by Hamburg importers are no longer 
needed by the coffee trade in these northern states 
and even though it were possible for the Ham- 
burg merchant to extend it, which they are rot. 
this trade is lost, seemingly forever. 

The coffee exchange is also located in the fret- 
port, situated in one of the large buildings no 
the Sandtorquai. This exchange rang long and 
loud in the busy trading hours before August. 
1914, and its power was felt in all the marke's 
of the world. The blackboard, the judges' stand, 
the ring and the desk telephones arc still then' 
but covered with cobwebs and dust. It's a 
dreary, deserted looking place. 1 was sitting a 
an office, adjacent to the exchange, talking to a 
once prominent coffee broker, when suddenly 
a clang sounded from a bell and echoed and rt- 
echoed throughout the deserted building, 
jumped to my feet, thinking the place on 
or a revolution on foot, when my friend said 
“Sit down, peace be with you. Tt’s alright; it- 
nothing. Simply the old fellow who has beer 
custodian of the building for the past 30 or 
years ringing in the 1 call.’ ” He continued: Tit 
old codger is so methodical in his daily routine 
that he rings them in and out,, alhtongh he In* 
not had an answer to his appeals these mtuy 
years.” 

The coffee brokers of Hamburg have, of :l - * 
sity, turned their attention to other lines of r- 
deavor, eking out an existence, hoping aS 3 ' 1 *;' 
hope that some day they can again resume t e- 
respective positions in the trade. But it 1 _ 
like nothing but sad, wearisome days aliea ' ^ 
them. It is doubtful if Hamburg will ever rt? ‘ 
even a semblance of her former position m 
trade , ; s 

When the war broke out there were s ° r 
the warehouses of the freeport 2,062,000 a ^ 
coffee. At Bremen there were 124. _ ^ 

Quite a nice lot of coffee for the opera* 0 
traders to play with. 
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paring the war some coffee was imported into 
Germany via Holland, Denmark, Sweden and 
Norway, but no statistical figures have been pub- 
; .hed on these quantities. Regular shipments 
af re made up to the 1st of April, 1916, when the 
British welded their ring of iron around Germany 
jikJ siopped the coffee business of the country 
absolutely. The big stocks above mentioned 
lave long since been consumed. 

Present Day Trading Methods 
After the peace treaty was signed the business 
was again resumed, under this Government 
licensing system: The brokers submitted their 
offerings and sales tickets to a committee who 
trained an import license to the one bidding the 
lowest price. Here is where the “ city slicker ” 
gut in his fancy work; many a bogus offering was 
pat before the committee along with a bogus sales 
:icket and a license received. 

The profit permitted was 10 per cent, but a 
large business was done with the hotels, restaur- 
ants and the well-to-do people without any re- 
gard to the 10 per cent. In order to avoid the 
duty exacted by the Government during the sum- 
mer and fall of 1919 some 250,000 bags of coffee 
were smuggled into Germany through the Occu- 
pied Territory. The coffee was usually sent down 
the Rhine from Rotterdam to Cologne or Cob- 
lenz, or some other point in the territory where 
the Germans have no control. From here it was 
transported in freight cars, and aided by graft 
*«*y being passed around (and, perhaps, to some 
men in uniform), the coffee would go straight 
through into Germany without paying any duty 
whatsoever. This hole was finally plugged up in 
December of last year. 

The first coffee licenses were issued in July, 
at about 5 marks per half kilogram. These 
lenses were stopped for a short time in August, 
granted again on September 1, and finally 
popped altogether on January 14, 1920. This stop- 
was caused by the sharp decline of the 
rtrmari mark and no coffee is permitted to be 
•^Ported in any way whatsoever. 

The Government classifies coffee as a non-es- 
* n!l al- In August there was a duty of 65 pfen- 
on coffee per half kilogram pius a 900 per 
| C '^ Sold duty. On the 13th of December the 
|.° toty was provisionally suspended. It was 

again on the 31st of December on a basis 
1 pfennigs per half kilogram, but, as stated, 
a ‘ 1 e beginning of 1920 the importation of coffee 
* aS st °PPed altogether. 

Coffee Substitutes Now Used 
Substitutes are now drunk entirely. They are 


made of masted carrots, turnips, in fact, all kinds 
of roots as well as from the residue acquired from 
the manufacture of beet sugar. 

The great coffee roasting industries of Germany 
have had their humps along with the rest of the 
German industries. They now vie with one an- 
other as to which is making the best substitute 
Some roasters have come to believe they have a 
real palatable article. The peasants slyly mix a 
roasted barley ur malt into these substitutes, 
which art is, however, against Government order. 
I have yet to see a substitute that has any re- 
semblance to the flavor of good coffee. 

The coffee house of Germany was a world fa- 
mous institution all along the principal streets of 
the German cities. Formerly one could see hun- 
dreds of people sitting in these houses enjoying a 
cup of the amber liquid and eating the famous 
Kaffee Kuchm. It was a part of the daily routine 
of the busy businessman to stop work about 4 
o'clock and go to his favorite coffee house and 
there indulge in the above mentioned combina- 
tion of coffee and A'ltr/tCM. 

A German and an American were sitting in a 
cafe in a city of Germany trying to make stewed 
parsnips taste like Wiener Schnitzel. The Ger- 
man turned and said to the American: 

“ Py golly, der food vat ve got ccs not gool, 
aind it? De beer id aind no beer adall mid der 
goffee, Gott and Kniilc! Such a war, such a fin- 
ish, nodings hut worked over garbage to drink.” 

“But,” said the American, “your Government 
says that coffee is a non-essential.” 

“I know dot.” said the German, “so did dey 
say dot de American Army was a non-essential. 
Huh! py golly, aind it a lot dey know?”— 
Cosmopolite. 

BRAZIL SKLLS VALORIZED COFFEE 

During the last few months the Brazilian 
government has been disposing of its stocks of 
valorized coffee to both European and Ameri- 
can houses. The latest deal reported by Numa 
Olivicra, controller of the government stocks 
at Rio de Janeiro, involves the sale of 500,000 
bags to European buyers, which brings the orig- 
inal stock of slightly over 3,000,000 hags down 
to 870,000 bags. 

Mr. Oliviera also stated that he was engaged 
in negotiations for other blocks of the coffee 
to European interests, “seeing that your (Amer- 
ican) market will not buy.” 

A GREAT HELP IN A COFFEE BUSINESS 

William L. Grow, Clarksburg. VV. Va., writes : “ I 

like Tb* Tea and Coffee Trade Journal very much. 
It is a great help and welcome visitor every month 
in the coffee business.” 
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FORMOSA TEA IN THE U. S. 

This Analysis of Trade in the 1919-20 Season 
Indicates Increased Consumption in 
Oolongs in this Country 

F ORMOSA export figures seem to indicate 
that the average importation of Oolong teas 
into the United States for the past four years 
has exceeded 19,000,000 pounds, which is about 
2,500,000 pounds more than the annual aver- 
age for the preceding season. Unquestionably the 
four seasons' supply, 1915 to 1918, did not work 
out into consumption, and the accumulation gave 
us the depressed market condition of the Spring 
of 1919, opines the J. C. Whitney Company, 
whose review continues : 

"The foreign buyers going to the Orient in the 
Spring of 1919, therefore were not prepared to 
pay the prices asked by the Chinese merchants 
in Formosa, and in consequence there was a dead 
lock and no transactions took place until about 
June 15 — some thirty days later than usual. There 
had been some speculative buying on the part of 
Chinese merchants who had made extra money 
in rice, and they" bought up practically all of the 
first crop, expecting to secure fancy prices from 
American buyers. Owing to the low prices pre- 
vailing here American buyers could not pay the 
prices asked. Fortune favored these Chinese 
speculators, as a most unusual demand sprang up 
from dealers handling Fouchong leaf for ship- 
ment to Straits Settlements, Hong Kong, Java 
and parts of South China. These points had 
been closed to tea trade during the war period, 
and with their markets opening again these buy- 
ers received the unusual amount of orders, that 
saved the day for the Chinese speculators. 

"However, this demand had delayed long 
enough so that the teas being held became af- 
fected by the unusually damp weather that pre- 
vailed, and the early picked teas became, to some 
extent, mildewed, and it was only by refiring 
these teas and mixing them with the scented teas 
that they could be worked off for markets other 
than the U. S. A., for a few of these teas were 
fit for export here. 

"Early summer teas coming to market during 
the latter part of June to the middle of July 
showed the best quality of any teas throughout 
the season. Prices, however, ruled very firm and 
continued to advance, for by this time markets in 
the United States had begun to climb upwards 
for all kinds of black teas, and this naturally 
had the effect of bringing American buyers into 
the market in Formosa, which sustained that 
market practically throughout the season. 


Max 


"The extremely poor climatic conditions & rc . 
vailing this season began to show up, p^,. 
ularly in the quality of the crops, from midsun;, 
mer on through to the later crops, as the it, i; 
produced were exceedingly poor in style, the kv 
being large and coarse and deficient in quality 
“Formosa is also being affected by the >r»mr 
general conditions prevailing everywhere in '!,« 
matter of higher costs, and with labor, boxe*. 
leads, mattings, rattans at higher rates, produc- 
tion and manufacturing costs are cons ultra]’) 
increased, which must affect laid down cost* in- 


coming season. 

" The total supply coming to the U. S. A i!ik 
season is the smallest that we have had in fifteen 


years, and as these teas at the prevailing price- 
are the lowest costing black teas on the market 
it is rather surprising that there has been a break 
in the market, forcing them below twenty cent' 
This can only be accounted for by the extreme!; 
slow movement of trade that there has been iV 
several months, and we would rather expect to 
see a hardening and advancing market before 
new season’s teas become available should we 
in the meantime, a return to normal demand. 

Formosa Oolong Imports Into the U. S. 


(June to June of each year.) 
Season. Pounds. Season. 

1905- 06 18,160,063 1912-13 

1906- 07 16,828,337 1913-14 

1907- 08 16,281,271 1914-15 

1908- 09 16,106,470 1915-16 

1909- 10 16,715,778 1916-17 

1910- 11 17,075,889 1917-18 

1911- 12 19,804,796 1918-19 

First six months of 1919 season 14, 


Poll Dll* 
,23$, 21' 

,06$.3‘ 
,37$, 7:.* 
,957.4V' 
,247.454 
331 It"*. 


MORE CASSIA OIL FROM HONGKOtf 
While the total exports of cassia oil ft® 
Hongkong in 1919 were considerably below ih 
record for 1918, the shipments to the L’nitec 
States last year increased more than 100 per 
Of the 1919 exports the United States took ’■ 
per cent of the total, as compared with 55 Pj' 
cent in . 1918. The declared exports to th- 
country in 1919 were valued al $ 288 , 836 . 
compared with $124,465 in the preceding 
The value of Hongkong’s shipments in 191 - 
all countries was $370,792 as compared »*■ 
$434,245 in 1918. Great Britain’s imports of I ! - 
oil declined from 34 per cent of the total expM- 
to 15 per cent, and Japan’s from 9 to 8 per ct " 


ITALY GOES ON COFFEE RATION'S 
Coffee is included among the food , 
which Italy recently placed under the 
system in a nation-wide effort to reduce 
sumption of foodstuffs in that country ^ 
the regulations practically no important a ‘ _ 
of diet can be bought except on production 1 
“ tessera ” or food card. 



j/av, 1920 


THE TEA AND COFFEE TRADE JOURNAL 


559 


for lower* distribution cost 

Federal Trade Commission Says Improved Mar- 
keting Processes Are Needed To 
Reduce Cost of Living 


(Staff Correspondence) 
Washington, D. G, April 15, 1920. 

M OST of the war time regulations of the 
marketing processes affected through the 
Been sing power granted under the Lever Act were 
clearly beneficial to producer and consumer as 
well as the honest dealer serving a necessary 
function and should be made permanent. This 
is the substance of a statement contained in the 
Federal Trade Commission's report on “The 
Wholesale Marketing of Food ” made public 
yesterday. 

The Commission points out that costs of food 
distribution are far too high and that the elimina- 
tion of unnecessary costs and losses would not 
only “act as a counter agent in checking dis- 
parity in food prices and money incomes, but 
would strengthen the nation’s position in its com- 
petition for world trade.” 

The report sets forth the growing feeling not 
only among consumers but even among producers 
and dealers that improved marketing facilities and 
processes are urgently needed. u The movement 
of food should be made most direct from field 
and factory to table.” 

An interesting feature of the report is its sur- 
veys of representative markets of the country', 
including New York, Chicago, Pittsburgh, New 
Orleans and Los Angeles. A study is also made 
of he principal European wholesale markets. 

“A wise governmental policy towards the food 
industries may lower production and distribution 
costs together with the final sales price without 
Proportionally increasing governmental costs, 
thus reducing the national cost of food. It is 
he urgent need and proposed content of such a 
Policy towards wholesaling to which this report 
seeks to direct public attention." 

Uneconomical Wholesaling of Foods 


h is shown in the report “ that careless hand- 
improperly equipped cars, delays in moving 
an d exposure, while foods are in railway transit 
0 ma rket, are the causes of large and unnecessary 
°sses and expenses to dealers and shippers ; that 
* a *Kvay terminals are usually scattered, that they 
* re not properly equipped with cold, heated, and 
storage to prevent deterioration before per- 
' 5 .^ s can be removed, and that often they lack 
Vilifies for the quick and safe handling of 
toods.*' 


It is also stated that "buildings and other facili- 
ties for the marketing of perishables in the vast 
majority of wholesale receiving centers are en- 
tirely inadequate, are generally badly located with 
reference to terminals, storage and retailers, are 
often congested, and are invariably ill-adapted in 
construction and arrangement to economical 
marketing. In several cities running above 
100,000 in population, public storage facilities 
were found to be entirely lacking and in others 
inadequate. Where storage is sufficient it is often 
far from both terminals and wholesale centers. 

“As a consequence of the location of markets 
with reference to terminals, storage, and re- 
tailers, a large amount of carting is necessary. 
Congested and poorly paved streets, long dis- 
tances, ill-equipped conveyances all make for use- 
less expense and large losses of foods through 
deterioration. 

“ If the wholesaling of foods is to be placed on 
an efficient basis, the first and most obvious re- 
quirement is that respecting physical equipment. 
Facilities adequate to every need should be pro- 
vided for the receiving, handling, storing, pre- 
serving, buying, selling and delivering of specified 
foods. 

“ The emergency legislation and administrative 
decrees of food controllers issued during the war 
relative to the wholesale trade in perishable foods 
were framed substantially along the same lines in 
all the countries where State control or regula- 
tion was established. The outstanding features 
common to most of these regulations were the 
following: Compulsory licensing of wholesalers, 
fixed maximum prices and margins of profit, pro- 
hibition of the handling of the same goods by 
more than two wholesale dealers, and establish- 
ment of grades of quality and standards of 
weight and measure. Some of the temporary 
emergency measures of control have proved so 
efficacious that their continuance in peace time 
is being strongly advocated.”— R. B. W. 

R. R. STRIKE HANDICAPS ROASTERS 

Many coffee roasters in various parts of the 
country displayed much ingenuity during the 
recent railroad strike in getting their supplies 
and delivering orders, states J. J. Sutton, travel- 
ing representative for the Huntley Manufactur- 
ing Company, who recently visited New York 
after a long business trip taking him into many 
states. Mr. Sutton said that a large number of 
roasters resorted to overland hauls by motor 
trucks when the strike shut off their regular chan- 
nels. He also reported exceptional activity in the 
trade at the present time. 
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COFFEE CONSUMPTION GROWING 

N. C. R. A. Manager Tells New York Grocers 
That in Six Recent Months the Increase 
Has Been Fifteen Per Cent 


N an address delivered before the New York 

Retail Grocers' Association early in April, Felix 
Coste, manager of the National Coffee Roasters’ 
Association, said statistics show that “the con- 
sumption of coffee during the past year has in- 
creased, and increased enormously.” Mr. Coste’s 
main purpose was to explain the national coffee 
advertising campaign to the retailers, and in sup- 
port of his statement about increased consump- 
tion said: 

" In estimating the effects of our advertising 
upon consumption I believe I am justified in 
ignoring the results of national prohibition for 
this reason : Coffee, like every other food prod- 
uct, has increased rapidly in price. The natural 
tendency of high prices would be to reduce con- 
sumption. If prohibition has caused people to 
drink more coffee, as many believe, its effect 
probably has no more than balanced the tendency 
of high prices to reduce consumption. The fact 
that consumption has increased can fairly be at- 
tributed, I believe, to the intensive organized 
effort of the national campaign about which 1 am 

t0,,t Dunng the last half of the year 1919, the 
deliveries from the New York Coffee Exchange 
show something like 4,737,000 bags against 4,- 
114,000 bags during the corresponding period in 
1918, which makes an increase of 623,029 bags in 
six months. In the same six months in 1919, 
per capita consumption was 11.80 pounds against 
the corresponding period for the previous year of 
10.24 pounds; that is an increase of 1.56 per 
person. Reducing that to a percentage basis it 
shows 15 per cent gain. 

“These figures are after taking from ware- 
house deliveries, coffees that were exported again 
from this countiy to others. So these are figures 
of net consumption." 

The remainder of Mr. Costes address was de- 
voted to explaining the purpose and the methods 
of the Joint Coffee Trade Publicity Committee’s 
coffee advertising. Among other things he told 
about advertising in medical journals, the Com- 
mittee’s booklets, the motion picture, the place 
of the retailer in the campaign to increase coffee 
consumption, and the need for truthful state- 
ments in advertising. 

Asked about the price situation Mr. Coste said 
he could not speak as an official of the N. C. 
R. A, but he told a story to illustrate how the 
value of the dollar has depreciated. Fie said that 
about a year ago a Brazilian planter took 260,000 
yards of cotton sheeting as his proceeds in the 
sale of 1,000 bags of coffee, but when he recently 
duplicated the transaction at about current coffee 


prices the planter got only about 200,00! 

He added: 

” That only goes to show that the purchaju;. 
power of the dollar has changed to such an 
tent that if we apply that to the price of coSu 
as we do other things, the prices won't look 
high. We must remember that Brazilians are n. 
exactly the same position that we are in heir 
Their labor and their other costs have gone up 
It may seem a little hard to get accustomed ; 
the present prices of coffee, but while prese::: 
conditions hold I am afraid we will have to star : 
them.” 


BIG COFFEE CROP IN SALVADOR 


Planters Estimate the 1919-20 Harvest at 
100,000,000 Pounds, a 25 Per Cent In- 
crease Over the Average Record 


T HE 1919-20 coffee crop in Salvador is (id- 
mated at approximately 100,000,000 pound:, 
it is stated in a trade survey of Salvador made 
by the Latin-American Division of the Bureau 
of Foreign and Domestic Commerce. This crcp 
means a 25 per cent increase over recent aver- 
age productions. Further in regard to coffee 
the survey states: 

“The cultivation of coffee is the chief occu- 
pation of farmers in Salvador, but other crops 
are found profitable and arc receiving inorea- 
ing attention. Coffee is grown at heights :-: 
1,000 to 6,500 feet, doing best at about 4.IX' 1 
feet. Steep mountain sides can be utilized tor 
this crop. Fertilizer is used unless the soil is 
sufficiently rich from the lava overflow, and tlx 
most modern methods and machinery are em- 
ployed. 

“ The Department of Usulutan raises the larg- 
est crop or about 100,000 quintals of coffee ■' 
nually. Santa Ana is next with 80,000 quint, a- 
and La -Libertad third with 36,000 quinta, - 
About 215,000 acres are planted in coffee tree- 
Early estimates of the 1919-20 crop placed the 
harvest at 40,000 to 50,000 tons, a record cny 
The districts of Santa Tecla and Sonsonate at- 
tire other provinces where the coffee trees »f - 
destroyed by the ashes from the volcano du- 
ing the great earthquake of 1917 appear to fn 1 - 
derived fresh vigor from the ashes. 

“ Coffee constitutes about four-fifths of * 
vador's exports, this item alone amounting 
nually to 30,000 to 40,000 tons in quantity af- 

about $8,000,000 or $9,000,000 in value. 

“Coffee is shipped every month in the ) ^ 
but the four months, February to May 
most active, the average monthly exports in 
peritd being about 6,000 tons. The lowed co 
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mwrmcnt is from August to October; in No- 
Kitibtr begins the large export season which 
d „js in the following July. 

"A small portion of the coffee — less than 1 
per cent— is shipped ‘in parchment,’ or un- 
hulled. All of this unhulled coffee went through 
•he port of La Libertad in 1917, though for- 
merly most of it was shipped through the port 
et Acajutla. More than half of the cleaned 
coffee goes through Acajutla, about a fourth 
through La Union, a seventh through La Lib- 
triad, and the small remainder through El 
Triunfo.” 


lar way that they are acquainted with Ceylon 
tea. He pointed out that American trade buyers 
are obliged to carry Ceylon tea and pay full prices 
for it because of the compelling consumer de- 
mand. 

An outstanding feature of the meeting was the 
willingness manifested by the Java tea interests 
to participate in the tea propaganda of the Tea 
Association of the United States in conjunction 
with the other tea growing countries. 

MORE COFFEE VIA NEW ORLEANS 


U. S. AS A JAVA TEA MARKET 


American Tea Man on Visit in Batavia Tells 
Growing Interests About the Oppor- 
tunities in This Country 


J AVA tea growers are keenly interested in the 
requirements of the American markets, accord- 
ing to L. Beling, who arrived in New York on 
April 16, from a nine months’ tour of the primary 
tea markets of Ceylon, India and Java. Mr. 
Beling is manager of the tea department of the 
Handelmaatschappy Transmarina, Inc., New 
York branch, and went to the Far East primarily 
to perfect his firm’s connections in the countries 
he visited. He stopped at London and Amster- 
dam on his way East and on his return trip. 

While in Batavia, Mr. Beling was invited to 
address a meeting of representative Dutch tea 
growing interests, and found a keen interest in 
the needs of tea trade of the United States. He 
also discovered an unfavorable impression in 
regard to America’s capacity to absorb Java tea 
w large quantities, and the willingness of the 
American buyers to pay as good a price as the 
growers get on the Amsterdam and London 


markets, grade for grade. 

This impression seems to have grown out of 
l he poor prices received by Java planters for their 
heterogeneous consignments during the war, 
^ates Mr. Beling. At the Batavia meeting, he 
Pointed out that American buyers are willing to 
Pay the parity of London and Amsterdam for 
teas suitable for their needs, and that the low 
average prices previously received were due to 
undesirable grades being sent here and thrown 
0,1 the market in too large quantities in a brief 
5 Wce of time. 

Mr. Beling also told the Dutch tea men that 
* :c the American trade had full appreciation 
^ merits of Java tea the product was not 
to American consumers in the same popu- 


Imports Through the "Logical Port" in the 
1919-20 Season Are Expected to Be 
Double Those of Last Year 


(From a Staff Cokkkspo.niiknt) 

Nkw Orphans, April 29, 1920. 

E\V ORLEANS coffee importers and the 
* ^ business interests generally were pleased 
with the report issued recently, showing that the 
annual importations oi coffee at New Orleans 
for 1919-20 will run well over 3,000,000 bags. 
The figures, including estimate of the last four 
months, give 3,538,965 bags, compared with 
6,690,045 for New York in the same period. The 
estimated increase this year is 35 per cent, and 
local coffee importers calculate that an increase 
of 50 per cent, is in sight. 

This table shows the increase in importations 


in bags; 

Total. 

1914-15. . . . 

. . 7,802,129 

1915-16. . . . 

. . . 8,458,520 

1916-17. . . . 

. . . 8,921,877 

1917-18 

. . 7,088,417 

1918-19. . . . 

... 7,002,137 

•1919-20 . . . 

. . .10,229,990 


* Estima 
8 months. 


5,510,239 
0,093,903 
0,845,878 
5,444,400 
5,505,832 
0,090.045 
e based on following flguren : 
0,137,405 4.014,027 


Now York. New Orleans. 

2.285,800 
2,305,557 
2,075,999 
1,643,957 
1.490,305 
3,538,065 


2,123,378 

Dealers here claim that, owing to New Or- 
leans’ logical position as a coffee port, in time, no 
doubt, most of the coffee imported will come 
this way for distribution through the Mississippi 
Valley, the South and West. Barge line facili- 
ties for shipment by the river is an important 
added facility.— E. K. P. 


THE TEA PROPAGANDA 
R. L. Hecht, chairman of the Tea Association 
committee appointed to secure funds with which 
to finance a national co-operative tea publicity 
campaign, states that the committee is awaiting 
the decision of the tea producing countries, all 
of which have been asked to contribute. Mr. 
Hecht says that the trade in this country is show- 
ing much interest in the proposed campaign, and, 
he has received many letters of encouragement. 
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JAVA’S TEA TRADE IN 1919 

While Production Increased Some 7,000,000 
Kilos Exports to America Fall Off 
Nearly 14,000,000 Kilos 


I N a review of Netherlands India tea in 1919, 
the Tea Expert Bureau of Batavia estimates 
the production in Java and Sumatra at ap- 
proximately 46,500,000 kilos (one kilo equals 
2.2046 pounds), as compared with a revised esti- 
mate of 39,000,000 kilos for 1918 and 45,500,000 
kilos in 1917. Some 12,000,000 kilos were carried 
over from 1918, making a total stock of 58,500,000 
kilos, of which it is known that 54,500,000 kilos 
were exported. Of this amount the United 
States took 2,278,000 kilos, as compared with 
16,287,000 in 1918. Canada imported 634,000 
kilos in 1919 and 4,161,000 kilos in the preced- 
ing year. All other leading consuming coun- 
tries, except Russia, took larger quantities last 
year than in 1918. 

In regard to trade with the United States and 
Canada, the review states: 

" The reduction of business with these countries 
was not only to be expected, but desirable unless 
it could be maintained on a purchase basts, as 
although 1 consignments 1 served their turn as a 
war measure, they are unsuitable as a permanent 
institution; with the reopening of our former 
outlets trade has more or less resumed its norma 
direction, though shipments to America are still 
far ahead of pre-war times. Whether the trade 
done was through purchases made by American 
houses in Batavia or merely represent a continua- 
tion of consignments on growers account, it is 
impossible to determine, but during the later part 
of the year prices ruled above the level at which 
the American importer can generally operate with 
freedom, so it is improbable they interested them- 
selves unless in imperative need of supplies. On 
the other hand, owing to the favorable rate of 
exchange between the American dollar and t 
sterling, purchases made on the London market 
would be more advantageous to the buyer than 
anything secured in Batavia. Abnormally high 
prices have militated against big business in the 
past year, but whether rates remain high or de- 
cline to a lower level, Java tea has now so firmly 
established itself on the American markets, that 
its continued and extended use will be a natural 
result.” 1 

The Future of Java Tea in the U. S- 
The future for Java teas depends on these 
factors, the Tea Expert states: 

“At the time of writing (February 25, 1920) 
all markets are depressed and have suffered a 
severe decline. Australia, however, still operates 
with confidence, at generally lower rates it is 
true, but offers are still much above anything 
obtainable in other markets. During the past 
year the duty imposed against our produce in 


Great Britain did not seriously affect us ; in re- 
prices as a whole left margins for ample pros- 
but if the present tendency of prices develop, 
will not be long before we shall find the London 
market unsatisfactory. We may anticipate ,j u . 
in the absence of any tax in Australia our busi- 
ness there will continue and probably increase 
but the quantity involved, so far, is only souk 
7% million kilos, and in the event of the London 
demand failing us an opportunity would be cre- 
ated for America to interest herself more heavily 
in our produce when, if availed of, it might be- 
come desirable that the Netherlands India indus- 
try should have some direct representation in 
the United States through which business might 
be further encouraged and the mistakes of the 
past avoided, to the advantage of our local buyers 
as well as their connections in America.” 


N. C. R. A. MANAGER ON COAST TRIP 

Felix Coste, manager of the National Coffee 
Roasters Association, planned to leave the New 
York headquarters about May 14, for a tour of (lie- 
country to talk to roasters about the advertising 
campaign and other matters which he ha, dis- 
cussed at branch meetings lately. His first regu- 
lar meeting is scheduled for Seattle, May 19, 
where he is to meet representative Pacific Coast 
roasters. 

His itinerary includes Spokane, Portland, S3r. 
Francisco, Los Angeles, San Diego, Denver. 
Colorado Springs, Kansas City, St. Louis, Fori 
Worth, Dallas, Waco, Denison, San Antonio, 
Austin, Houston, Beaumont, Galveston, Ne» 
Orleans, Shreveport, Mobile, Natchez. Jackson, 
Memphis, Chattanooga, Birmingham, Nashville, 
Little Rock and possibly Cincinnati, Pittsburgh 
and Philadelphia. He expects to return to Ne* 
York about June 17. 


N. Y. COFFEE MEN REACH BRAZIL 
The group of New York green coffee men 
left April 14 for Brazil reached Rio 6e Janeiro 
on April 28, according to a cable from ict0 ‘ 
Cahill, of Arnold, Dorr & Co. The party ** 
not due to arrive until April 30, the ship, 
Vestris, breaking all its previous recor *. 
the party with Mr. Cahill are T. J. Woo S| , 
Woods, Ehrhard & Co.; L. N. Goll, of & c ' 
Sons; and J. H. Windels. 


BISTON CO. OWNS WESTEN BRANTS 
In regard to the recent sale 01 * ie ... 

Westen Tea & Spice Company at t- 
O. J. Renecker, of the Biston Coffee 
writes that all the Westen brands, Mend*, 
marks, formulas and good will were p ^ rC pf0 p_ 
by his firm, and were not included m 1 c ■ 
erty sold to the H. P. Coffee Cenipa 
was erroneously reported. 
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roaster association news 


More Important Activities of the 
National Organization and Some of 
the Branches During the Month 


A MONG the more important matters placed 
before members of the National Coffee 
Roasters Association during the month in cir- 
cular form were trade rebates, guaranteeing 
against decline, business research and questions 
about the next convention. 

Rebates 

In regard to rebates the Association states that 
:he Federal Trade Commission has been consider- 
ing the practice of giving cumulative discounts, or 
rebates, based upon aggregate ourchases during 
the year. This system is said to stamp out com- 
petition by inducing purchasers to confine their 
transactions to rebate giving concerns. The 
Commission dismissed the complaint, because in- 
terstate commerce is not involved, but the Asso- 
ciation asks members for their individual opinions. 

Guaranteeing Against Decline 
Attention is also called to guaranteeing prices 
against decline, and members are advised of a 
hearing to be held before the Federal Trade Com- 
mission during the month of May. Some whole- 
sale grocers believe that a rule against a manu- 
facturers guarantee vs decline would seriously 
affect distribution of important grocery items 
other than coffee, and are opposed to any change. 
The association therefore will confine its efforts 
to advocating the discontinuance of the guarantee 
against decline in the sale of coffee, on the ground 
ihat it leads to overstocking, and since coffee is 
perishable and subject to deterioration the practice 
*- contrary to the best interests of the trade. 

A Next Convention Questionnaire 
In a questionnaire sent out from the New York 
office, members are asked if they approve of St. 
i-ouis as the convention city, and if not, to ex- 
press their preferences and if they approve of 
November as the month for the meeting. Mem- 
^ {rs ar e also asked, “Are you in favor of ar- 
;' in ? ln g for a manufacturing and supply exhibit 
‘ n COn nection with the convention? ” Last, the 
^sociation inquires if members favor an enter- 
Jwment program at the expense of the N. C. 
A. 


Business Research 
University is now working out 

-^p] if ' 

Univei 


ftplified set of business cost report forms. The 


' ersit y also preparing a bulletin outlining 


a system of accounting which members are re- 
quested to adopt on July 1 or at the end of the 
present fiscal period. A comparatively simple 
form of trading statement is also being prepared 
and will be distributed in the near future. 

Philadelphia Roasters Organize 
On April 22 more than a dozen of the rep- 
resentative coffee roasters of Philadelphia met 
and formally organized the Philadelphia Coffee 
Roasters’ Association, with C. F. Bonsor, of 
C. F. Bonsor & Co., president ; James Seaton, of 
Servor, McEvoy & Co., vice president ; Eugene 
J. Wallace, of Alex. Sheppard & Sons, treas- 
urer. At the meeting it was suggested that the 
new organization could become identified with 
the Manufacturers’ Club of the Chamber of 
Commerce and obtain their cooperation in local 
affairs. 


SUGAR IMPORTERS INDICTED 


Two New York Firms Charged by Depart- 
ment of Justice Agents with Ob- 
taining Excessive Prices 


I N the latter part of April the Federal Grand 
Jury, New York, indicted Leon Israel & Bros., 
Inc., and Edward R. Sherburne, of Sherburne & 
Co., alleging that excessive profits were obtained 
in recent sugar transactions. The first named 
company was charged with selling in April 
500,000 pounds of sugar at the rate of $21.50 a 
hundred pounds which it had purchased in March 
at $14.60 a hundred. The Sherburne indictment 
alleged the purchase of 960,000 pounds of Santo 
Domingo sugar at $15.50 a hundred and its sale 
at 21 cents a pound. 

In a letter to the New York Coffee and Sugar 
Exchange Leon Israel, head of Leon Israel & 
Bros., said in part : 

“These charges arise out of purchases from 
our Porto Rican branch of 5,000 bags on March 
23 and 3,000 bags on March 26, a total of 8,000 
bags of Porto Rican refined sugar at an average 
cost of 15.30c. per pound c. i. f. New York, which 
arrived here April 13 and were sold the same day 
at 21.50c a pound ex dock, showing a gross profit 
of 6-20c. a pound, from which must be deducted 
loss in weight and other charges. 

“On March 23 May futures for raw sugar 
in bond were quoted on the New York Coffee 
and Sugar Exchange at 11.95c. and on March 26 
at 12.30c. a pound, giving an average basis of the 
option at time of purchase of 12.10 a pound. On 
date of sale May sugar futures were quoted at 
18.05c., so that there was a rise in price of 5.95c. 
a pound in futures. As we sold the sugar at 
21 y 2 c, the price obtained was beneath the market 
and less than replacement cost.” 



TEA AND COFFEE SIGNS OF THE TIMES 

<] How the renaissance of tea and coffee is being brought about, as 
illustrated by the latest developments in advertising, merchandising and 
the making and serving of our most popular beverages. 


UNUSUAL COFFEE PUBLICITY 


The Western Grocer Company Introduces 
a New Note in Its Latest 
Advertising Campaign 


T HE Western Grocer Company, Marshall- 
town, Iowa, strikes a new note in its most 
recent campaign in behalf of Chocolate Cream 
brand coffee. The series is unique in that most 
of the advertisements, instead of dwelling upon 



RECIPE for a 
breakfast appetite! 

A erinlslr »»«>w hickory -amok ad 
bacon. country a,p SUt.ltf aid* up, 
butlarod alicaa ol nut-brown tooat - 
AND that freak -/rom-fAr-oaan fra- 
grmnet which cur la up from a cup of 
good "r*A and Chocolate 


THE COFFEE THAT TASTES OVENFRESH 

^ COFFEE 



Tried H lately f Tm,tw haw. rwl oean- 
fratbnasa (Milan anil a* "etc A and 
meffaa * " a beearat# aa Chorelal. 
Cream Cedar a I way. has baan. 


WESTERN GROCER COMPANY 


A Coffee Ad with a New Motif 


the merits of coffee alone, also illustrate and 
describe appetizing meals, incidentally referring 
to the importance of coffee as a necessary part 
of the complete and satisfying meal. 

The following quotation from one of the ad- 
vertisements is typical: 

Recipe for a Breakfast Appetite! A crinkly 
rasher of hickory- smoked bacon, country eggs 
sunny side up, buttered slices of nut-brown toast 


— AND that fresh- from-the-oven fragrance which 
curls up from a cup of good “ rich and mellow 
Chocolate Cream Coffee. 

A complete advertisement containing thi- 
dcscription is illustrated herewith. Another of 
the advertisements reads: 

The End of a Perfect Dinner! A golden- 
crusted, flaky slice of pie packed with apple*, 
butter, sugar, nutmeg and cinnamon, brown juice 
running out the edges. AND an aromatic cup 
of good “ rich and mellow ” Chocolate Crcu::: 
Coffee. 

The Western Grocer Company continues E 
established custom of capitalizing the hermetically 
sealed “ Napacan " container in which all Choco- 
late Cream coffee is packed. Most of the adver- 
tisements carry the slogan, "The coffee that 
tastes oven fresh,” and also refer to the container 
that “ preserves the roasting room aroma.” 


TEA AND COFFEE IN THE NEWS 


Fact and Fancy Comment Wise and Frivolous, 
Gleaned from the Press to Show the 
Trend of the Times j 

If ERE are some of the best facts and fancies 
* * that recently appeared in the press, care- 
fully selected to show the trend of public though: 
in regard to tea and coffee: 


Can the Coffee House Come Back? 

From the purely social point of view the cottrt 
house is ’ attractive beyond question. It 
warmth, pleasant surroundings, companion?'! f> 
and stimulation. As an enterprise for. making 
money it is far different from the saloon. E' e 
if the profit on coffee were 200 per cent, as it Wil 
on whiskey, there is still the matter of the tun - , 
ever. Not one man in a million will stand a - 
bar and order a cup of coffee every five minua 
for half an hour. He takes his coffee to a ^ 
reaches for something to read, drinks with u * 
urious deliberation. v; 

In the old days of the London coffee 1- 
rent was low and labor cheap. It did not ‘ 
that Dr. Johnson lingered over his codec a ^ 
But the coffee house patron of Manhattan, ** 
sit half a day over his cup, is a loss to t e 
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■rtlor, for every square foot of space occupied 
l,j ra and his table and his chair is costing two 
nts a day in rent alone. Of course if the cus- 
raicr supplements his coffee order with a demand 
hr uvsters, a tenderloin and a baked Alaska, or 
', en with a yearning for expensive cakes, the 
:de turns in favor of the proprietor and the caller 
nay linger longer without perpetrating an 
rconomic injustice. 

Coffee houses would be a good thing. They are 
'or a large number of men oases in the desert of 
Ae city, refuges from the irritating storm of 
haman grains of sand.— New York Sun. 

The Advance of Tea 

Tea has come into the city’s clubs with a bound. 

It is a well-known fact that, at the first smell of 
prohibition, tea merchants went crazy with delight, 
danced madly around their desks and prepared 
•Or years of fabulous profits. If the clubs are a 
criterion of tea sales elsewhere, the Horace Grec- 
icys of today are saying: “ Go West, young man, 
and grow tea for your country ! ” 

There is one club in town, the grill-room of 
which, particularly festive in days of yore, for it 
toasts a strong percentage of youthful members, 
now sports one of the most elaborate tea lay- 
outs'' in the United States of Dry America. 
Punctually at 4 every day servitors appear bear- 
ing all the appurtenances of a tea that would de- 
light the heart of the most English of Englishmen. 
There are muffins and crumpets and jam sand- 
wiches ; there are meringues and rusks and cinna- 
mon toast ; there are lady fingers. It is one of the 
sights of Clubland to see the frequenters of this 
grillroom, they who yesterday consumed double 
Bronxes and Clover Clubs, crossing the floor 
toward a table — it is a self-service tearoom with 
^1 that a tea fiend could desire for making a wild 
iftemoon of it. One of them stumbled the other 
day, gave a pathetic little cry, and upset tea and 
cream and lady fingers all over the floor. It was 
the most exciting thing that has happened in that 
club for weeks and weeks. — New York Times. 


Co-Eds Show How to Make Coffee. 
Twenty ways of making coffee were demon- 
strated to proud papas and mamas at a coffee- 
making exhibition by co-eds of the University of 

Minnesota. 

It all depends on the cow," said one fair co-ed, 
4S she dished up a steaming cup of Java. “ Good 
crea,n is essential and the more grass the cow 
eats better the cream and therefore the better 
coffee." 


*' Huh— But what if your husband wants black 
coffee — the morning after," asked a mail. 

“ Oh these are days of prohibition, and black 
coffee won’t be wanted any more," said the co-ed, 
confidently. 

The demonstration was part of the novel way 
the university has of showing parents what their 
girls are learning in practical house-keeping. 

Other exhibits contained recipes designed to 
show how the H. C. of L. can be beaten, but they 
were almost deserted for the coffee-making 
demonstration . — Buffalo Ez'cntng Nnvs. 

Coffee and Pro hibition 
“ If men can’t drink then they will cat.” So 
we were told by Mr. Crillon Baumgarten when 
the dry day came. The great number of eating 
places that have sprung up since prohibition con- 
firm this. The corner saloon is now a marbled 
and mirrored dining room. And we notice busi- 
ness men having coffee and cake of an afternoon, 
Before long we have no doubt that the Four 
O'Clock Tea” will be an established thing. And 
why not?— New York Globe. 

Coffee Drinking Has Quadrupled 
Coffee drinking is the favorite diversion of 
hotel patrons these wintry evenings, according 
to Copeland Townsend of the Hotel Majestic, 
who has statistics to show that at the Majestic 
alone coffee sales have increased more than 400 
per cent since prohibition went into effect. ^ 
The dance crowds are resorting to coffee, and 
it is said that four and five cups during an 
evening is not an unusual order.— New York 
” Everting Sun.‘‘ 

Wants Boss to Serve Tea 
The organized butchers of Toronto have sub- 
mitted to their employers a demand that tea be 
served them at 9 a. m. daily and that they have 
10 minutes of company time in which to drink it. 
This demand is part of a proposed renewal of the 
working agreement drawn up by the Amalgamated 
Meat Cutters and Butchers’ workmen.— Chicago 
News. 

Restaurant Coffee Prices 
When you pick up the menu card in a fash- 
ionable restaurant and read, “ Cup of coffee, 20 
cents,” remember what the Joint Coffee Trade 
Committee of the United States says: 

"Even at present prices a cup of coffee with 
sugar and a dash of cream costs only one and^ 
one-half cents.’’— Boston Globe. 
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IN THE EDITOR’S MAIL BAG 


Here Will Be Found Letters From Readers 
Who Say Something Worth While 

NI.Y letters which deal with subjects of gen- 
eral trade interest are published here. 
Readers should remember that when they write 
for this department they can best serve them- 
selves and the Editor by being brief. Many let- 
ters cannot be published here because of their 
length. 


About Coffee Advertising Ethics 

This writer takes exception to Sir Oracle’s 
friendly criticism of his newspaper’s methods: 

Indianapolis, Ind., 

March 23, 1920. 

The Tea and Coffee Trade Journal New York 

City. 

Gentlemen : 

In the March issue of The Tea and Coffee 
Trade Journal, under the heading “ The Trade 
Oracle,” you have criticised the enterprise of 
” The Indianapolis News ” in using an advertise- 
ment featuring the Fishback Company F. F. F. 
Coffee and the Postum Cereal Company ‘ Postum.' 
I can understand the attitude of a publication 
representing the tea and coffee trade, but can 
hardly see the reason for it. 

Newspaper advertising representatives have 
long since discontinued to “knock” other forms 
of advertising. We can sell newspaper advertis- 
ing in competition with magazines, billboards, 
street cars, or what-not, without reflecting in any 
way on the merits of the other mediums. 

The great trouble with the tea and coffee indus- 
try has been the short-sighted vision of the people 
connected with the industry. Except for the lack 
of enterprise on the part of the people in the 
coffee business, there is no real reason why the 
Post cereal substitutes should be selling in place 
of coffee. Your people gave Post the opportunity 
of . putting over his proposition through your lack 
of advertising. Again Post started advertising 
Postum Cereal in newspapers and he has made 
newspapers the back-bone of his big advertising 
campaign ever since. 

When the coffee interests decided that it was 
time to spend some money for real advertising, 
they might have taken a lesson from Mr. Post, 
but they did not, because, for the most part they 
ignored the newspaper in going to the people with 
their proposition. However, there is no use 
worrying about the use of newspaper space by the 
coffee substitute, and there is plenty of business 
for both the coffee substitute and coffee, if die 
coffee interests willl get busy with the medium 
which has made the coffee substitute successful. 

Very truly yours. 

The Indianapolis News, 

F. T. Carroll, Advertising Manager. 

In answer to the foregoing letter Sir Oracle 


writes that Mr. Carroll seems to have missed -h, 
main point of the item in the March issue but 
does point out some serious flaws in the coSct 
trade’s attitude toward substitute advertising. Sir 
Oracle says : 

The item did not reflect on newspapers as ad- 
vertising mediums, either directly or indirectly, j 
have wholesome respect for their ability to sell 
many kinds of goods in their respective territories 
but do not believe it a graceful act to link a 
widely known honest-to-goodness coffee with a 
coffee substitute, all in the same advertisement. 

Most coffee substitute advertising has been de- 
cidedly untruthful, misleading and unfair to the 
product which it seeks to imitate, and it is f or 
this reason that I believe the conscientious news- 
paper publisher should not permit substitute ad- 
vertising to appear in the same columns with 
coffee advertising. 

The ” medium which has made the coffee sub- 
stitute successful ” has raised a barrier against 
productive coffee publicity in that medium be- 
cause it permitted substitutes to tear down confi- 
dence in coffee through destructive statements 
not founded on truth. 


More About Caffein From Coffee Soot 
The " Caffein From Coffee Soot ” article in the 
March number evidently struck a responsive 
chord in the heart of this Colorado roaster: 

Denver, April 2, 1920. 

W. H. Ukers, Editor, The Tea and Coffee 
Trade Journal, New York City. 

Dear Sir: 

The article in The Tea and Coffee Trade 
Journal for March, by Geo. F. Ewe, was very 
interesting. The writer has been working on the 
same problem for several years, and believes be 
has solved the problem of collecting the caffein 
that now goes to waste in the roasting of coffees. 

We have collected caffein 45% pure, of a vert' 
fine grade, from our apparatus, and we believe thu 
could be greatly increased in purity. We feel “tat 
this subject is of great interest to the coffee trade 
in general, because the cost of roasting coffee can 
be greatly, reduced. There are companies that 
purchase the soot from gas roasters, and pay l/» 
per 1% of caffein, which usually brings -the pnrt 
of such soot up to from 20 to 30c per pound. 
This can be saved on the regular clean up of the 
roasting room on Saturday morning. 

Some theoretical figures of the saving “> 
could be effected if this material was saved, nug 
be interesting: i 

Assuming that there is, the same percent 
caffein lost in the shrinkage as remains in • 
roasted coffee (and this must be about 2 A 
chemists tell us that the caffein content | n S . 
and roasted coffee is the same) the normal situ 
age is 16%. Taking 16% of 1,000 bags ot <• ' 

of 130 lbs. each, which would be a norl ? a arink- 
for a medium sized plant per month, the > 
age would be 16% of 130,000 lbs., or 
loss in shrinkage. , . j ,t 

The theoretical caffein content, which is ra 
between 1 and 2% of this 20,800 lbs , wo 
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a V/ 2 C U basis, 312 lbs. caffein. Figuring on a 
lasis of $5 per pound for this at a wholesale 
n r ice, the loss to a medium sized roaster, would 
be $1,650 per month, or $18,720 per year. The cost 
for purifying, etc., would have to come out of 
this but even on a basis of lJ4c per 1% of caf- 
icin, the chemical house is paying $1.50 per pound 
for "the caffein in the soot form, and if this ma- 
terial can be recovered in a purer state, which it 
can, it will be worth vastly more, and the cost 
fl f recovery, after the plant is installed, will be 
practically nil. 

Very truly yours, 

Walter E. Emmert. 


WHO’S WHO IN THE TRADE 

An Appreciation of A. S. Brasen, of Bell, 
Conrad & Company, and Ex-President 
of the Chicago N. C. R. A. Branch 

W HEN a man is elected president of his 
trade organization three times in succession 
anil a few years later is the chief figure at a 
testimonial dinner to celebrate his thirty-seventh 
anniversary with his firm then it is obvious that 
he is a leader in his business field. Such is the 
ca>e of A. S. Brasen, of Bell, Conrad & Com- 
pany, Chicago, now en route to Hawaii and way 
points on a well-earned vacation. 

On April 15, two days before leaving on his 
vacation trip, Mr. Brasen’s thirty-seven years 
mill Bell, Conrad & Company were celebrated by 


a large number of Chicago coffee, tea and spice 
men at dinner in the Hotel La Salle at which 
Thos. J. Webb, of the Buhl- W ebb Co, Win. K. 
Burch, of Ruffncr, McDowell & Burch, Inc . and 
Oscar Remmer, of Sprague, Warner & Co., made 
appropriate addresses. 

Mr. Brasen is held in high esteem in Middle 
Western coffee, tea and spice circles. For three 
consecutive years. 1914-16, lie was president of 
the Chicago Coffee Roasters’ Association. He 
also has figured prominently in the convention 
activities of the national organization. 

Born in Norway, April 22, 1865, the third ot a 
family of nine children, Mr. Brasen’s parents 
brought him to Chicago in 1867. On April 16, 
1883, Mr. Brasen entered (he employ of Bell, 
Conrad & Company as a minor clerk, and he has 
continued in their service ever since. 

On his way to Honolulu, Mr. Brasen decided 
on the southern route west from New Orleans. 
On his way back he plans to follow the northern 
route from Portland, Ore., and to arrive in Chi- 
cago about the end of June. 

TO YOU! 

Stranger! If you, passing, meet me, and desire 
to speak to me, why should you not speak to me? 
And why should I not speak to you ?— -Walt Whit- 
man. 



Chicago Roasters and Green Coffee Men at a Trade Anniversary Dinner 

in 
Mr. 

wnthf *' «eOD, OI ruoi-weoo C.O. ; A. r. nuil-muou. ui (3iccir-ncuoa) \.v. , «. V. 

HuEY'®; » W. B. Burch and L. C. McDowell, of Ruffner, McDowell & Burch, Inc. ; Mason Tllden. of E. B. 
Con fa h Tti’ ^ BPar Bemmer, of Sprague, Warner & Co.; F. C Harwood, of Denison Harwood Co.; C. H, 
’ nr w’l. Conrad Co. 
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RECLAIMED CAFFEIN AS A SOURCE OF REVENUE 
It would appear from George Ewe's article in our March issue, on how to reclaim cattcir. 
from coffee soot, that the trade has been overlooking an opportunity to derive additional in* 
come from the roasting room. While there is a difference of opinion as to whether the money 
returns make the saving worth while, the Denver roaster's letter to the editor appearing h* 
this issue shows that at least in one instance a substantial revenue has been obtained. Here 
is a thought that merits further investigation by the trade. Coffee roasters should not forgu. 
that in many industries the proceeds from sales of by-products pay the dividends. — E. E. 


AN UNENLIGHTENING JAVA TEA REVIEW 
That part of the Java Tea Expert Bureau's review of Netherlands India trade in I9 ! J 
dealing with the United States and Canada is not at all enlightening in regard to the real 
tea situation in America. It would appear that the references made to the falling off oi lI j‘ 
portations into this country and Canada are very casual and superficial. We are at J oS5 J^ 
understand why “ a reduction of business with these countries was to be expected. 
foresighted measures would have enabled the Java growers to maintain the ground g aine : 
during the war. The fact that “ shipments to America are still far ahead of pre-war . 
is a. poor sop for the loss of a brilliant opportunity to hold and consolidate an epochs ^ 
vance. If the success of the initial official consignment made to America had been P r0 P e "* 
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upraised and if organized merchandising efforts had been backed by adequate publicity to 
,s e consumer, the result would have been different. 

The Java growers may feel temporarily consoled by the High prices obtained during 
.j, c last half of 1919 from bare markets, but with the filling up of these outlets and the 
■ailing of tea values in London and Amsterdam we hope the position will become clearer 
, them. America is quite capable of absorbing normal quantities of Java tea fully equal 
. .hose used here during the war but the merchandise has to be well made and desirable and 
3 consumer demand must be created to support it. Americans know that Java grows coffee 
>, ;l t they do not know generally that lava produces good tea. 

At the conclusion of the report a hope seems to be expressed that, if and when other 
markets fail, the opportunity might be created for America " to interest herself more heavily " 
s ,jj " business might be further encouraged and the mistakes of the past avoided." What 
the lava growers have to guard against apparently is the advice of false prophets. They 
.hould obtain first hand information and disinterested counsel as to the most effective methods 
cl securing a stable and well paying American business. 

In regard to the discriminatory duty imposed by Great Britain against Java tea the 
review states: “It did not seriously affect tt? — but if the present tendency of prices develops 
it will not be long before we shall find the London market unsatisfactory. Hie eltect 
. 1 1 this undervaluation by edict of Java tea in the principal tea center of the world and its 
far reaching effect on all other markets is not fully realized by the Java tea grower. It may 
!e obscured temporarily by the fact that " prices as a whole left margins for ample profit 
bat it is working against them all the time in a technical way. If there is one reason more 
■,han another why the Java tea interests should cultivate a duty free market this should he it.— 
IV. G. 


WHY NOT A ROASTERS CONVENTION EXHIBIT? 

Exhibits of machinery and supplies suitable for use by coffee roasters should form a 
feature of the next convention of the National Coffee Roasters Association. Some members 
do not approve of the plan, but this we believe is because they do not realize the benefits tn 
be obtained. The experience of other trade associations is a good criterion. Some of the 
largest and most influential organizations approve of the idea and have demonstrated its 
practicability. 

In keeping with most manufacturers the coffee packer is today confronted with labor 
shortage and consequent dwindling production. He is resorting more ami more to the use of 
automatic machinery and other labor saving devices. Ihe convention exhibit would encourage 
machinery manufacturers in other fields to display such of their products as can lie beneficially 
applied to the coffee packer's needs, and should bring together, under a single roof, displays of 
many devices and products which the roaster could not otherwise view without the expenditure 
'■>i much time and money — and the machinery could be shown in actual operation. 

If rightly carried out the idea can be made a fruitful source of satisfaction and pro t to 
the members and a credit to the association, without cost to either. B. S. 


GREEN COFFEE BY MOTOR TRUCK 

The recent railroad strike carried with it many complications for the coffee roaster and 
packer. Numerous roasters found themselves with depleted stocks and the consequent possi- 
bility of shutting down their plants. Excellent team work, however, between roaster and 
™ porter averted this situation. In several instances, green coffee was transported many miles 
overland by truck, thus demonstrating the resourcefulness of the coffee trade and the utility o 
the motor truck. 

Other industries have long since ceased to be entirely dependent upon railroad transpor- 
tation for raw supplies and manufactured products. In view of their recent trying expert 
ence ' and the lesson it teaches, roasters located within a reasonable short haul distance of their 
source of green coffee supply should carefully consider the feasibility of establishing regular 
m °tor transport, thus overcoming the delays that now seem to be unavoidable in connection 
’ l, th railroad freight shipments. — S. 



MISCELLANEOUS TRADE NEWS 

A department covering the activities of the manufacturing and distrib- 
uting tea, coffee, spice and fine grocery interests and the supply trades. 


COFFEE CONTEST WINNERS 


L Distribution of $2,000 for the Best Coffee 
Windpws Announced by the Joint 
Coffee Trade Committee 


O UT of the many hundreds of window displays 
arranged by grocers in every state in the 
Union during Coffee Week, 700 were selected in 
the different territories as the cream of the dis- 
plays submitted to the Joint Coffee Trade 
Publicity Committee for judging. The compe- 
tition brought to the Committee’s headquarters 
at 74 Wall street, New York, a remarkable collec- 
tion of pictures which exhibited every phase of 
the window dressers' art. 

For the purpose of the contest the country was 
divided into four sections, Eastern, Southern, 
Central, and Western, $500 in cash prizes being 
offered in each section. Grocers in each district 
competed for a first prize of $100, a second prize 
of $50, ten third prizes of $10 each and fifty 
fourth prizes at $5 each. 

The First Prize Winners 
The winners of the first prizes in each district 

arc : 

Eastern District— H, Batterman Co., Brooklyn, 
N. Y. 

Southern District — M. Scher, Richmond, Va. 
Central District — The Seitner Company, Can- 
ton, Ohio. 

Western District — The Dern Food . Company, 
Colorado Springs, Col. 

A number of coffee wholesalers reported that 


from 300 to 500 windows had been dressed with 
their goods. In many cases wholesalers and job- 
bers assembled pictures of their customers' best 
windows and forwarded them to the Committee. 
In addition to furnishing window trim, posters, 
dummy packages, cut-outs, colored paper, etc., 
many roasters stimulated interest in the contest 
by agreeing to duplicate any of the national prizes 
won with displays of their brands; others simul- 
taneously conducted prize contests of their own; 
so that the total amount to be distributed for 
displays in place during Coffee Week will aggre- 
gate at least $10,000. 

The Seven Judges 

The judges of the contest were; William H. 
Ukers, editor of The Tea and Coffee True 
Journal; B. F. Simmons, editor of “Simmons* 
Spice Mill J. M. Mathes and J. Harry Thomp- 
son of the N. W. Ayer & Son advertising agency; 
Joseph M. Hopkins, president of the “ Advertis- 
ing and Selling” Company; Ellis L. Howland, 
news editor of the “ New York Journal of Com- 
merce” and C. J. Potter, display expert oi the 
Economist Group of trade papers. 

Following is the list of second, third and four: 
prize winners, by districts : 

Second, Third and Fourth Prize Winn’f.R> 
Eastern Division 
2nd Price — $50 

Harvey CalJ Company, Waynesburg, Penn, 

3rd Prices — $10 each 

H. C. Bohack Company, Inc., 1289 Broadway. Br-"> 
lyn, N. Y. 

J. Woodland & Son, New Bedford, Mass. . 

Calvin Smith k Sons, 127 K. Long Ave. 1 1 

Penn. 



This Coffee Week Display, Occupying All the Store’s Show 
I n this display, which includes the pictures above and the two at the bottom of the opP°- 
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FTrst Prize Winninc Coffee Window of tke Western District 

This display, made up by tbe Dern Food Co., Colorado Springs, was chosen for its flue pictorial valut-H. 


John B. Seott, 628 Genesee St., Rochester, N. Y. 

Cash & Carry Grocery, 89 W. Bridge St., Oswego, N. Y. 
Boyce Brothers, Poughkeepsie, N. Y. 

MlUon Dreyfoua, 1716 Columbia Ave., Philadelphia, 

Gustave Iloops. 260 Flatbush Ave., Brooklyn, N. Y. 
a&gop GooliBhian, 171 Merrimack St, Lowell, Mass. 

S, Bacbarach, 24 Park St., Hartford, Conn. 

Ath Prizes — $ 5 each 

tie Gager-Crawford Co,, State & Main Sts., New Lon- 
don, Conn. 

I. Murphy, 3000 N. 22nd St., Philadelphia, Pa. 
^tcenson, A & Lowden Sts., Philadelphia, Pa. 

J. ochoenherr, 5437 Master St, Philadelphia, Pa. 
Harry Messlnger, Egg Harbor City, N. J. 

uas. M. Werner, 3900 N. 6th St. Philadelphia, Pa. 
Grocery, 547 Washington St, Wellesley, Mass. 

* Connor, Store No. 2, Charleston, W. Va. 
Arthur P. Hermsdorf, 211 Second St., Manchester, 

E, 

Jlnckdman, Brothers, Inc.. 239S Broadway, N. Y. 
*OT4y Brothers, 108-170 N. Main St„ Canandaigua, 

idiWotb, 5529 N, 5th St„ Orley, Philadelphia. Pa. 
tr.u* 373 Washington St.. Braintree, Mass. 
JoW,? teTe “ B Co - Salamanaca, N. Y. 

Wnfirtf n V^ on S or C°., 3 Monument Sq., Haverhill, Mass. 
Main^ 8 ^ aBh 554 Deering Ave., Portland, 


R. E. Foy & Sons, Adams Mkt., Quincy. Mass. 

Louis H. Meentemeler, 799 Albany St., Schenectady, 
N. Y. 

Wm. Rickboff, 1178 Tark Ave., N. Y. C. 

Wm. J. Duihcr, 3515 Longshore St., Tncorny, Phil- 
adelphia, Pa. 

W. H. Pagell, Montclair, N. J. 

Wm. Venezky, 14 N. Pearl, Bridgeton, N. J. 

F. E. York, Corry, Pa. 

Ruggiero Bros., 229 5th Ave., Brooklyn, N. Y. 

The Bryant Grocery, 62 Washington Ave., Chrome, 
N. J. 

Solomon Mann, 921 West Third St., Plainfield, N. J. 
Co-operative Grocery Stores Co., 508 Washington St., 
Canton, Mass. 

Worcester Market. Worcester, Maas. 

Adolph Stoecker & Son, 42 5th Ave., Brooklyn. N. Y. 
A. J. Heidman, 32nd A Columbia Ave., Philadelphia, 
Pa. 

Uphams Corner Market Co., 600 Columbia Rd., Dor- 

Miller Wolf, 28th & Cumberland St., Philadelphia, Pa. 
Shaw Brothers, 6217 Woodland Ave., Philadelphia, Pa. 
James Russell, 62nd & Webster St., Philadelphia, Pa. 
E. H. Paine, Delhi, N. Y. 

Providence Public Market, Providence, R. I. 

Leon Carlin, York Rd. A Wagner St., Philadelphia, Pa. 
Cbas. M. Decker Brothers, 222 Main St., Orange, N. J. 
Harry Goldberg, 1075 S. Grove St., Irvington, N. J. 



^ As Awarded First Prize in tee Central (Middle West) District f 

e st0r y of Coffee is told from plantation to cup. Wi ndow arranged by the Seitner Co., Canton, O. 



Coffee Display Winning the First Prize in the Eastern District 
Window arranged by the II. Batterman Co., Brooklyn, N. Y., which was chosen for ita educational feature 


Kaah Karry Grocery. 95 Rroadway, Newburgh, N. Y. 
Sims Brothers, Hepburn St., Williamsport, Pa. 

Kurz Brothers, 2821 Germantown Avc., Philadelphia. 

Einhorn Brothers, S. E. Cor. 19th & Susquehanna 
Ave., Philadelphia, Pa. 

Louis Lelberman, 2111 Germantown Ave., Philadel- 
phia, Pa. 

Geo. F. Jewett A Co., 5 Town House, Nashua St., 
Milford, N. H. 

John T. Connor Co., 706 Centre St., Jamaica Plain, 
Mass. John E. Laneau. 

J. A. Field, 235 Bay St., Springfield, Mass. 

A. D. Ritterboff A Co., Inc., 3766 Broadway, N. Y. C. 
M. Rohrmiller, 561 Clinton Avc., Albany, N. Y. 

D. M. Welch A Son, 38-40 Congress Ave., New Haven, 
Conn. 

Central Division 
2nd Prise — $50 

Richelieu Grocery, Pekin, 111., 357 Court St. 

3 rd Prizes — $10 each 

Witts’ Market House, 705 Hennepin Ave., Minnea- 
polis. Minn. 

C. A. Ranks’ Store, Waupun, Wis. 

D. C. Wilbur Store, Marshalltown, Iowa. 

J. L. Anderson, Stillwater, Minn. 

Arthur E. Gescb, 4015 North Ave., Milwaukee, Wis. 
Busy Bee Grocery, Hicksvllle, Ohio. 

J. B. Hanson, Monroe St., N. E. Minneapolis, Minn. 
John C. Hexom A Son, Decorah, Iowa. 

The Denecke Co., Cedar Rapids, Iowa. 

Gillespie Co-operative Society, Gillespie, 111. 

4th Prizes~-$5 each 

A. Fid ell, 5115 Loral ne Ave., Cleveland, Ohio. 

V. C. Thompson Company, Warren, Ohio. 

Nowalk Brothers, West State St., Freemont, Ohio. 
Roberts' Grocery, 1109 Mack St., Detroit, Mich. 

A. K. Ritter, 577 West Market St., Akron, Ohio. 
The Deshler Farmers’ Elevator Co., Deshler, Ohio. 
Roy Curtiss, 360 Main St., Wadsworth, Ohio, 
jn'oenle A Want*, 115 W. Main St., Massillon, Ohio. 
CarlHpn’s Department Store, Beresford, 8. D. 

■ The/ vJur Stores Company, Springfield, Ohio, 
f W. .Schaefer, 300 West 2nd St., Beardatown, III. 
Joseph W. Leigh, 1514 East 53rd St., Chicago, 111. 


I. E. Applegate, Busy Bee Grocery, Hicksville, Obiv 

J. H. Piper, White Ilall, 111. C. C. Brown. 

B. H. Clark, Vassar, Mich. Miss Fannie Hess. 
Wells Brothers Commercial Co., Coffeyville, Kan? 

H. J. Dahn k Son, 512-14 Plymouth Ave., Mino^ 

polls, Minn. 

John Sonnenberg, A Son, 339 Brady St., Milwaukee 
Wis. 

Hesse Brothers, 590 Gratiot Ave., Detroit, Mich. 

A. P. J. Ewers, Keokuk, Iowa. 

Farmers’ Store, Minneapolis, Kans. 

Frank H. Wablig, S. E. Cor. 7tb A Hickory St?., m- 
Louis, Mo. 

W. J. Leighton, 908 Main St., Grinneli, Iowa. 

May A McMillan. Crosstown Market, Cincinnati, 0“ in 
Hjermstad Bros. Co., 417-419 Main St., Red 
Minn. „ A • 

Armstrong & Moebl, 425-428 Second Ave, CeG&- 
Rapids, Iowa. 

Vavra Brothers, Cedar Rapids, Iowa. 

Long pine Farmers’ Co-operative Co., Lon? f:Ee 
Neb. 

E. R. Lay. Marshalltown, Iowa. 

August Sclieele Company, Elgin, Illinois. 

Scott Embree Grocery, El Dorado, Kans. 

B. B. Brattelo A Co., Story City, Iowa. 

Welsh’s Cash Grocery, Portage, Wis. 

Karl Krieg, 84 Galina St., Freeport, 111. 

Larrle Labnsan, Petersburg, 111. 

Minneapolis Mercantile Co., Minneapolis. Mmn. 
Schlange A Yenner, Louisville, Ky. 

W. H. Schwartz, Fremont, Ohio. , . „ c v 

Mrs. P. Cushing, 10th A Greenup St., Covington. . 
Jema Brothers, Virginia, Minn. , ur 

Louis Everding. 4350^52 Chouteau Ave., St. ... 
Oscar Schlenck, Reading Rd. A Sbillito St., t- 
nati, Ohio. ... 

Edward Boxman, 1521 6th Ave., Moline, In- 
Sam Rtfkin, 5705 Delmar Ave., St. 

Dack’s Cash Grocery, 111 E. Main St.. '- ne - 
Kan. 

Kennedy A Gardner Co., Iowa Falls, Iowa- j 
Suellentrop Grocery, 2006 Broadway, 

Kan. 

Frank H. Clemens, Cannelton, Ind. . 

Geo. H. Gipfel, 2655 Ann Ave., St. Loots, f 
Colby’s Pnre Food Grocery, 7100 Cedar Ave.. 
land, Ohio. 
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Southern District 
2nd Prize — $50 

germa° n Schmidt, 504 E. Broad St., Richmond, Va. 
3rd Prizes — $10 each 
p Mudd Co., Houston, Texas. 

Jf«e E- Longe, Alamo Block, Beaumont, Texas, 
inditorium Grocery Co,, Houston, Texas, 
c A Stiefelmeyer, Cullman, Ala. Trimmer. 

» W Crook Grocery, El Campo, Texas, 

«' a’ G raham Co., Pryor, Okla. 

Charlottesville Tea & Coffee Co., Charlottesville. Va. 
Grtuley Delicatessen Sc Gro. Co., Grauley & Kith St.. 
Norfolk, Va. 

tbe Castner-Knott Dry Goods Co., Nashville, Tenn. 
g T. Newland, Lenoir, N. C. 

4/A; Prises — $5 each 
H. A. Ernst. Seguin, Texas. 

lindolph Market, Randolph & Locust St., Hagers- 
town, Md. 

frese Grocery Co., Savannah, Ga. 
j p. Kercbeval, Berryville, Va. 

Jones Sc Carmine, Norfolk, Va. 

J A. Dixon & Co., Sherman, Texas. 

Geiger & Son, Packingtown, Oklahoma City, Okla. 
George Wood, Oklahoma City, Okla. 
j W. Johnston, c/o W. N. Johnston Sons Co., Moores 
ville, N. C. 

J. W. Davidson, Whitewrlght, Texas. 

D. E. Craddock, 2219 E. Ervay St., Dallas, Texas. 

L M. Acrer, Gordonsville, Va. 

Tbe Grocery Alive, Waco, Texas. 

Prick’s Market, 1529 W. Cary St., Richmond, Va. 
Herrin Levy, 314 S. Alexander St., New Orleans, La. 

Western District 
2nd Prise — $50 

Albert Cohn, 215 S. Main St., Los Angeles, Cal. 

3rd Prises — $10 each 
Kent Trading Co., Kent, Wash. 

Eklund k Sons, Hoquiam, Wash. 

Greenough'a, 521 Sprague Ave., Spokane, Wash. 


Felling & Ingram, California St. A 22ud Ave. s fta 
Francisco, Cal. 

Geo. W. Garner, 331S Adeline St.. South Berkeley 
Cal. J 

Lindberg Brothers Grocery Co.. Mt. \Yrmm, Wash. 
Alexander’s Store, Pendleton, Ore. 

The Richardson-Johnson Grocery. Auburn, Wash. 
Sylvester Mercantile Co.. Anaconda, Mont. 

James Martin, Square Deal Grocery, Heiilon, Wash. 

4/A Prises— $5 each 

T. L. Thomas, 760 Alberta St., Portland, Ore. 

Quality Grocery Co., Pocatello, Idaho. 

The Modern Grocery & Market t/u., 923 KHst lith 
Ave., Denver, Colo. 

B. E. Fredeen, Manager, Billiugham Coiihuuht's As- 
sociation, Billingham, Wash. 

Moon k Keep Grocery Co., Everett, Wash. 

The Star Grocery, Perigo & Son, Hood River, Ore. 
James V. Keenan Co., ms Occidental Ave., Seattle. 
Irwin Brothers. 15th k East Madison St, Seattle 
Frank Booth, 318 K. Broadway, Glendale, Gal. 

K lines, Cornvallis, Ore., S. E. Trask. 

Puyallup Mercantile Co., Puyallup, Wash. 

Mandnrd Grocery. Queen Anne Ave. <A Boston, Scuttle. 
Chas. F. Dixon, Payson, Utah. 

United Mercantile Co., Ltd., College Ave., Kexbcrg. 
Idaho. 

Keder & Phillips, Olympia, Wash. 

Coolbough Coffee Co., 313 N Sth St., Boise, Idaho. 
Chadwick Grocery Co., Tacoma, Wash. 

Harry J. Iuveen, 4802 S. Yakium, Tacoma, Wash. 
Cover k Hammel, 921 E. 11 th Ave., Denver, Colo. 
Golden Rule Grocery, 401-45 Avenue North, Seattle. 
K. E. Gerard, Orting, Wash. 

D. W. Smith, 717 N. Weber St.. Colorado Springs. 
Fuller k Company, Palo Alto, Cal, 

The Porage Pot, Phoenix, Aria., L. Champion. 
Rutherford Mercantile Co., I <ea ven worth, Wash. 

John Batdorf, Burlington, Wash. 

The number of photographs submitted in the 
Southern and Western Districts did not permit 
the award of the full number of fourth prizes in 
those districts. 
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Chari.es Samuel Dittmann 


Charles Samuel Dittmann, senior member of 
the Charles Dittmann Co., coffee commission firm 
in New Orleans, and one of the oldest coffee im- 
porters in the United States, died April 3, age 
72 years. Mr. Dittmann 
had a wide acquaint- 
anceship in the leading 
coffee markets of the 
world, especially in 
Brazil. 

Born at Convent, La., 
July 12, 1848, Mr. Ditt- 
mann was educated in 
New Orleans and as a 
youth of IS years en- 
tered the employ of a 
cotton broker in that 
city, later becoming 
cashier in a stock brok- 
erage house. In 1872 
he entered the coffee 



Charles Samuel 
Dittmann 


business with Napier & Co., which later became 
Johnson, Gordon & Co., and in 1886 the Charles 
Dittmann Company, with Mr. Dittmann as the 
senior member. About ten years ago Charles 
Dittmann, Jr., and F. V. Allain were admitted 
as partners. 

For many years Mr. Dittmann was a leading 
member of the New Orleans Board of Trade 
and chairman of its coffee committee. He was 
also vice-consul for Brazil in New Orleans for 
several years. He was regarded as one of New 
Orleans’ leading citizens, and was a director of 
the City Park Commission and a member of a 
number of leading clubs and societies. 


August Lueder 

August Lueder, who retired from business 
when Lueder & Company was reorganized in 
1916 and became Minford, Lueder & Co., died 
April 26 at his home in New York. Though best 
known as a leading sugar importer and commis- 
sion agent, Mr. Lueder also had a wide acquaint- 
anceship in coffee circles. He is survived by his 
wife, two daughters and two sons, one of the 
latter, E. L. Lueder, being a member of Minford, 
Lueder & Co., New York. 


GROCERY trade digest 

I 9 The most important news happenings 
j of the month boiled down for busy readers. 


INSPECTING CANNED GOODS 


Canners* Association Inaugurates a Nation-wide 
Service to Guard Against Improperly 
Prepared Foods 


» NATION-WIDE inspection service ha> 
r\ been inaugurated by the National Cantor- 
Association. Under the plan, all canned foods 
which have passed the required tests will be 
marked with a special seal, which is to be made 
known to the public through a comprehensive 
campaign of consumer advertising, (lucid- 
bearing this seal will be guaranteed fully as n 
quality. 

The movement, according to Harry P. Stras- 
baugh, vice-president of the association, includes 
brokers, and will appeal to all. This, he reports, 
is shown by the fact that, within the las! sixty 
days or so, the subscribers to the campaign 
have figured in millions of cases of annua, 
output. At the present time, he asserts, indica- 
tions point to a minimum of at least 25 . 000,000 
cases, and a maximum of perhaps 40,000.000 
cases for the current year. 

Important additions to the personnel of lie 
inspection service have just been announced bj 
H. M. Loomis, national director of inspection. 

These additions include A. S. Daggett. Utah, 
formerly food and drug inspector for the U. h 
Department of Agriculture; R. S. Hiltner, - 
orado, formerly chief of the Denver station o, 
the U. S. Bureau of Chemistry; Louis Garceta 
New Jersey, for several years supervising Mam' 
sardine inspector for the Canners Association, 
Dr. F. C. Blanck, Eastern Maryland, Easterr 
Virginia and Delaware, for several years W' 
the U. S. Bureau of Chemistry; B. R- a , r ‘ 
Western Maryland and Southern Penns) 
formerly with the U. S. Bureau of 
Other appointments are expected to be annu-nc 
in the near future. 


George W. Lyons 

George W. Lyons, with the Puhl-Webb Co., 
> and former colonel of the old 69th 
*...,£*1 it of the New York National Guard, 
sept) Vil 27 at his Chicago home. 


Fake Cooperative Stores Attacker 
Director Jones of the New York State • 
sion of Food and Markets recently w arn ' _ 
public against certain types of cooperative 
( Continued on pnge 579) 







As To Decoration 


More and more, as its economy, convenience and 
attractiveness are being recognized, TT/ie UNION 
DUPLEX BAG is taking its proper place— 
viz., among fine show-packages. 

Its decoration is limited largely by what the Mer- 
chant wants to accomplish. The protection given 
the contents may be very closely adapted to indi- 
vidual needs. 

UNION BAG & PAPER CORPORATION 

PRINCIPAL OFFICES • WOOLWORTH BUILDING • NEW YORK CITY 


This is the second of four display advertisements in 

behalf of Vhe UNION DUPLEX BAG. The 

third advertisement will appear in the June issue of 
JTie jyea & Coffee Trade Journal. 
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Carter, Macy & Company 

of Canada, Limited 
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surprises. He said in part: "In the last few 
months hundreds of people in New York City, 
*ho have heard in a general way of the remark- 
ing accomplishments of the cooperative stores 
* England and other European countries in 
^minating the evils of profiteering and speeula- 
::i»n with which we have had to contend here, 
:-ut who are not really familiar with the princi- 
ples on which these stores are run, have been led 
a believe that certain profit-sharing schemes tor 
emoting private business corporations were a 
prt of the same movement. Several of these* 
plans, which proposed to apply ‘business nieth- 
jds ’ to the cooperative purchasing idea, really 
save been designed to build up private business 
ior the individuals who were promoting them.” 

Retailers" Convention Program 
On the eve of the annual convention of the 
National Association of Retail Grocers, to be 
held May 17-19 at Atlanta, President John A. 
1'lmcr announced that instead of a lengthy pro- 
:m of speakers, some of whom send their re- 
sets, there will be only the presidents of the 
.arious kindred organizations, a government 
:mcial and one ex-president. Among the speakers 
invited are Fred Mason, president of the Ameri- 
can Specialty Manufacturers' Association; W. J. 
Pears, president of the National Canners’ Asso- 
:auon; Arjay Davies, president of the National 
Wholesale Grocers’ Association; J. H. McLau- 
in, president of the Southern Wholesale Gro- 
ers’ Association; Wm. Colver, of the Federal 
trade Commission, and A. W. Farlinger, ex- 
)residcnt of the association. 


Jobbers’ Brands in Danger 
Some grocery jobbers believe that if the John- 
n bill is passed by Congress their private 
a nds on canned goods and other products in 
ic tage form will be prohibited. This bill re- 
lires mat the name of the packer, manufacturer 
fanner be plainly shown on the label. It is 
^ied that the names of the manufacturers pre- 
in ng the jobbers' branded goods would become 
|blic knowledge, and unfair advantage would 
- ?pven competitors in cases where demand for 
certain brand had been built up on a special 
aality. 


Complaint Against Brscurr Company 
o' 1 ^ CW ^ or k State Retail Grocers’ Associa- 
Jn as filed a complaint of unfair trade prac- 
^against the National Biscuit Company with 
a e deral Trade Commission charging that the 
mpan 7 full discounts to big chain stores. 


although delivering goods to separate units of the 
chain, but denies the same discounts to indepen- 
dent small grocers, even though they pool u.eir 
orders. The complaint states that chain si u res 
are allowed 5 per cent, discount on monthly pur- 
chases of $50; 10 per cent, on $100; 15 per cent, 
on $200. 


Fix >i» Officials Name St. Lot ’ is 
Tlie Association of American Dairy, Food and 
Drug Officials recently decided to hold its an- 
nual convention in St. Louis, September 28 30. 
Among the subjects already scheduled for dis- 
cussion are substitutes for sugar, labeling of 
food mixtures, better safeguards against food 
poisoning, uniformity in net weight require- 
ments, standardization of food containers, in- 
spection of food factories, false advertising of 
food products and the enforcement of lawful 
labeling and truthful advertising. 

Missouri Grocers Stoi* Deliveries 
The citizenry of Shelbyville, Mo, is said to 
be up in arms and threatening to move from the 
town if the retail grocers there continue their 
agreement among themselves not to deliver gro- 
ceries to their customers. Those householder.-, 
threatening to move claim it is impossible to live 
under those conditions, as they have no means 
of gening heavy articles, like potatoes and flour, 
to their domiciles. 

Labor Unions Discuss Cooperatives 
The Central Trades and Labor Union of St. 
Louis is showing keen interest in cooperative 
buying of groceries and other necessities, and 
is to hold a meeting to give the matter an airing. 
One of the locals of the Carpenters and Joiners’ 
Brotherhood has already laid plans to open a 
cooperative store of its own. 


COFFEE RE-EXPORTS IN FEBRUARY 
The Department of Commerce reports that 
during February, 1920, 4,060,962 pounds of green 
coffee, valued at $1,154,217, and 180,184 pounds 
of roasted coffee, valued at $52,195, were ex- 
ported from the United States. In February, 
1919, the exports were 3,082,555 pounds of green 
coffee, valued at $827,212, and 91.081 pounds of 
roasted coffee, valued at $25,574. 


BOUQUET FROM THE “COFFEE RANCH ” 

C W Ilolem. proprietor of the “ Coffee Ranch," at 

mtington, Ind.. writes: "Enclosed find 

OO to cover one year's subscription to Tki Ti; . 

n Coffee Trade Journal. No real 

ould be without the ' Blue Book.’ ” 
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PATENTS AND TRADE MARKS 

C] Subscribers and advertisers may consult 
this bureau without charge, except that ! 
postage for reply must accompany all in- 
quiries; there are no fees for trade-mark I 
searches. I 

Address all communications to Patent and f 
Trade Mark Service, The Tea and Coffee | 
Trade journal. I 

PATENT OFFICE RECORD 


Patents Granted, Trade Mark Applications 
Certificates Issued and Labels and Prints 
Registered During the Month 


(Staff Correspondent) 
Washington*, D. C., May 1, 1920. 

H ERE follows a complete record of the latest 
activities of the United States Patent Office, 
in so far as they apply to the tea, coffee, spice and 
general grocery trades. 


Coffee- filter — Orvis G. Diefendorf, Watertown, 
N. Y. (1,335,048.) A coffee filter comprising an 
outer casing having a permanent closure at its 
lower end forming an annular internal shoulder 
and having a fluid outlet, a removable closure for 
the upper end of the casing, means for feeding 
water into the upper end of the casing under 
pressure, an inner cylinder adapted to hold the 
ground coffee supply fitting the casing and hav- 
ing a perforated lower end resting upon the 
internal shoulder of the outer casing, filtering ma- 
terial supported upon the perforated lower end 
of the inner cylinder, and fabric means for 
separating the coffee from the filtering material. 


Vertical Coffee Mill — Kristen Severin Stenbo, 
Copenhagen, Denmark. (1,336,793.) A grinding 
mill, comprising a cylindrical casing provided with 
an oil chamber concentric therewith, a double- 
walled hollow shaft having its outer wall sup- 
ported for rotation within said chamber, a grind- 
ing member secured to the inner wall of said 
shaft and. adapted to rotate therewith and a co- 
operating grinding member secured within said 
casing. 


} rcolator — Isabell M. Rose, Leroy, Texas. 
( 1 ,33; >64.) In a device as described, in com- 
binafi i a kettle, a lid thereon, a stand arranged 
aidov he bottom of the kettle a vertical tube 
.secu£f?d upon said stand, a tube slidably mounted 
VifTh the first-named tube, a perforated vessel 


supporting said last-named tube and ad]-.-.- 
therewith, means for holding the adju?u-.j ■>- 
and vessel against vertical displacement, a (] v ; : c 
tor plate carried by said slidable tube aby.-- : 
upper end, a loop handle carried by said dctlecv 
plate, said lid being formed with a slot 
which said handle snugly projects whereby & 
tubes and stand are maintained in vertical 
tion. 


Combination Holder and Tea Strainer— Cb.rie 
Stern, New York. (1,336,491.) In combir.v y 
a teapot having a spout, lid and handle a «» ra:::t 
adapted to enter the spout of said tea p<v 



Patents Granted 


holder adapted to keep said strainer in said 
and simultaneously engage and hold .said teaf- 
lid in position. 


TRADE MARKS PENDING 
The following marks have been favorably ac.D 
upon. Any person who believes he would b 
damaged by the registration of a mark 
within thirty days enter opposition to prevent > 1 
proposed registration. All inquiries should ^ 
addressed to The Tea and Coffee Tka- 
Journal, 79 Wall street, New York, N. Y 

Week Ending March 30, 1920 ^ 

“Carmen” with crest. (124,424.) F. C- r,; 
& Co., Buffalo, N. Y. Teas and coffees. 

“ Thea-Nectar.” (126,315.) The Great -- 
lantic & Pacific Tea Co., Jersey City- Tea- 
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“Armory.” (126,601.) Walker- Matteson Co., 
Joilet, 111. Coffee,, Japan tea, olive oil, peanut 
butter and other food products. 

“ JAC 12” in triangle (127,104). “JAC 11" 
in triangle (127,105), and “JAC 10” in tri- 
angle ( 127,108) . J. Aron Co., New Orleans. 
Coffee. 

Wkek Ending April 6, 1920 
“Chaslar” with figure. (118,213.) Sadatstigu 


“De-Lite.” (125,081.) John A. De Luca. 
Helena, Md. Baking-powder. 

“ Boscul (125,808.) Wm. S. Scull Co., C, 
den, N. J. Tea and rice. 

“Joliet” with picture. (126,6(H.) Wail 
Matteson Co., Joliet, 111. Coffee, tea extract,, 
foods and other named products. 

Figure of airoplane in clouds. (126,663.) ’ 
Bee Chocolate Co., New York. Chocolate. 

“ Bear” with figure in double circle. (1267: 




!‘%. 

CASfttyMMT 



COURIER 

MELLO 

/Uf /S' 

King Oscar 

n-7 7*> 


KAKO 

/1V/I.3 

imemi 

a*. ifjr 

cm 


ROLLING PIN BRAN! 

/XffV 



SroikWERcK 



Bateaus* 


'it.tr 7 


w-m 

mu bii« 


Trade Marks Pending 


Nishikawa, Los Angeles. Canned Tea. 

“ Rodomint ” with figure. (120,802.) John G. 
Sultanaki, Savannah. Herb tea. 

“ Stollwerck” on globe. (121,264.) and “ Stoll- 
werck.” (121,265.) The Stollwerck Chocolate 
Co., New York. Cocoa and chocolate. 

"Kako” (124,183.) Modem Food Co., New 
York. Powder convertible into beverages made 
of cocoa, sugar, powdered milk or other in- 
gredients. 

Red- White and Blue.” (124,634.) Wolf & 
Bir&, San Francisco. Coffee, cocoa, spices, food- 
^avtjring extracts etc. 


American Renoleo Co., York, Pa. Food-flai 
ing extracts. 


Week Ending April 13, 1920 

“ Green Front Stores ” on band with pk' 
of window. (125,810.) John R. Thompson 
Chicago. Coffee, tea, lemon extract and o \ 
named products. 

“Anchor” with figure of. (127,637.) ^ 
G. Evans Coffee Co., St. Louis. Coffee, 
spices, food-flavoring extracts. 

“Ideal" in swastika cross. (126,523.) 
Cocoa & Chocolate Co., Lititz, Pa. Cocoas- 
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New Direct 

Shipments 

Ceylon - India - Java 
Japan - China - Formosa 

TEAS 

Continually Arriving 

Stocks Carried in 

New York — Boston— Chicago— St. Paul 
Kansas City— San Francisco 
Montreal— Toronto 
Vancouver 

Before Buying Ask Our Broker to Show 
You Samples. Our Prices Will Surprise You 

J. ARON & COMPANY, Inc. 

NEW ORLEANS, LA. 
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“Coco-Nutlcts” (126,958.) The Franklin 
Baker Co., Philadelphia. Packaged grated and 
shredded cocoanut. 

“Kredo” (127,017.) Smith & Clark Co., 
Wilkes-Barre, Pa. Instantaneous cocoa in pow- 
dered form made of sugar, milk, chocolate or 
cocoa. 

“King Oscar.” (127,798.) Lester H. Davis, 
Lindsborg, Kan. Coffee. 

“Betty Brown” with figure of girl. (127,889.) 
The Brown Chemical Co., St. Louis. Food-flavor- 
ing creams and nutmeg. 

“ Courier ” (127,914), “ Mello ” (127,915) 

and “Expert Blend” (127,916). The E. C. 
Harley Co., Dayton. Coffee. 


Wff.k Ending April 20, 1920 

“Educator” on black band. (114,375.) John- 
son Educator Co., Boston. Cereal, coffee and 
peanut butter. 

Rolling pin in oval. (125,530.) Chapman & 
Smith Co., Chicago. Baking powder. 

“ Rolling Pin Brand” with figure of. (125,531.) 
Chapman & Smith Co., Chicago. Spices, food- 
flavoring extracts, etc. 

“Humphreys’ Remember the Hump Flavoring 
Extracts” with figure of camel. (128,389.) 
McKey U. Humphreys, Somerville, Mass. Flavor- 
ing extracts for foods. 

“Taste Tells.” (128,807.) United Wholesale 
Grocery Co., Los Angeles. Coffee, tea, and other 
named products. 

“Cash Habit” (128,996) and “Basko” with 
design (128,997). Basket Stores Co., Omaha. 
Coffee, tea, cocoa, food-flavoring extracts, and 
other named products. 


Labels Registered 

This is a record of labels which have been 
registered; certificates have been issued: 

“ Cowan’s Preferred Coffee.” (21,778.) Earl 
Cowan Co., Los Angeles, Cal. Coffee. 

“Falls” (21,779), “Star & Crescent” 
(21,780) and “ School House,” (21,781.) 
Dwinell-Wright Co., Boston. Coffee. 

Registered April 13, 1920. 


Trade Marks Registered 
This is a record of trade marks which have been 
registered and for which certificates have been 
issued: 

“Twin Chefs” and picture of. (130,233.) 
Ruefly Bros., Dover, Ohio. Coffee. 

“La Touraine.” (130,227.) W. S. Quinby 
Co.., Boston. Tea. 

Granted April 13, 1920. 


21/ay. i3v 


SHERER-GILLETT FINANCES 


Counter Manufacturer Shows 50 Per Cent 
Sales in the First Quarter of 1920 
Than in the 1919 Quarter 


I N a recent circular gotten out by the Stra :• 
Brothers Company, investment broker;:. « 
house, to assist. in selling stock in the Shere: 
Gillett Company, it is shown that the sanra- 
counter manufacturer’s average net earnings c; 
eluding its subsidiaries) after deducting tax;*, 
for the five years ended December 31, 1919, \ver> 
over three times the amount required for divi- 
dends on the preferred stock. The sales for tht 
first three months of 1920 show an increase •: 
more than 50% over the corresponding mon-h; 
of 1919, and prospects point to a steady an-: 
increasing volume. 

The Sherer-Gillett Company, an Illinois cor 
poration with headquarters in Chicago, repre 
sents a combination of the E. W. Gillett Com- 
pany, founded in 1852 and for half a centur- 
engaged in the manufacture of extracts an: 
baking powder, and W. G. Sherer & Comparj 
founded in 1882 and for twenty years engage: 
in the manufacture of grocers’ display counter 
The business of the company has been chier 
occupied in recent years with the manufaci'j:: 
and sale of its grocers’ display counters. N' : 
only has the company shown in this counm 
a prosperous condition and a steady growth i« 
many years, but it has, since 1915, successful-: 
extended its operations into Canada. To k«’«? 
pace with this growing business, the comp-> r -.' 
has acquired all the capital stock of the Pecr*e=: 
Fixture Company of Marshall, Mich., and all u 
stock (except 1 share held by a Canadian dtrec 
tor) of the Sherer-Gillett Company, Ltd., 
Canada. These two companies are now beir. 
operated as subsidiaries with the same obje • 
and purposes as those of the parent company 


NEW YORK TEA FIRM MOVES 
The New York branch of the Handel nu^ 
chappy Transmarina, Inc., of Amsterdam, 
porter and exporter of tea, coffee, some? 
many other commodities, is now* located 
Fulton street. The transfer from the 
quarters at 62 Williams street was made on * P* 
23. In the new location, the firm has much 
room than before, occupying two entire 
which have been remodeled to meet the -T- 
requirements of the branch. 
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J. C. Whitney Company 


Exporters TEA Importers 


CHICAGO 

437 West Ontario Street 


and 

Canadian Headquarters 

TORONTO 

49 Wellington St., East 


NEW YORK 
82 WALL STREET 


SALES OFFICES 
156 STATE STREET, BOSTON 
7 S. FRONT STREET, PHILADELPHIA 
714 EQUITABLE BLDG., ST. LOUIS 
542 SANSOME ST., S'AN FRANCISCO 
CANADA 

Sales Office, 6 St. Sacramento St„ Montreal 



BUYING AND SHIPPING OFFICES 
SIIIDZUOKA, JAPAN 
SHANGHAI, HANKOW, FOOCHOW, 
CHINA 

DAITOTEI, FORMOSA 
COLOMBO, CEYLON 
CALCUTTA, INDIA 
BATAVIA, JAVA 
LONDON, ENGLAND 


PACKERS AND BLENDERS OF TEAS OF EVERY KIND 
IN EVERY VARIETY OF CONTAINER 
FOR PARTICULAR BUYERS 


IN CONSTANT AND CLOSE TOUCH WITH ALL BUYING AND SELLING MARKETS 


TELEPHONE— JOHN 4912-3-4. 

CABLE ADDRESS— MACILLET. CAPITAL — $100,000. 

CODES-BENTLEY’S, LIEBERS, ABC-Sth. EDIT. 


MACY BROS. & GILLET, INC. 



OLIVER CARTER MACY 

President 

T. RIDCWAY MACY 

V ice-President 


TEA BROKERS 

98 WALL STREET 
NEW YORK 


LOUIS ALLSTON GILLET 
Treasurer 

HARRY E. HAYES 

Secreterjr 


BOSTON OFFICE: 155 MILK STREET 


MANY OF OUR CUSTOMERS SAY THAT OUR INFORMATION. ADVICE AND 
EFFICIENT SERVICE HAVE BEEN VERY HELPFUL TO THEM. PERHAPS WE 
CAN HELP YOU ALSO. 

WRITE, WIRE OR TELEPHONE ONE OF OUR OFFICES WHEN YOU ARE IN THE 
MARKET, OR IF YOU DESIRE ANY INFORMATION. 

IF YOU ARE NOT RECEIVING OUR MONTHLY BULLETIN WE WILL BE CLAD 
TO PUT YOU ON OUR MAILING LIST. 


WE aim to give both buyers and sellers a service not yet attained 

IN THIS COUNTRY AND BELIEVE WE HAVE THE FACILITIES FOR DOING IT. 


When Writing Advertisers, Kindly Mention The Tea and Coffee Trade Journal 
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MARKETS OF THE WORLD 


Latest News Letters from Staff and Spe- 
cial Correspondents in Foreign and 
Domestic Trade Centers 

THE NEW YORK MARKETS 

Special Market Reviews for “The Tea and 
Coffee Trade Journal ” 

New York, May 3, 1920. 

D ULNESS and narrowness have been the 
salient features of the market for Bra- 
zilian coffees. The railroad strike served to 
curtail business, although warehouse deliveries 
remained fairly good. The impression prevailed 
in some quarters that the movement into the in- 
terior was not sufficient to prevent material re- 
ductions in supplies. That roasters or distribu- 
tors in some cases had been forced to reduce 
their stocks to dangerously small proportions 
was indicated by various reports of emergency 
long-distance shipments by motor-trucks at high 
rates. 

For this reason prices did not decline as they 
almost invariably do during periods of dulness. 
In short, the principal reason for the dulness, 
i. c., the inability to ship, was generally regarded 
as a two-edged sword, cutting both ways. Hold- 
ers argued that it would be foolish to cut prices 
inasmuch as the goods could not be moved even 
if given away. Moreover, they were convinced 
that spot stocks would be urgently wanted to re- 
plenish depleted interior supplies as soon as traf- 
fic conditions became more normal. As a con- 
sequence Santos prices are just about where they 
were a month ago, or possibly a shade lower, 
while Rios and Victorias are about a quarter- 
cent higher." 

When demand for the two last named appeared 
it was generally found that offerings were light 
and it was explained that a large part of the 
local stock was tied up in May contracts on the 
Exchange. In spite of extremely heavy liqui- 
dation by holders of May contracts, prices for 
that delivery at no time declined with particular 
rapidity, which was traceable to almost constant 
support by several of the leading importing 
houses. It was pointed out that there was little 
coffee on spot that could profitably be delivered 
on May contracts; and there is little Rio coffee 
afloat for New York at this writing, and none 
from Victoria. 


For a time the market was stiffened by i _hc 
great buoyancy in sterling exchange, which wtv' 
above $4.06, the highest in many months, but sub- 
sequently there was a sharp recession, again re- 
ducing the cost of importing on a London cn di- 
basis. Statistics were also calculated to create 
firmness most of the time. For example, deliv- 
eries of all kinds in this country for nine month- 
were 7,324,539 bags, or 1,212,243 more than iVy 
the same period last year, suggesting total de- 
liveries for twelve months of fully 10,000, OCO 
bags. Moreover, shipments from Brazil were 
large, especially to Europe, and hence port <u.ck> 
were reduced. It was reported that the San; 
Government had sold 200,000 bags to Italy ;,t;i 
Trieste and was negotiating on 400,000 bags ad- 
ditional. Havre was reported to have bough: 

100.000 bags recently. These sales, added : 
those previously reported, made a total of 1.200.- 
000 bags. Some statisticians figured that about 

1.500.000 bags of Government coffee remained 
unsold, hut a later cable placed this amount at 
only 870,000 bags. It also claimed that a laru- 
part of the public stock in Santos was not desir- 
able for U. S. markets, most of the desirable 
coffee being in the Government stock. 

In spite of these facts, official quotations from 
Brazil were generally lower. This was especial- 
ly true of Rio, where spot 7s dropped roundly 
1000 reis in the month, or about lJ4c. per 
It was remarked that arrivals there were un- 
usually large, tending to confirm claims of largt 
quantities held back in the interior. A note- 
worthy feature was the evident eagerness oi 
certain Rio shippers to sell at about equivalent 
to or slightly below our parity, especially for 
distant shipment. Santos also sold freely for 
remote shipments at much below the prompt 
basis. It is argued that if the bulk of these 
sales are speculative, as many believe, primary 
markets will be well sustained during ’he sum- 
mer as new crop arrivals will be absorbed 1} 
these sellers wishing to cover their contracts. Art 
interesting item late in the month was the re- 
port that Rio shippers who had sold 7s at bf- 
c. and f. for July-September shipment had namer 
three steamers which had taken on part cargos 
at Santos and would clear from Rio w:tnni a 
few days. Hence these coffees will he ^' 3 * 
able for July delivery here, instead of two t 
four months later. It was said that fully 40, 
bags of July were sold against this coffee &■ 
the Exchange here. Exports from this port • 
Europe during the month were 19,400 bags- 
. eluding 7,000 Bahia. About three-quarters oi 
total went to France. 
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England Buys Mild Coffee Here 

About the only gratifying feature of the mild 
coffee situation during the month was the de- 
mand from London for high class washed Guate- 
malas, Costa Ricas and Venezuelas. Sales aver- 
aged about 10,000 bags weekly and about 40,000 
bags were shipped. This was by no means sur- 
prising as primary markets were generally firm 
at a substantial premium over our levels. Prices 
here are about a cent lower on the average as 
it has been practically impossible to find buyers, 
although many varieties were cheaper than San- 
tos. The extreme dulness was traceable almost 
wholly to the inability to make shipments owing 
to the freight situation. This, coupled with finan- 
cial stringency, naturally made distributors un- 
willing to make further purchases, the majority 
of them already being well supplied. 

Fair Business in Tea 

Much of the time the tea market suffered 
from the extremely unsatisfactory traffic condi- 
tions and the unwillingness of banks to extend 
accommodation. With carrying charges from 
50 to 75 per cent higher than they were in 1914, 
it was not surprising that considerable pressure 
to sell was noted in some quarters with a corre- 
sponding shading of prices. In other quarters, 
however, a more optimistic tone was noticeable. 
It was said that tea had held up fairly well in 
spite of the generally bad conditions. Because 
of the strong statistical position, notably the 
meager imports, these dealers were indisposed to 
reduce prices. They described trade as fairly 
good under the circumstances, and stated that 
some large dealers had been quietly absorbing 
teas offered at concessions. It was stated that 
one block of 6,000 Pingsueys had been sold, of 
which fully 4,000 were promptly resold. Al- 
though shipments by regular channels were ad- 
mittedly slow, some movement was possible by 
the use of motor-trucks and canal boats. Con- 
tinued strength in primary markets also served 
to encourage the firmer attitude. 


Conservative traders still emphasize the steady 
diminution of spot stocks, the acute shortage ■ 
certain descriptions, and the certainty that supply 
will suffer further reductions for some time v, 
come as the quantity afloat remains extremely 
small owing to the low prices ruling here com- 
pared with markets in Europe and the Orier.t. 
Late in the month European quotations on pep- 
per were much lower, especially on Lampone and 
Singapore. The heavy peppers were ;Lo v. . 
in future positions. 

According to late government reports, 5,314,- 
457 pounds of spices were imported into :h.c 
United States during February of this year, 
compared with 4,663,360 pounds in February, 
1919, distributed by kinds as follows : 


Capsicum — 

Onground 9,551 385,2!'; 

Ground 97,770 334,7sx 

Cassia and cassia vera, un- 
ground 442.990 6S7,fi»’.T 

Cloves, unground 77,300 519.452 

Ginger root, unground, not 

preserved 48,864 325,17s 

Mustard, ground or prepared. 30,439 12V 104 

Nutmegs, unground 462,889 150. 1 

Pepper, black or white, ung’nd 3,191,152 787.754 

All other spices 302,405 1,995.0’;. i 

The following quantities were reported by he 
Department of Commerce as having been with- 
drawn from the warehouses of this country dur- 
ing February, 1920: 




Remaining in 


For 

Other 

Warehouses 


Export. 

Purposes. 

on Feb. 29, 

Capsicum — 

Lnground 


58,593 

204, 

Ground 

5,401 

180.569 


Cassia and cassia vera, 

unground 

37,864 

871,047 

3,575,178 

Cloves, unground.... 
Ginger root, unground, 

32,133 

299,232 

288,053 

not preserved 

1,020 

220.825 

170,3*3 

Mustard, ground or 

prepared 


2,000 


Nutmegs, unground . . 

42.935 

168.229 

354,834 

Pepper, black or white, 

unground 

247,425 

1,684,327 

fl. 354.563 

All other 

88,155 

301,598 

2,303.692 

Total 

455,433 

3,736,420 

18.31. UK 


The foregoing statistics show a moderate in- 


crease in imports, but the warehouse withdraw- 
als for the month indicate a much more striking 
enlargement. — C. K. T. 


Early Activity in Spices 
Renewed activity was reported in the spice 
market early in the month, there being a broad 
trade demand from all sections for many varie- 
ties, with particular activity in red pepper, gin- 
ger, nutmegs, and some seeds. Later freight 
troubles caused a great deal of unsettlement and 
uncertainty. A moderate degree of activity was 
noted, but it was not regarded as healthy, being 
traceable to rather feverish anxiety to unload 
aftiong certain tired holders because of -unsatis- 
factory financial and transportation conditions. 


TEA IMPORTED DURING MARCH 
(Special Correspondence) 
Washington, D. C., April 27, 1920— Super- 
vising Tea Examiner Mitchell's report oi tea' 
examined, rejected and passed during the nic-nth 
of March, 1920, shows a net importation 
all districts in the United States of 7,464.3# 
pounds, with 15,187 pounds rejected as being #- 
low the quality standard. The quantities im- 
pounds of each variety passed and rejected werC ' 


Variety. Passed. 

Formosa Oolong 1,669.463 

Foochow Oolong 540 
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Congou 

India 

Ceylon 

blended Ceylon and India 
Java 

Sumatra 

Ceylon Green . . 

I*i ug Suey Green 1,016,217 

Country Green 92,832 

Japan 299,322 

Japan Duet 35,870 

Capers 

Scented Or. Pekoe 

Scented Canton 

Canton Oolong 

Here are the quantities in pounds passed and 
rejected by each inspection district: 
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Max. 1920 

572,173 

1,172,605 

1,660,275 

540 

10,247 

1920 were from these countries in the 
specified. 

quantities 

877,136 

28,500 

1,016,217 

92,832 

299,322 

35,870 

400 

Countries 

Central America 

Mexico 

West Indies 

Brazil 

Colombia 

Venezuela 

1919. 

.21,218,507 
. 3,002,803 
. 4,774,915 
.32,609,604 
. 8,816,445 
. 7,732,919 

1920. 

11,181,35s 

l,790,03ii 

4,910.61s 

47.469,443 

15,693,527 

7.613,252 




90,873 

3,682.102 

78S.r,29 

24,515 

15.438 

3,640 

Other countries 

. 2,105,846 


THE SAN FRANCISCO MARKETS 


District. 

Passed. 

Rejected. 

Beaton 

1,109,409 


Chicago 

111,545 


Honolulu 

22,643 


Puget Sound 

732,748 

760 

St. Paul 

216,023 


8au Francisco 

577.409 

3.64o 

New York 

4,695,109 

10,787 


Tea and Coffee News of the Pacific 
Centers Gathered by Our Own 
Correspondent 


Coait 


TEA RE-EXPORTED IN FEBRUARY 
(Staff Correspondence) 
Washington, D. C., April 26, 1920.— The De- 
partment of Commerce reports that 245,437 
pounds of tea, valued at $98,862, were re-ex- 
ported from the United States during the month 
of February, 1920, as compared with 512.S43 
pounds, valued at $156,533, in January, 1920. 
The quantities, in pounds, sent to each country, 
were : 


Denmark 6,116 

France 5,178 

Germany 1,590 

Greece 360 

Italy 67 

Netherlands 15,340 

Poland and Danzig 71 

Roumanin 458 

Turkey In Europe. 61, 200 

England 247 

Bermuda 1,430 

British Honduras.. 913 

Canada 37,632 

Costa Elea 311 

Guatemala 1,446 

Honduras 1,090 

Nicaragua 277 

Panama 8,404 

Salvador 168 

Mexico 9,857 

Newfoundland nnd 

Labrador 41,131 

Barbados 715 

Jamaica 857 

Other British West 
Indies 885 


Cuba 2,653 

Danish West Indies 2.703 
Dutch West Indies 410 
French West Indies 50 

Haiti 20 

Dominican Republic 105 

Argentina 11,039 

Bolivia 230 

Brazil 4,975 

Chile 3,177 

Colombia 1.831 

Ecuador 488 

British Guiana. . .1,065 
Dutch Guiana .... 680 

French Guiana.... 100 

Peru 20,421 

Uruguay 170 

Venezuela 175 

Other British 

Oceania 87 

French Oceania... 120 
British West Africa 696 
British South Africa 26 

Kamerun, etc 20o 

Liberia 151 


COFFEE IMPORTED IN FEBRUARY 
During February, 1920, 93, 129,027 pounds of 
coffee, valued at $20,726,323, were imported into 
the United States, as compared with 80,331,912 
pounds, valued at $11,951,475 in February, 1919, 
and 116,032,262 pounds, value $25,657,133, in Jan- 
uary, 1920. During the eight months ended 
February, 1920, the coffee imports totaled 931,- 
948,097 pounds, valued at $208,073,241 ; in the 
<ight months ended February, 1919, the imports 
were 590,660,271 pounds, valued at $67,239,556. 
The February imports of coffee in 1919 and 


San Francisco, April 29, 1920. 

T HE coffee market has shown more activity 
during the past thirty days than during thr 
previous month. While the market is still re- 
garded as quiet, a better demand is developing 
and has brought about a hardening of condi- 
tions. Prices show no material changes 
There is little tendency to speculate, but on the 
other hand buyers are not confining themselves 
so closely to immediate needs as has been the 
practice of the previous month or two. 

The manufacturers are confident that con- 
sumption will show a decided increase during 
the current year and it is generally figured that 
this increase will run from 10 to 20 per cent 
over the normal consumption before the bone 
dry prohibition law became effective. 

All the Coast coffee roasters are expected to 
have representatives at the convention of the 
Pacific Coast organization in Seattle on May 
18 and 19. California, Oregon and Washington 
will send delegates to discuss matters of inter- 
est to the roasters, pnd they are all looking for- 
ward to hearing Messrs, Brand and Coste, ot 
the national organization. 

A number of matters of importance will E 
broached at the convention and not the hat 
interesting of these is shorter terms. Quite 3 
few- of the roasters are in favor of adopting 
the thirty-day credit, which is commonly us 
in other sections of the United States. But - ■' 
movement is said to meet with some opposition 
and it will doubtless bring forth some hot 15 
cussions before it can be settled. . 

Established in the general mercantile busine - 
in Oakland for a number of yea: s, j. H- " 
coffee specialist, has incorporated his concern 
under the name of “ Long, the Coffee 3 J" 1 
with a capital of $75,000. Assoc ated «nih 
are H. H. Long and J. W. Lon G- B 
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Of course you are interested 


promoting national and state legislation beneficial to the 
coffee trade. 

defeating legislation hostile to the coffee trade, 
guaranteed Cost and Freight Contracts, 
a uniform arbitration clause in sales contracts, 
thirty-day terms of sale. 


and 


improved business systems, 
better merchandising methods. 

a better personal acquaintance with other coffee roasters. 


The National Coffee Roasters Association 

offers you an opportunity to join the leading firms in the roasting business in pro- 
moting these objects. Individually you may be unable to devote much time to 
them. But whatever you can do will count for full value when added to the 
efforts of others and directed and applied by a well organized national association. 

The N. C. R. A. will not be too per cent effective until it has a 100 per cent 
membership. If you are not a member, now is the time to join. 


National Coffee Roasters Association 

74 WALL STREET, NEW YORK 

Coste, Secretary-Manager Carl W. Brand, President 


When Writing Advertisers, Kindly Mention The Tea axd Coffee Trade Journal 
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NEW ORLEANS LETTER 

News of the Trade in the “Logical Port” as 
Gathered by Our Correspondent 


three weeks in the month. Buyers were not very 
keen to replenish stocks, as they could not ship 
out their goods. Prices have been well main- 
tained because stocks are light and it has been 
difficult to sell at any price.— E. K. P. 


New Orleans, May 1, 1920. 

T HE local coffee market, like that for tea, has 
been comparatively dull during the past 
month, trade interruptions in the form of stop- 
page of traffic being one of the main causes. 
While a fair amount of inquiry from the in- 
terior was received and some sales were reported, 
buyers were not inclined to take hold under the 
circumstances. Spot prices have been rather 
steady all month, with some small recessions 
towards the end. Rio 7 is 15ji and Santos 4 is 
23'Ac. 

The amount of coffee afloat was light and on 
April 28, with the arrival of the Phidias, the 
board was wiped clean. Stock in warehouses and 
on board ships April 27 was 231,000 bags. The 
arrival of the Northwestern Bridge with 34,000 
bags and the Phidias with 79,000, increased the 
supply, but deliveries to the end of the month 
were considerable, so that the stock was well 
under 300,000 bags. 

Coffee roasters reported business good, with a 
fairly strong demand and no considerable change 
in prices. New sources of trade have opened up 
since the saloon business ended and indications 
are said to point to a continued increase of the 
use of coffee. Many persons declare that they 
have derived benefit from the change from spir- 
ituous liquors to coffee. 

D. H. Hoffman, president of the Southern Cof- 
fee Company, and of the local Coffee Roasters’ 
Association, who has been confined to his home 
four months by illness, was at his office this week 
for the first time. 

The tea trade, as reported from leading tea 
houses, has been slow all month, due to the 
switchmen’s strike that tied. up shipments two or 


MEXICO SHIPS MORE COFFEE 

Exports from Satina Cruz in January Show 
an Increase of 32 Per Cent Over 
Same Month Last Year 


(Special Correspondence) 

Sauna Cruz, Mexico, March 29, 1920 

T HE declared exports of coffee from this dis- 
trict to the United States for the month oi 
January, 1920, were 1,128,441 pounds, valued at 
$282,707, compared with 855,254 pounds, valued 
at $147,122, for the same month in 1919. It will 
be noted that while the increase in quantity has 
been nearly 32 per cent, the increase in value has 
been more than 92 per cent. 

The declared exports of coffee from this con- 
sular district for shipment to the United States 
for the year 1919 were 5,985,858 pounds, valued 
at $1,602,269. The coffee crop of this district, 
in common with most Central American coffees, 
has this year been somewhat delayed by late 
rains. 

As soon as railroad connection between 
Mexico and Guatemala is effected by the finish- 
ing of the bridge now being built over the 
Suiche river, the bulk of the coffee crop of the 
eastern part of Guatemala will be shipped by rail 
in bond through Mexico to the United State*. 
At present the coffee output of Guatemala i* 


shipped by water. 

Because of the high prices brought by co free 
last year, and the resulting prosperity oi the 
growers, there has been some tendency to ho 
this year's crop, with a view to ascertaining 


Farrington’s 

“Eagle and Lamb” 
JAPAN TEA 

THE G. B. FARRINGTON COMPANY 

Established 1804 NEW YORK 
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The BLICKMAN COFFEE 
URNS are the result of very careful 
scientific experiments. 

They brew coffee with that delicious 
flavor that only an expert can appre- 
ciate — with the use of a lesser quantity 
of coffee. 

The same careful attention is given 
to the design, construction, appearance 
and selection of materials of only the 
highest quality to insure a product of 
maximum efficiency. 

IVrite for our descriptive booklet. 

Address Dept. T 

S. BLICKMAN 

199 Lafayette St. New York 


BLICKMAN QUALITY URNS 

All Sizes — All Styles 
Immediate Delivery From Stock 



*•** up in batteries of two urns and one boiler or one urn and one boiler. Batteries of sites 
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whether or not large shipments of coffee will be 
made to Europe this year, resulting in even 
higher prices than at present. Because of the 
absence of the adverse conditions which governed 
last year’s crop, there is every reason to expect 
a large crop this year, although, of course, 
neglected and abandoned plantations can not be 
brought up to maximum production in one or 
two years. — C. L. B. 


OUR LONDON LETTER 


The Latest News from Mincing Lane and the 
Continental Trade Centers 


Office of The Tea and Coffee Trade Journal, 
34 Cranbourne Street, London, W. C. 2. 

London, April 3, 1920. 

I N spite of the deterioration in quality the de- 
mand here for the common and cheaper grades 
of Indian tea has been much better than for some 
considerable time past, while good medium and 
more useful liquoring grades have been in particu- 
lar request. The recent price advance has more 
especially favored Ceylons, although much better 
quantities of the latter growth have been brought 
forward. The complete receipts from the North 
Indian crop intended for this country, which were 
accounted for during eleven months to the end of 
February, amounted to 292,250,000 pounds, as 
compared with 247,250,000 pounds for the cor- 
responding previous period. 

The spot holdings of common Ceylon tea are 
ample, and the situation is not easy for the holder 
wishing to effect early clearances. The China 
market is somewhat monotonous and the few 
sales being made are of a retail character. 

The London Coffee Trade 
The coffee demand is rather calm at the present 
time in the wholesale trade, but prices keep firm 
and high rates are being paid for new crop Costa 


Rica, especially fine colory lots. There is ^ 
present no large enquiry for export. 

Among the matters to be discussed by the As- 
sociation of Chambers of Commerce at its annua] 
meeting here this month is a special phase of 
Britain’s trading relations with Brazil. It seem*; 
that Brazilian traders are organising a campaign 
in this country in support of the total or partial 
exemption of Brazilian coffee from the heavy 
duties now imposed on the product. They are 
trying to impress on British manufacturers and 
exporters that it is necessary to offer a quid pro 
quo to the Brazilian Government when soliciting 
tariff concessions, similar to thosa made by Brazil 
to the United States. The chief product oi the 
country being coffee, it is urged that an exemption 
from the coffee duties would mean no more than 
an insignificant loss to the British Treasury a< 
compared with the advantages in return assured 
to British trade with Brazil. As at this moment 
Britain's relations with the great Republics of 
Latin America are not only a commercial hut a 
diplomatic matter of great concern, representa- 
tions on the subject are assured of a more serious 
and perhaps more sympathetic hearing than would 
have been in other times the case. 

Cocoa supplies of most sorts are adequate. De- 
mand is well maintained for cocoa itself while the 
trade in chocolates is greater than it has ever been 
before. A very fair business is being done in 
West African cocoa. — Thomas Reece. 


HOLLAND HAS A CHICORY FACTORY 
(Special Correspondence) 
Amsterdam, March 17, 1920. — Recently there 
occurred the formation of the first Walschereshe 
steam chicory and coffee factory in Koudckerkc, 
Zeeland, with a capital of 100,000 florins for the 
purpose of drying chicory and to produce coffee 
substitutes and the like. This is a class of in- 
dustry one would not look for in Holland with 
its large East Indian coffee reserves. — T. R- 



COFFEE — Roasted and Green 


To Wholesale Dealers Only 
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One of {&<? SpiCe Machine? 7iJIs ?pioe C a hp 

So pet 1 minute 

ARE YOU GETTING THE BEST RESULTS 
FROM YOUR SPICE BUSINESS? 

If you grind and pack your own spices and are not getting 
the best results from your Spice business, we know The 
Widlar Company can show you savings and relieve your 
labor problem. 

The Widlar Company specialize in a few things and by 
the use of specially designed machinery are able to produce 
maximum output at a minimum cost. 

Our capacity at present is a million cans a month and rising. 

Upon request we will submit you samples and prices of our 
products. 

We will pack under your own label if quantities justify. 

THE WIDLAR COMPANY 

CLEVELAND, OHIO 


M President 


SPECIALISTS IN GROUND SPICES, EXTRACTS, SALAD DRESSING, MUSTARD 
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INDIA’S TEA TRADE 

The Latest J'acts and Comments on Conditions 
Affecting Price and Production 


(special correspondence) 

Calcutta, March 20, 1920. 

T HE Calcutta selling season is now about over. 

Another sale or two and offerings will cease. 
The 1st of April is generally held to usher in a 
new season. The local market has not done badly 
in disposing of 76,000,000 pounds this season, 
though of this only 42,500,000 pounds have gone 
outside of the United Kingdom. It is better 
than last year when only 57,000,000 pounds were 
sold through Calcutta. 

The districts on the whole have not done so 
badly at the local sales, but lately there has been 
an ominous drop in prices and the As. 6-4 present 
average does not compare very well with last 
year’s As. 7-9 and the previous year's As. 8-9. 
Still there is time for a recovery of prices in the 
interim before next season’s selling commences. 
Already London is going stronger, though at a 
low level. 

Although the season is at an end the Kiddcr- 
pore warehouses are packed with tea and before 
many weeks are past the problem of storage for 
the new 1920 crop will be upon us, and a satis- 
factory answer will not easily be forthcoming. 
The tea trade of Bengal and Assam, about 80 per 
cent, of which passes through Calcutta and the 
remainder through Chittagong, has been seriously 
handicapped during the last few years by lack of 
storage accommodation in Calcutta. 

In 1906 a large four-storied building was 
erected at Kidderpore near the docks for the 
accommodation of sale tea. It is capable of 
storing 100,000 chests and has an area of 304,000 
square feet. In 1908 it was decided to build a 
duplicate warehouse at Hide Road but the war 


interrupted the work and only a portion of the 
building is in use. 

Now that the erection of new buildings of ail 
descriptions is again being carried on it is hoped 
that the Commissioners for the Port of Calcutta, 
who control the warehouses, will soon be able to 
complete the structure, especially as the tea crops 
of Northern India are increasing each year and 
every season the problem of storage room be- 
comes more acute. 

Owing to the heavy stocks held in the United 
Kingdom movement of the new crop is likely to 
be slow and congestion is certain to be more acute 
this coming season than at any time during the 
war. Accommodation for the private storage of 
tea is not available in Calcutta and unless 
arrangements on an extensive scale are prear- 
ranged tea will have to be held upon the gardens 
much earlier in the season than has been cus- 
tomary during recent times. 

At this week’s tea sale about 25,000 packages 
were catalogued of which nearly half was with- 
drawn. Some 13,500 passed the hammer. The 
market was weak for all but good tea. Some of 
the lots did not attract a single bid and lower 
prices had to be accepted to do business for most 
teas. Stalky teas were simply banned. 

A depressing feature for tea at present is that 
the railways are almost entirely closed to the 
ordinary goods booking of merchandise and the 
local demand for tea is therefore naturally re- 
stricted and buyers are unwilling operators. 

Latest quotations for tea : Commonest leaf. 
As. 4-6 to As. 4-9; 1919, As. 4-0 to As. 4-3; 1920. 
As. 6-3 to As. 6-6; Commonest broken leaf. As. 
5-0 to As. 5-3; 1919, As. 4-6 to As. 4-9; 1920, As. 
5-6 to As. 5-9; Ordinary common pekoe sou- 
choung, As. 5-0; 1919, As. 5-0 to As. 5-3; 1920. 
As. 6-9 to As. 7-0; Lowest even leaf pekoe, As 
5-6 to As. 5-9; 1919, As. 6-0 to As. 6-3; 1920. As. 
7-3 to As. 7-6. — Charles Judge. 


J. G. Davies Phone, Bowling Green, 6796 W« V. Smith 

DAVIES and SMITH 

Coffee Brokers 

85 and 87 FRONT STREET, NEW YORK 

Direct connections with: 

BOGOTA MARACAIBO CENTRAL AMERICA HAYO 
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MAINLY ABOUT PEOPLE 


j News About Men in the Trade at Work 

and at Play { 

Sir Thomas Lipton is scheduled to be a guest 
of the city of Berkeley, Calif., at a u Lipton Tea 
Banquet ” to be held in the near future. Berkeley 
is trying to have the distinguished tea man locate 
his proposed new Pacific Coast plant in that city. 

Richard Blf.chynden, representative of the 
India Tea Commission in the United States, 
sailed from New York April 16 for India, via 
London. 

Bertram Francis, manager of Leon Israel & 
Bros.' tea department, New York, sailed for Lon- 
don and Amsterdam on April 17 on a business 
trip. 

Walworth Pierce, vice-president of the S. S. 
Pierce Company, Boston, was recently elected 
president of the firm, to succeed the late Wallace 
L. Pierce. Dr. M. Vassar Pierce is now vice 
president. 

E. R. Cofer, of Hills Bros., San Francisco, re- 
cently sailed from Honolulu for San Francisco. 
He had been in the Hawaiian Islands for some 
time, recuperating from an attack of influenza. 

H. L. Baer, who recently returned from the 
Brazil coffee producing districts, has been ap- 
pointed manager of the coffee department of J. 
Aron & Company’s recently established branch in 
San Francisco. He was formerly with the Aron 
branch in New Orleans. 

Chauncey H. Marsh, of the Foreign & Home 
Products Corp., New York, who has been seri- 
ously ill for several months, continues to improve 
but is not expected back at his desk for a few 
weeks. 

C. E. Atwood, of the J. C. Whitney Co., 
Chicago, came east the latter part of April, visit- 


ting the trade centers in Buffalo, New York and 
Boston. 

Ed Harrington, formerly stationed at Colombo 
as buyer for Carter, Macy & Co., is now repre- 
senting this firm in London. 

Thos L. Milam, southern representative for 
Carter, Macy & Co., with headquarters in New 
Orleans, visited the New York office of his hrm 
late in April. 


SALIENT TRADE NOTES 


The Salada Tea Company is planning an eight 
story addition which will double the floor 
space of its Boston plant. The architects' plan: 
provide for a 100 x 200 foot building of Indiana 
limestone and granite that will be much like the 
original structure, which is considered one of the 
industrial show places of Boston. 

Charles F. Blake and Fisher T. Bullard, New 
York, have liquidated their separate businesses 
and have joined forces in a general partnership 
under the firm name of Blake & Bullard to im- 
port and do a jobbing business in green coffee 
at 99 Front street, New York. 

Gerald Byrne, who resigned from the D, Pen- 
der Grocery Company,, Norfolk, Va., some time 
ago, recently rejoined the firm as vice-president 
and general manager and was welcomed back by 
his associates at a complimentary dinner on 
May 1. 

Henry A. Howell, formerly of T. Barbour, 
Brown & Co., will take charge of the Santos 
Coffee Department of Sprague & Rhodes in New 
York. 

Brooke, Bond & Co., the well-known tea and 
coffee dealers in London, have adopted Ameri- 
can apparatus for cup-test work. A Burns 6- 
cylinder sample roaster was recently shipped to 
them, together with a motor-driven sample 
grinder and revolving table. 


Coffee Roasting for the Trade Only Coffee Separated 

(No Spice Grinding. No Coffee Selling) 

JOHN W. HAULENBEEK CO. 

(Ettablithed (or 38 Ye art) 

NO ACCOUNT TOO LARGE FOR US TO HANDLE. WE MAKE A SPECIALTY OF 
HANDLING OUT OF TOWN ACCOUNTS 

{ 217 

218 NEW YORK 

219 
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a Case! 





“Hummel ■ i 
& Downin^’’^^ 
is a Service 


I N it is offered a comprehensive knowledge gained 
by thorough experience in solving carrying 
problems for the country’s greatest package users. 

Our Packing, Engineers invite you to send your 
packing and shipping, problems to them for solution. 
There is no charge for this service. 

“The Case that Delivers the Goods” 

Hummel & Downing Co. 

Fibre and Corrugated Cases Milwaukee, 

Folding Cartons U. S. A. 



Sales Offices: 

CHICAGO DETROIT 

MINNEAPOLIS 

ST. LOUIS DENVER 
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Edward Bleecker, New York coffee broker, has 
moved from 95 to 88 Front street. 

Frederick M. Genung, New York, green coffee 
jobber, has moved from 97 to 92 Front street. 

C. Brown Smith, manager of the Holland Sys- 
tem's coffee department, Boston, made a brief 
business trip to New York during April. 

The Shephard Company, a department store at 
Providence, R. I., has decided to roast its own 
coffee, and will install a No. 1 seff-contained 
Monitor roaster, cooler and Stoner. 

R. A. Yerkes, formerly in the coffee broker- 
age business in Seattle, is to become sales 
manager of the newly formed importing and 
jobbing firm of S. Cassinelli & Co., whose new 
building at 221 California street is still under 
construction and whose temporary office is in the 
Marine Building. 

The Pennsylvania Coffee Company, Pittsburgh, 
a newly organized concern headed by E. J. Stock- 
slager, formerly of the Hanley Kinsella ‘Coffee 
Co., St. Louis, and Johnson Earl Meyers Co., 
Pittsburgh, has just started roasting operations 
in a new plant, utilizing two No. 3 Monitor 
roasters, coolers and Stoners, gravity type. 

The New York office of Irwin-Harrisons & 
Crosfield, Inc., tea importers, was moved on 
May 1 from the building at 90 Wall street, 
which was bought by G. Amsinck & Co. about a 
year ago, to 127-129 Water street, just around 
the corner from the old location. 

The New York office of Hunt & Co., tea im- 
porters, has been moved from 90-96 Wall street 
to 96 Water street. 


The Braun Company, Philadelphia, manufac- 
turer of Coles coffee mills and meat chojipu-; 
recently issued a new catalogue, No. 11, $how:r« 
in colored illustrations its full line of product; 

The Massey-Leiniker Company was reenniv 
organized in Oklahoma City, Okla., to carry or. a 
coffee and food brokerage business. 

President Hayman of the Hoffman & Karma: 
Coffee Co., San Antonio, Tex., recently sold o u 
his interests in the business, and has been suc- 
ceeded as president by Gus Menzer. The com- 
pany is making good progress in expanding ^ 
business in Texas. 

J. W. Zawacki is now manager of the coffte 
department for the Shear Co., Waco, Tex. 

E. Edtbauer & Co., Chicago, on May 1 movui 
from the building at 817 West Washington 
Boulevard to the one at 1121 on the same street. 
The new quarters provide increased space and 
facilities to meet the increasing demand for the 
company’s “ Duplex ” automatic net weighers. 

The Johnson-Earl-Meyers Co., coffee roaster 
and tea packer, Pittsburgh, has been circularizing 
the trade with serviceable blotters advertising 
the company’s “Our Wonder” and “Our Judge’ 
coffee. 

Seeman Bros., New York, have moved their 
coffee department from 104 to 102 Front street. 

The National Almond Products Co.. New 
York, is enlarging its manufacturing facilitie*. 
Among the latest additions are an electric new 
model Lambert blancher of the latest type and at: 
electrically equipped peanut roasting outfit built 
by the Lambert Machine Co. 


FIDELITY CAN 
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BALTIMORE, MO. 


Manufacturers of 

Tiw Tamc km n Ti\t T/wri 
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Manufacturers of BOX SHOOKS and BOXES for ALL CONTAINERS 


JAVA SUMATRA TEA CO., LTD. 

AMSTERDAM _ , , „ , BANDOENG (JAVA' 

Tel.: Halley Bentley ana ABL Codes j e l . We«i- 

Buy your quality teas direct in the country of production. Cable for our samples and 
terms. Monthly market reports sent on request. 
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U/eis all Fibre— 

' ’ Parchment Lined Containers 

LET US SHOW YOU HOW TO GET THE 

Highest Quality “Can” 

AT A PRICE THAT 

Won’t Make You Squi rm 

TESTS by particular packers show WEIS 
containers compare most favorably with 
any style can. 

Send for our catalogue and sample. We 
will be pleased to give you information 
about a real high grade “can” sold at a 
low price. 

For coffee, tea, spices, cocoa, etc. Also man- 
ufacture paraffined containers for£liquid 
and semi liquids. 

THE ^ FIBRE CONTAINER CORP. 

101 FRONT STREET 
MONROE, MICH., U. S, A. 


• piOUNTAiuf 

L c opfeeJ 
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ing outfit which was purchased from the Lam- 
bert Machine Co. 

Cyrus Beall, president of Beall & McGowan 
Co., wholesale grocers of Fergus Falls, Minn., 
has disposed of his holdings in the firm to Fergus 
Falls capitalists and employes of the firm. He 
had been in the wholesale grocery business in 
Minnesota since 1883. Prior to his last connec- 
tion he was with Winston-IIarper-Fisher Co., of 
Minneapolis. Mr. Beall was for four years presi- 
dent of the Minnesota Wholesale Grocers' As- 
sociation and is now a vice-president of the Iowa- 
Ncbraska-Minncsola Wholesale Grocers’ Asso- 
ciation. 

The Kaffee Hag Corp., has changed its address 
to Cleveland, O., where it has opened a new office 
and factory building, which provides facilities for 
putting out 6,000,000 pounds of Kaffee Hag coffee 
annually. 

The Famo Nut Co., Los Angeles, has equipped 
a plant for the roasting of peanuts. Their roast- 
ing outfit, a Lambert Economic No. 1, has a 
capacity of 450 pounds shelled peanuts. 

The H. T. Lange Co., grocer at Eau Claire, 
Wis., will soon add a coffee roasting department. 
The machinery selected is a Karoma roasting 
outfit, arranged for gas fuel and a No. 1 Burns 
granulator with chaff remover. 


Riggi Brothers, Brooklyn, N. Y., whose factors 
was destroyed by fire the latter part of last vear 
are now operating in new quarters. Their manu- 
facturing equipment includes six hand peanut 
pickers and a large peanut roasting plant turn- 
ished by the Lambert Machine Co. 

The C. H. Moriarty Wholesale Grocery Co 
has changed its name to The Shellman Whole- 
sale Grocery Co. J. L. Shellman is president 
and general manager. It will operate stores in 
Parsons and Chanute. The other officers of the 
company are W. E. Carter, vice president; S. \V. 
Hess, second vice president, and manager of the 
Chanute branch; W. C. Busholz, secretary and 
treasurer. 

W. P. Craddock, 1230 Sixteenth street, Denver, 
is now the representative of Hard & Rand in 
that city, and will install Burns apparatus for 
roasting coffee samples. 

Klein & Merriman, wholesale grocers, of 
Wheeling, W. Va., have purchased the Pauli 
building now occupied by the John Engler Whole- 
sale Produce House and the Atlas Grocery Com- 
pany, and as soon as the property is vacated will 
begin extensive improvements. They expect to 
occupy the place before the middle summer. 

The Lorraine Coffee Co., 772 Purchase street, 


The demand for 
Quality Teas is 
increasing. They 
are our specialty 

The use of the best teas will increase the consumption of tea in 
America. 

We import and sell teas of all kinds and grades. Our specialty 
is tea of the highest quality. 

Our foreign branch is always in touch with local and seasonal 
conditions — we are in a position to import any kind or grade of 
tea your trade wants. 

The A. Colburn Company 

2228-42 North Tenth Street, Philadelphia 

Eat. 1857. Branch: Daitotei, Formosa 








Did you ever consider that if it were 
not for the fact that there was but 
one manufacturer confining his entire 
efforts to the manufacture of round 
cans composite tin and all paper for 
dry products, as we do, that you 
would not be getting the service that 
you are now getting ? 

Give us the preference and you will 
be furthering your own interests. 


THAT 


USED 
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New Bedford, Mass., recently installed new 
roasting equipment, including a complete Burns 
outfit with direct-connected motor. 

The William S. Scull Co., Camden, N. J., will 
soon further increase in its equipment for granu- 
lating coffee by installing a fourth Burns machine 
of the largest size. 

Henry Maillard Inc., has been admitted to the 
American Specialty Manufacturers Association 
as a national member. 

Another order for additional roasting machin- 
ery has been placed by the Levering Coffee Co., 
Baltimore. This includes two 500-lb. Jubilee 
roasters with complete connections, forming an 
additional unit of Burns equipment similar to 
the installation which was made last year. 

The Erie Cold Storage Company, Sandusky, 
Ohio, has sold its cold storage plant and pur- 
chased the Bear & Ruth packing house to enter 
the wholesale grocery business. The company 
will carry a complete line of wholesale groceries. 

The Foley Bros. Grocery Co., St. Paul, has 
ordered a second Burns granulator with fan at- 
tachment for removing chaff. 

The New Orleans Fibre Box Factory, Inc., 
New Orleans, recently began the erection of a 
new building at Alexandria, Murat, St. Louis and 
Toulouse streets. 


The Reinhard Co., 215 Narp street, San 
Antonio, which now operates a half-bag Burn; 
roasting outfit, has ordered a Karoma machine, 
of two bags capacity, arranged for gas fuel. 

Manos & Katsafamas, coffee roasters, Pitts- 
burgh, are installing new equipment consisting oi 
a No. 3 Monitor coffee roaster. 

New coffee roasting equipment has been 
ordered by the Theo. Poehler Mercantile Co., 
Topeka, including a 300-lb. Jubilee roaster and 
one-story cooler and stoner with flexarm cooler 
box. 

Miles Bros., coffee roasters, Lexington, Kv. 
have ordered a Huntley gravity coffee roasting 
outfit, using a No. 2 Monitor roaster. 

The Companhia Paulista de Exportacao, 
Santos, Brazil, has ordered another Bums 
sample roaster which will make the third 6-cylin- 
der machine in its office. Jayme de Souza Dantas 
visited New York last month and his order for 
additional equipment was placed through Jules 
Maes & Co., who represent the Santos company 
here. 

The Corrugated Paper Products Co., a new 
concern recently opened in Atlanta, Ga., an- 
nounces that it expects to begin manufacturing 
operations in its plant at McDaniel and Steven; 
streets, about June 14, 1920. 


Blake & Bullard 

99 Front Street New York 

The undersigned announce that on May 1st they 
formed a general partnership under the firm name of 

Blake & Bullard 

to engage in the business of importing and jobbing of 
green coffee at 99 Front Street, New York City. 

The business of Chas. G. Bullard & Co. and the 
business of Charles F. Blake will be liquidated. 

Our specialty will be the handling of fine coffees, 
particularly as to roast and cup quality, and personal 
attention will be paid to the needs of out of town 

roasters. - Charles F. Blake. 

Fisher T. Bullard. 
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FOR BETTER DELIVERY METHODS 

(j A department for discussion of delivery problems, designed to 
be of real help to present and prospective users of motor trucks 


MOTOR TRUCKS SAVE $50,000 

How the Kroger Grocery Company Cut 
Down Its Delivery Cost by Using 
Trucks and Demountable Bodies 

By C. H. Woodruff,* 

Cincinnati 

«nr*HK problem of transportation,” said the 
1 late James J. Hill, “is to get things from 
where they are to where they are needed.”- 
There are just two elements to this proposi- 
tion: speed and capacity, and both of these are 
combined in motor transportation. That is the 
explanation of the ever increasing use of motor 
trucks in the grocery business, both wholesale 
and retail. 

In the wholesale groceiy business it is a com- 
mon thing for a 3-ton motor truck to drive from 
thirty to fifty miles daily, at an average speed of 
from twelve to fifteen miles an hour. A team 
will seldom do better than twenty miles a day; 
its average speed ranging from two and a half 
to four miles an hour. The motor truck will 
load twice and haul twice the distance at four 
times the speed of teams. 

Where formerly it was necessary to ship by 
rail or water for distances from twenty-five to 
one hundred miles, including hauling, loading 
and unloading expenses at each end, these trips 
are now made by motor trucks at a great saving 
of time and money. 

Demountable Bodies Increase Savings 
To avoid delay in loading and unloading 
motor trucks, demountable bodies are used. 
These bodies are loaded on sliding platforms, 
while the truck is making delivery with a dupli- 
cate loaded body. 

Through the use of demountable bodies the 
Kroger Grocery & Baking Company, with 713 
stores in Cincinnati, St. Louis, Detroit, Columbus 
and Dayton, have effected a saving of $50,000 a 
year in their motor transportation. 

• Like all companies in their line of business 

• General sales manager of the O. Armleder Co. 


their loading problem is complicated by :h 
nature of the products they handle. Hrvn-i. 
cakes and groceries are perishable products v.y. 
require careful handling and disposal on :h 
truck. They are often bulky and awkward i 
handle. 

Prior to the use of demountable bodies it r<? 
quired a good loader from one and one-half ' 
two hours to load a truck, and the loading bay 
was congested and packed up for loads. No* 
the Kroger company has eight demountable bod- 
ies which are carried on large size motor truck? 
The bodies are run on and off the trucks nr. 
tracks. It takes an average of twelve minute* 
to change a body. Figuring an hour and forty- 
five minutes to load a truck, a saving of or.r 
and one-half hours per truck load is effected. 

Each truck hauls on an average of three loads 
a day; this figure including a daily twenty-tw- 
mile run to Hamilton and three trips a week \< 
Middletown, a distance of thirty-five miles each- 
way. If it were not for the fact that driver' 
have to unload at the stores because of the short- 
age of help, a still greater number of loads per 
day could be hauled. 

The company has nine 3^-ton tractors which 
haul seven tons, and thirteen trailers. Here, too. 
the time saved means one and one-half hour? 
per load. If it were not for demountable bodie ; 
they would not have room in their loading bay 
at Cincinnati for loading their fifteen trucks. 
The goods would have to be hand-trucked to tne 
sidewalk at a considerable cost in time ana 
labor and risk of theft and damage to goods 
from bad weather. As it is now, all bodies ar ? 
loaded inside in a systematic, efficient manner, 
the trucks and trailers back in and the bodies 
are run onto them. 

The Kroger Company estimates that the use ot 
demountable bodies and trailers makes it possible 
to haul one more load per day for each ‘ru -• 
Figuring a saving of one and one-half hours * 
day on thirteen trucks, makes a saving of nine- 
teen and one-half hours; the equivalent de- 
trucks. In addition, there is the saving of 
driver's helper that each of these trucks - 
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Ritchie’s 


ALL FIBER CANS 
TIN TOP AND BOTTOM CANS 


The ideal container in place of expensive tin cans, Ritchie’s Paraffined or Parchment lined cans 
hold the aroma, are airtight and non-absorbing. The ideal package for Coffee, Tea, Spices, Cocoanut 
and all dry foods. 

Quotations and samples promptly forwarded 

W. C. RITCHIE AND COMPANY 
414 SO. GREEN ST., CHICAGO, ILL. 



T EN great factories of The Hinde & Dauch 
Paper Company are daily turning out 
thousands of H & D Corrugated Fibre Boxes of 
a size, shape, weight, strength and degree of 
resiliency, to meet the individual requirements 
of many different products. 


IFfibre BOXES 


Articles of fragile glass, heavy metal, foods, 
fruit and delicate instruments, all are shipped 
safely — protected by the shock-absorbing walls 
of these better boxes. 

The Hinde & Dauch Paper Co. 


8S 1 Water Street 


Sanduaky, Ohio 


When Writing Advertisers, Kindly Mention Tim Tfa a.vd Coffee Trade Joviixai. 




610 


THE TEA AND COFFEE TRADE JOURNAL 


May, i OX) 



Tractor and Trailer Used by a Grocery Firm to Keep Down Delivery Costs 


require, as well as the cost of their operation 
and maintenance. 

In all their branches, Kroger uses sixty-five 
motor trucks. By use of demountable bodies 
and trailers on this number, the firm easily saves 
four times what the thirteen trucks save in 
Cincinnati, which amounts to eight trucks. 

Without motor equipment the company could 
not give its present service to the outlying stores. 
Trucks leave Cincinnati for Hamilton at 7 a.m. 
and return to Cincinnati at 2 p.m. In the old 
days when goods were shipped by rail, it meant 
loading in the freight cars, unloading again at the 
destination, with cartage at both ends — and it 
was several days before shipment arrived. 


TRUCKS BREAK COFFEE TIE-UP 
During the freight tie-up on account of the 
recent railroad strike, the W. M. Gifford Co., 
coffee brokerage firm in Boston, used twelve five- 
ton motor trucks to transport green coffee from 


New York to Boston. Recipients of the coffee 
were liberal with their praise of the company.' 
enterprise because the motor truck deliveries 
furnished relief from a distressing situation. 

The trips were made in easy stages, requiring 
two and one-half to three days. The coffee 
arrived in good condition and there was no 
leakage, one of the most expensive items of rail- 
road freight transportation in these days. 


A BARGAIN IN DELIVERY BODIES 
The War Department announced on Apn 
28 that it has for sale 482 Ford delivery bodies 
44 inches wide, 60 inches long and 14 inche: 
deep, with interlocking sills. The bodies an 
located at Columbus, 0., and are offered a 
$21.00 each. Purchases can be made of the Zon< 
Supply offices at Chicago and Columbus, 
by communicating with the Surplus P r °P l “- 
Division, Quartermaster General office, a5, 
ington, D. C 


ARCHIBALD & LEWIS CO. 

Importers and Grinders 

SPICES, SEEDS AND HERBS . 

Thro Hundred percent increase in our business is proof of the striking superiority of our 
Quality assures success. We have solved the quality problem for others. Let us co-operate 

18 DESBROSSES STREET Established 1890 NEW/W_^ 
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CANNED FOODS! 

Millions of Pounds of 

PACKING-HOUSE PRODUCTS 

Offered FOR SALE by the 

WAR DEPARTMENT — QUARTERMASTER CORPS 

| BIDS OF 10 CASES ACCEPTABLE | 

The Surplus Property Division. Office of the Ouarierinaslcr ( ieiicral of the Army, 
offers for sale the articles described in thi < advertisement. Informal bid' on dii- 
merchandise will he accepted at any of the offices named in this advertisement 
until 3:00 P, M. ( Eastern Time ) June 1 jth. 

Xo deposit will he required when aggregate of hid or bids of any one bidder is 

Si, 000.00 or less. When bid or aggregate bids is for more than ft, a n><; 

deposit thereof must be submitted with the hid. Such bidders as mar desire to 
do a continuous business with the Surplus Property Division, a term guarantee in 
the sum of not less than S25.000.00 may lie deposited with the Surplus Property 
Division at Washington. D.V., or with ’the Zone Supply ( lliices; M ,rh term guar- 
antee is to be so worded as to hind the bidder to full compliance with die condi- 
tions of any sale with regard to which he may submit proposals, dial is, proposals 
on any property offered for sale by the Surplus Property Division during die 
lifetime of the guarantee. A term guarantee will not relieve the bidder from die 
forwarding of his certified check for to'T of the amount of hi- purchase within 
10 days from the notification of anatrd. 

Xo special bid form is necessary. Complete conditions of sale are embodied in 
this advertisement. 

Subsistence List No. 9 — Bids Close June 12th 


No. 901-S 

32,122 LBS. BACON, NO. 8 

crates, average net weight 105 lb?. 
Stored at Baltimore, Md. Minimum bid 
considered, 10 crates. 

No. 986-S 

530,296 CANS PORK SAUSAGE 

2 cans, 24 cans to the case. Stored 
at \cw York City. 

No. 987-S 

12,216 CANS PORK SAUSAGE 

-arivcd as above. Stored at Columbus, 
Ohio. 


989- S 

28,169 CANS VIENNA SAUSAGE 

Xo. 2 cans, 24 cans jar Sion-d at 

Xcw York City- 

No. 992 -S 

106,730 CANS SARDINES 

16 oz. cans, 48 per case. Sunset Brand. 
Manufactured by Southern California 
Fish Co. Stored at Brooklyn, X. Y. 


Last Page of This Advertisement for Conditions of Sale 
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WAR DEPARTMENT— QUARTERMASTER CORPS 
SALE OF FOODSTUFFS 

Subsistence List No. 9 -Bids Close June 12th 

ROAST BEEF CORNED BEEF HASH 


No. 6 cans. 

(12 cans per case, various packers) 
No. 931-S 

29.596 cans, stored at Schenectady, X. V. 

No. 948-S 

36.000 cans, stored at Pittsburgh, Pa. 

No. 949-S 

22,629 cans, stored at Charleston, S. C. 

No. 950-S (6-lb. cans) 

159,166 cans, stored at Boston, Mass. 

No. 951-S (6-lb. cans) 

342 cans, stored at Fort Sill, Okla. 

6.347 cans, stored at St. Louts, Mo. 

No. 952-S 

7,17ft cans, stored at St. Louis, Mo. 

No. 953-S 

64,056 cans, stored at St. Louis, Mo. 

* No. 954-S 

208 cans, stored at Camp Taylor, Louis- 
ville, Ky. 

No. 955-S 

2.000 cans, stored at Atlanta, Ga. 

No. 956-S 

111,662 cans, stored at Atlanta, Ga. 

No. 957-S 

096 cans, packed by Armour it Co. 
stored at New York" City. 

No. 958-S " 

301, /98 cans, stored at Chicago, 111. 

, . . * No. 960-S 

44 cans, stored at Chicago, 111. 

No. 961-S 

-'-Go cans, stored at New Orleans, La. 

No. 962-S 

'■P8 cans, stored at New Cumberland, 

No. 963-S 

• d cans t stored at New Cumberland, 
Fa. 

* No - 970- S 

cans, stored at Newport News, Va. 

f * No. 971-S 

^ cans, stored at Newport News, Va. 

oMo tbe : se a minimum bid 

itorrC . ca , s . es considered, except 

_ s jodicated by an asterisk (*), bids 
'vhich will be for the entire lot. 


(Various packers) 

No. 972-S 

1-1,400 No. 1 cans. AS cans per ease 
stored at Pittsburgh, Pa. 

No. 973-S 

4'>0,032 1 lb. cans, 48 cans per case, stored 
at Philadelphia. 

No. 974-S 

i> 33 ’, 712 , } lb ‘ cans - 24 c:ins I MT case, 
lacked by Acme. Armour. I.. Prank & 
Sons, Wilson, and Purity Cross. Stored 
at Baltimore. Md. 

No. 975-S 

491,623 1 lb. cans, 48 cans per case, store! 
at Columbus, Ohio. 

No. 976-S 

1.503,311 I lb. cans, 48 cans per case, 
stored at New York City. 

No. 977-S 

No. 2 cans. 2-1 cans per case. 4,580 cans, 
stored at Jefferson Barracks, Mo.; 453 
cans, stored at Scott Field, Belleville, 
111.; 8.928 cans, stored at Fort Sill, Okla.; 
1,646 cans, stored at Camp Taylor, Ky. 

No. 978-S 

72.000 No. 2 cans. 24 cans per case, 
stored at Pittsburgh, Pa. 

No. 979-S 

500.008 No. 2 cans, 24 cans per case, 
stored at Philadelphia, Pa. 

* No. 981-S 

260 No. 2 cans, 24 cans per case, stored 
at New Y’ork City. 

No. 982-S 

550.008 cans, 2 lb., stored at Philadel- 
phia, Pa. 

No. 984-S 

2,738,938 2 lb. cans, 24 cans per case, 
stored at Columbus, Ohio. 

No. 985- S 

100.000 2 lb. cans, 24 cans per case, 
stored at San Antonio, Tex. 


See Next Page for Conditions of Sale 
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MILLER FIBRE CANS AND TUBES 

FOR 



MOISTURE PROOF AND PARCHMENT LINED 

ORDER TO-DAY WE SHIP TO-MORROW 

MILLER FIBRE PRODUCTS CO. 

350 WEST ONTARIO STREET CHICAGO 


Card Board Cartons 


The 

Logical Package 

for 

Coffee, Cereals, Raisins 

and many other 

Food Products 


We specialize la 
Card Board Cartons 
with 

Printing in Colors 

of 

Advertising Value 


Bee Hive Paper Box Co. 

P. O. Box 872 
Indianapolis, Indiana 



Many food products that would perish 


in the Atmospheric Sea before being sold and con- 
sumed are rescued by KVP vegetable parchment 
and waxed papers. Jump in — the boat's dryt 

KALAMAZOO VEGETABLE PARCHMENT COMPANY 
Kalamazoo, Michigan 
" World’s Model Paper Mill " 

Makers of Waxed and Vegetable Parchment Paper 
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THE FLAVORING EXTRACT TRADE 

<1 A department devoted to the interests of manufacturers 
and dealers in Flavoring Extracts and Essential Oils. 


THE PERFUMERS' CONVENTION 


Representative Gathering of the Industry’s 
Leaders in Annual Meeting in New York 
With 300 in Attendance 

A BOUT 300 representative members of the 
** Manufacturing Perfumers’ Association of 
the United States were brought together at the 
twenty-sixth annual convention in New York on 
April 6, 7 and 8. The attendance represented all 
branches of the perfumery and allied trades, and 
the meeting was deemed the most successful ever 
held. 

In the election of officers Francis W. Jones, of 
the Melba Mfg. Co., Chicago, was chosen presi- 
dent to succeed A. M. Spichler; P. E. Page, of 
the Talcum Puff Co., Brooklyn, N. Y., first vice- 
president; Edwin Sefton of Harriet Hubbard 
Ayer, Inc. New York second vice-president; C. 
M. Baker, of the Pond Extract Co., New York, 
secretary and treasurer. 

These members were appointed to the board of 
executives : Gilbert Colgate, Colgate & Co., New 
York; V. C. Daggett, of Daggett & Ramsdell, 
New York; A. M. Spiehler, Adolph Spiehler, Inc., 
Rochester, N. Y. ; D. H. McConnell, of the Cali- 
fornia Perfume Co. New York; W. L. Schultz, 
of the Lightfoot Schultz Co., Hoboken, N. J.; 
Northam Warren, of the Northam Warren Co., 
New York; V. Vivaudou of V. Vivaudou, Inc., 
New York; W. A. Bradley of D. R. Bradley & 
Son, New York; Howard Goodrich, of Goodrich 
Drug Co., Omaha; Felix Lowry, Milwaukee and 
F. C. Adams of the Andrew Jergens Co., Cin- 
cinnati. 

In his annual address President Spiehler said 
if the perfumery trade had not been so well or- 
ganized he thought it doubtful if today it would 
be possible to manufacture any toilet prepara- 
tions containing more than one-half of one per 
cent of alcohol under the Prohibition act He 
reminded the members, however, that the trade 
is still in “the thick of the woods,” as each 
State has to enact state laws to enforce the Act. 


He also deplored the glass bottle situation in re- 
gard to service and quality. 

C. Beilstein, of the Dodge & Olcott Company, 
New York, talked about the raw material skua- 
tion. 

Secretary Mueller reported an increase of 10 
per cent in membership, making the total, includ- 
ing associate and honorary members, 168. He 
suggested a permanent association headquarters 
and a paid assistant to the secretary. He re- 
ported the following applications for membership. 
Active members: E. Burnham, Chicago; Conti- 
nental Drug Corp., St. Louis; Franco-American 
Hygiene Co., Chicago; Adolph Klar, New York; 
The Luxtone Co., Chicago; The Pepsodent Co., 
Chicago, and Louis Phillippe, New York. As- 
sociate members: American Aniline Products, 
Inc., New York; E. Loesser Mills, Inc,, Mont- 
clair, N. J.; National Gum and Mica Co., New 
York, and the Perfumers and Jewelers Box Co 
New York. Hall & Ruckel, New York, were re- 
instated as active members. 

Mr. Mueller said that the American perfumery 
trade had made rapid strides in the last few 
years in quality, style of package and in com- 
petition with foreign made articles. 

Reporting on legislative matters Gilbert Colgate 
said in relation to the Prohibition Act that hts 
committee is confident that it will prove entirely 
practicable to meet all requirements of the Gov- 
ernment without serious embarrassment. He al- 
so said that the coming revision of the general 
tariff schedules is of the utmost importance to 
every member of the perfumery trade and that 
each individual should be prepared to cooperate 
in protecting the industry’s interests. 

Among the principal resolutions adopted by t-.e 
convention were those appointing committees to 
investigate the bottle situation and to 
changes in freight rates; asking the Stale De- 
partment to protest against the enactment is 
France of a measure prohibiting export of 
tain raw perfumery materials, or to obtain Con- 
gressional action in the matter; opposing 'h ; 
Congressional bill taxing advertising anti 
Longtvorth bill imposing increased tariffs on J* r 
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THE C. F. SAUER COMPANY 

MANUFACTURERS OF 

PURE FLAVORING EXTRACTS 

TO THE TRADE: 

We wish to call your attention to flavoring extracts. Flavoring Extinct is the cheapest 
commodity on the American market today. There have been very decided advances on all 
kinds of raw materials, and the advances have not stopped by any means. One cause of this 
is the advent of prohibition and the increased demand for flavorings of every kind for soft 
drinks, ice cream, candy, and other sweets. This has greatly increased the demand for all 

w materials. 

It has not been our desire to advance our goods. In fact, the increase in twenty-five 
_ars has been very small in comparison. We and other manufacturers have for some 
time been working on raw materials bought at lower prices than today’s market and have 
given you the benefit of these lower prices, but it has now come to a point where we have 
exhausted these stocks, and it is no lenger possible for us to continue working on the 
same basis. 

You know, of course, that we are now paying a much higher tax than heretofore. In 
fact, flavoring extracts are one of the highest taxed commodities in the country. To begin 
with, there is a tax of $4.18 per gallon on alcohol. 

Some of the advances we have to contend with are on alcohol, which is not only very 
high, but exceedingly scarce ; vanilla beans, now paying import duty of thirty (30) cents 
per ponnd, and in addition the Mexican Government assesses an export tax of fifty (50) 
cents gold per pound. All paper stock is out of sight in price and almost unobtainable, 
and this same applies to bottles. Orange and Peppermint Oils, normally worth $2.50 per 
pound, arc now quoted around $10.00. In i3Ce of all these advances on raw materials it 
is necessary for us to publish in the Eastern territory as effective Wednesday, April 28th, 
the following prices on Sauer’s Pure Flavoring Extracts in package goods : 


No. 2 

% ounce 

$ 1,65 

“ 3 

1 “ 

2.20 

“ 7 

2 “ 

3.60 

* 11 

4 ■' 

7.00 

“ 13 

8 ” 

13.50 


We ask more for our goods, because they cost more to make and are worth more. The 
dealers, both wholesale and retail, are really better off than before, because they are 
getting a considerably greater profit than heretofore. 

It is to your advantage to push the larger sizes because they pay you a larger profit. 
Because, as you can readily understand, the packing cost on the small A and 1-ounce size 
is virtually the same as on the larger sizes, and we can afford to and do give the customer 
in the larger sizes better value for her money. , 

Remember that the overwhelming national advertising, campaign on SAUERS 
EXTRACTS, and the uniformly high quality has made Sauer s 

THE LARGEST SELLING 6 RAND IN THE UNITED STATES 
This same high quality has won for Sauer’s 
SEVENTEEN HIGHEST AWARDS 
at various great American and European Expositions for 
PURITY, STRENGTH and FINE FLAVOR 
All of which makes Sauer’s the easiest selling brand for the wide awake dealer. 

Very truly yours, 

THE C. F. SAUER COMPANY, 


President. 
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fumcry materials, requesting Congress to repeal 
the excess profits tax act and the revenue tax 
on perfumeries and related products, substituting 
a retail merchandise lax of approximately one per 
cent on sales over 50 cents, urging Congress to 
enact a law for price maintenance based upon the 
principles underlying the so-called Stephens bill. 

The convention entertainment features, gotten 
up by a committee consisting of W. H. Green, 
chairman; F. H. Ungercr, A. F. Kammer, Ed- 
mund Hoffman and L. S. Levy, included a 
banquet in the Cascade Room of the Biltmore 
Hotel, a theatre party, a supper and dance in the 
Biltmore Rose Room, and numerous private 
luncheons, dinners and excursions. 

EXTRACT MAKERS CONVENE IN JULY 

At the executive meeting of the Flavoring 
Extract Manufacturers Association of the United 
States, Inc., held on April 9, it was decided to 
hold the next annual convention of the associ- 
ation at Springfield, Mass., on July 7, 8 and 9. 

T. W. Carman, the Baker Extract Co.; F. P. 
Beers, the C. L. Cotton Co.; F. A. Ross, the 
Stickney & Poor Spice Co.; L. K. Talrnadge, the 
Baker Extract Co., and H. C. Hirsch, the Van 
Duzer Extract Co., have been appointed as a 
special convention committee. Mr. Talrnadge, 
association secretary, says he expects the 1920 
convention will be “ the best ever. 

JOIN EXTRACT ASSOCIATION 

These twelve companies have been admitted to 
membership in the Flavoring Extract Manufac- 
turers' Association: The St. Louis Coffee & 
Spice Mills, St. Louis; the Worden Grocery- 
Company, Lansing, Mich.; the Puritan Drug Mfg. 
Co., Columbus, Ohio; the McCord-Brady Co., 
Omaha; P. E. Jodoin. Danielson, Conn.; Mor- 
row & Co., New York; Jno. Blauls Sons Co.. 
Burlington, Iowa: the W. B. Jacques Drug Co.. 


Plattsburg, N. Y. ; the Thomas Black C , 
Columbus, Ohio; the American Stores 
Philadelphia; the Evans-Rich Mfg. Co., Si I.,, 
and Alfred Lowry & Bro., Philadelphia. 

SACCHARIN USERS PROSECUTED 
Food and drug inspectors of the Indiana 
board of health have recently shown mi; ! 
activity in running down bottlers and mattuiic 
turers of soft drinks who use saccharin a. 
substitute for sugar in their beverages, i',. . 
of the high price of sugar certain bottlers h,n 
been using the less expensive sweetener, a i 
practice, according to I. L. Miller, state ioud ;u: 
drug commissioner, constitutes a violation of -h 
food and drug laws in Indiana, Frank Fits!.; 
of the Foster Bottling Company, and Tinea 
Boyce, of the B. & R. Bottling Works, both •• 
Richmond, Ind., were recently prosecuted : 
using saccharin and fined $10 and costs e ' 
Others are under investigation. 

FALSE PERFUMERY LABELS 
(Staff Correspondence) 
Washington, D. G. April 12, 1920— It va- a 
cently pointed out by a manufacturer of per 
fumery visiting this city in connection with ::: 
recent amendment to Section 3 of the trade tm: 
law that perfumers, as well as manufacturer- 
other commodities, would do well to study ;!i 
amendment carefully. This amendment pr-n !- 
that if a container carries a label or imp::: 
falsely identifying the origin of the merchant:- 
the person sending it out for interstate commcr. 
is liable to severe legal action — P. T. A. 

U. S. LEMON OIL STOCKS 
(Special Correspondence) 
Washington, D. C„ April 17, 1920 — The l 1 ' 
partment of Commerce reports that during 
month of February, 1920, 43,125 pounds ni 
ported lemon oil were withdrawn front Vi " 


NON-ALCOHOLIC VANILLA COMPOUND 

OAK BRAND 

A delicate flavor is the distributor’s best advertisement. Oak Brand 
Vanilla Compound will build a reputation for your product. l< ie 
Trade uses it with success and complete satisfaction. Write for a 


sample. 


—Taste Will Tell— 


VICTORY PRODUCTS CO. 

ESSENCES FLAVORS 

424-26-28 SECOND AVENUE 


EMULSIONS 

PITTSBURGH, rh- 


Jfcy. 1®0 
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Comores 

Bourbon Vanilla Beans 
We are direct receivers 
from the Islands. 

Tahiti 

Vanilla Beans 
Yellow Label 
Shipments received at 
regular intervals. 

ANTOINE CHIRIS CO. 

18-20 PLATT ST. 

NEW YORK 


Connoisseurs Use 

UNGERERS 

VANILLA BEANS 

VANILLIN 

COUMAR1N 

AND 

flavoring 

ingredients 


UNGERER & CO. 

NEW YORK 

k*Welpli ia Chicago San Francisco 


Price’s 

Vanilla 



F LAVOR is the enticing 
thing which breaks the 
monotony of food. This one 
fact makes a demand for fla- 
voring extracts. You don’t 
sell much flavoring extract in 
a year but you do sell a lot 
of either satisfaction or dis- 
appointment. A teaspoonful 
of Price’s Vanilla will prove 
the making of a cake while 
a teaspoonful of extra-strength 
vanilla or rank vanilla substitute 
will spoil your otherwise good 
baking. 

Few women who have once 
used Price’s ever change from it 
— the reason is its absolute 
purity, its rich, mellow flavor 
and its just-right strength which 
assures them successful baking! 

Write us for particulars and 
send us the name of your 
jobber. 

Price Flavoring Extract Co. 

In Business 67 Years 
CHICAGO, U-S. A. 
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houses in this country, 700 pounds being for ex- 
port. On February 29 there were 170,939 pounds 
left in the warehouses. 

During February 63,374 pounds of this oil 
were imported, as compared with 16,916 in Feb- 
ruary, 1919. During the eight months ended Feb- 
ruary 29, 1920, the total imports of lemon oil 
were 493,100 pounds as compared with 255,677 
pounds in the corresponding period of 1919 and 
398,508 pounds in the 1918 period — B. W. R 


EXTRACTS IN CANADA 
One of the proposed amendments to the British 
Columbia Prohibition Act requires that the sale of 
flavoring extracts and essences be confined to 
four ounce bottles. On behalf of the Canadian 
Flavoring Extract Manufacturers Association, R 
D. Dinning recently appealed to the Attorney 
General for an extension of six months in which 
to dispose of present stocks of larger sized 
bottles. The Attorney General promised to ask 
the Legislature to give the trade until June 1 to 
sell their stocks. 


EXTRACT TRADE NOTES 

The Service Co., Philadelphia, manufacturer 
of flavoring extracts, flavors and confectioners' 
supplies, has opened offices at 257 North Third 
street. 

The Pennsylvania Mfg. & Extract Co. has 
been incorporated under Delaware laws, capital 
$100,000, to manufacture flavoring extracts, toilet 
articles and similar products. 

J. Wiesenfelder and E. and S. G. Proops 
recently incorporated the Okay Extract Co., 203 
West 85th street, New York, to manufacture 
flavoring extracts and chemicals; capital $25,000. 

The Weeks Extract Company, Syracuse, N. Y., 
has been incorporated by E. E. and B. S. Weeks 
and A. Van Wagner. 


Burton T. Bush, president of the New V r .- 
branch of the Antoine Chiris Co., vanilla 
and essential oil firm, sailed the latter part 0 ; 
March for France to confer with the head 
officials of the parent company in Paris. 

The S. M. Sargcant Co., Worcester, Mas,., 
flavoring extracts, $15,000 capital, has been it-, 
corporated by S. M. Sargeant F. A. Smith, 1, 
F. Jeffrey and C. A. Hamilton. 

The Sugola Co., flavors and extracts, 35 Hi'.! 
street. Orange, N. J„ has been incorporated. 

Pierre Lemoine Cie., Inc., essential oil hour 1 . 
New York, moved its offices and warehouse about 
May 1 to 294 Pearl street. The new quarter- 
have been remodeled and provide needed addi- 
tional space . 

E. Francis Swan, sales manager of the Joseph 
Burnett Co., flavoring extracts, Boston, was 
recently made advertising manager of the com- 
pany, with headquarters at 90 West Broadway. 
New York. 

FEBRUARY’S VANILLA BEAN IMPORTS 

During February, 1920, the total imports ot 
vanilla beans into the United States is given by 
the Department of Commerce as 75,732 pounds, is 
compared with 68,416 pounds in January and 
115,989 pounds in February, 1919. 


VANILLAS 

of every variety 
ESSENTIAL OILS— ETHERS 
M.L. BARRETT & CO., Importers 

Oldest Vanilla Dealers in U. S. A 

233 W. Lake St. Chicago 



HI-HO 

3 o’clock and the work all done. Nothing for the 
foreman to do but loaf. There are no delays, no 
overhead with Peerless Tubes ; they slip on the nM in S 
machine without running yonr finger around the edge 
— and Peerless Tubes are clean tubes also. May * 
prove it? 


PEERLESS TUBECO 


218 Broadway 
New York 
N. Y., If. S. A. 
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VANILLA 

BEANS 


THURSTON & BRAID1CH 

27 CUFF STREET 
NEW YORK 


COLLAPSIBLE 

TUBES 

of Pure Tin and Com- 
position Metal. Both 
Plain and Decorated 

SPRINKLER TOPS 


Ask for Prices and Samples 


WHITE METAL 
MANUFACTURING CO. 

1006-12 CLINTON STREET 
HOBOKEN, N. J. 


LESS CAPITAL 

and quicker sales result in 
greater net profits. Don’t 
tie up your money in slow- 
moving merchandise. 

Van Duzer’s Certified 
Flavoring Extracts 

sell rapidly and steadily. 
Because of their superior 
quality they 
are immedi- 
ately accepted 
by even the 
most fastid- 
ious. And 
they cost no 
more. 

Van Duzer Extract Company 

New York, N. Y. Springfield, Man. 



*Y lR ^ExrRACB 

W Vanilla 150% strength 

to other Flavor < double strength 

A. Remarkable Discovery. That's th* eacret 
which puts sunshine into Virginia Dars Fla- 
vors, the new. Absolutely Pure, ferine 
tracts. You’ll declare them as superior to 
ordinary extracts as electric light Is to the old 
tallow candle. 

Virginia Dare Extracts will Jump 
your sales of everything needed 
in preparing table delights. Test 
one yourself and you’ll under- 
stand at once what big esHera 
they are. 21 Flavors. 

Look for the Admitting 
Ash Your Jobber 

Consumer eatMactfon abjotatebj Pj«- 
anteed. Money refunded on slightest 
complaint. 

GARRETT & CO., Inc. 

TOOK FIODCCTS ESI HUSHED US 

Bu»h Termmal-j-Buildinjr. 9 »ni 1# 
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THE COCOA AND CHOCOLATE TRADE 

CJ A department devoted to the interests of importers, 
manufacturers and distributers of Cocoa and Chocolate. 


NIGERIA’S CACAO TRADE GROWS 

In Recent Years This Country Has Become 
One of the World’s Leading Producers 

HP HE production of cacao in Nigeria has in- 
* creased rapidly in recent years, but the out- 
put is still far below that of the neighboring 
colony of the Gold Coast. The exports rose 
from 687 cwts. in 1898 to 72,428 cwts. in 1913; 
during the war the increase was still more rapid 
and in 1917 308,841 cwts. were exported. In the 
latter year Nigeria was the third most important 
cacao-producing country in the British Empire, 
its output being only exceeded by those of the 
Gold Coast and Trinidad. 

Much of the cacao exported from Nigeria is 
inferior in quality to ordinary Gold Coast (“Ac- 
cra”) cacao. Attempts are being made by the 
Department of Agriculture to improve the quality, 
by means of experiments on fermentation and 
drying and by demonstrations on the best methods 
of preparing the product carried out in the 
principal cacao-growing districts. The movement 
is being assisted by local merchants, who pay a 
premium on cacao prepared by natives in the 
manner demonstrated. 

Although the practice of fermenting the beans 
is much more generally adopted than hitherto, a 
great deal of the crop is still marketed in an un- 
fermented or very slightly fermented, condition. 
The variety of cacao grown in Nigeria is the 
same as that grown in the Cameroons, yet Cam- 
eroons cacao almost invariably realizes about 
10s. more per cwt. than Nigerian cacao, simply 
because it is more carefully cultivated and cured. 

Samples of the cacao, cured during a course of 
experiments carried over four years, were re- 


ported by the Imperial Institute to be worth 77 s . 
to 79s. per cwt. at a time that Cameroons cacai, 
was selling at 74s. to 76s. 6d. per cwt. 

Although less prevalent than hitherto, the prac- 
tice of washing the beans before drying them :« 
still continued in some districts. This operation 
is not necessary ; it may improve the external ap- 
pearance of the beans, but it reduces their weigh! 
and makes the shell thinner and more susccpiihlr 
to breakage and insect attack. 

The fermentation process performs several in- 
ful functions— it removes the sweet pulpy tissue 
in which the beans are enveloped, and it alter- 
their chemical composition. The bitter taste of 
the fresh beans is lessened, the peculiar chocolate 
aroma is developed, the tonic and stimulatim: 
principles are liberated, the color is altered from 
violet to brown, while the kernel is loosened from 
its shell and more readily crumbles up when sub- 
jected to light pressure. A certain amount of 
weight is lost during fermentation, tut fermented 
cacao dries more rapidly than unfermented cacao. 

The period of fermentation necessary is not 
only dependent upon the variety of cacao under 
treatment, but upon climatic conditions as well 
Varieties such as Criollo, which produce lfeto’ 
colored and mild-flavored beans, require far kw 
fermentation than the bitter-flavored, violet-col- 
ored beans of the Amelonado variety. Fermen- 
tation changes take place more rapidly when be 
weather is hot and moist than when it is dry 
cool. 

It has been found that Nigerian cacao genet*- j 
requires to be fermented for about six da}' 
after fermentation, traces of the violet color <^ c 
found within the kernel, this is an indication 
the period of fermentation has not been 
ciently prolonged. 



NEW YORK BAKING POWDER CO., Inc. (of Delaware) ALBANY, NX 

Manufacturer g of High Grade Baking Powders 

Packers of Cocoa, Corn Starch, and Soda 

Private Brandt Our Specialty Largest assortment of Stock Labit^ 
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Hooton’s Cocoa and Chocolate 

Insures Quick Sales and Repeat Orders 


■ HARVEST’ 


AMERICAN and DUTCH PROCESS COCOA POWDER 

Packed in 

Barrels, Half-Barrels, Fifty and Twenty-five Pound Drums 
“MOGUL” Brand SWEETENED COCOA 
Packed in J4 lb. tins — too lbs. to case. 

“HARVEST” Brand SWEETENED COCOA 
Packed in i lb. tins — ioo lbs. to case. 

’ Brand SWEET CHOCOLATE and PREMIUM CHOCOLATE 
Packed in lb. Cakes — too lbs. to case. 

“HARVEST” Brand BREAKFAST COCOA 
Packed in l /i lb. tins — ioo lbs. to case. 

Samples and quotations furnished upon request. 


NEWARK 


HOOTON COCOA COMPANY 

NEW JERSEY 


m cocoa i 

IN BARRELS AND DRUMS 

Also packed in tins under your 

Private Label 1 

We make American and Dutch 
Process Cocoa 

Write for our Latest Price List 
State Style of Packing and 
Quantity Required Annually. 

Tell us where you saw this 
Advertisement. 

AMBROSIA CHOCOLATE CO. 

331-333-336 FIFTH AVE, 
MILWAUKEE, WiS. 


THE PROGRESSIVE CHOCOLATE AND COCOA 
J MANUFACTURERS I 


A UNIQUE 

COCOA PACKAGE 

Here is a cocoa package that will find im- 
mediate favor with the American housewife. 

Its serviceability and 
general attractiveness 
assure a ready demand. 

OPLER 
BROTHERS 
COCOA 

is put up in glass con- 
tainers — preserving 
jars and tumblers, 
modern packages that 
will build your cocoa 
sales. Superior qual- 
ity will bring you re- 

peat orders. 

PRIVATE LABEL COCOA 
in all types of containers. All our cocoa 
is packed by # modern machinery under 
sanitary conditions. 

OPLER BROTHERS, Inc. 

892 Greenwich St. d 1S0 n?icAGO St ' 
NEW YORK ^ CHICAGO 
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THE WORLD'S COCOA TRADE 

A Statistical Review Showing That Production 
Is Increasing Faster than Consumption 

I N a statistical review of the world’s cocoa trade 
in 1919, 1918 and 1913, S. T. Smith, manager 
of the Seggerman Bros.’ cocoa department, shows 
that although the consumption of cocoa and 
chocolate products has increased materially, the 
production of cocoa beans is advancing more 
rapidly. “That this is unfortunate in a certain 
sense,” says Mr. Smith, “ is evidenced by the poor 
quality of the beans exported from some of the 
primary points. No doubt the exceedingly large 
demand for cocoa beans and the advance in 
prices has caused the natives to forget the quality 
in an effort to secure the unusual high market 
values which were created by the war.” 

Here follows a digest of Mr. Smith’s statistical 
record of the world's production in tons 

1913. 1918. 1919. 

Gold Coast (Accra)... 51,309 *67,405 *177,252 

Bahia 27,340 40.487 51.047 

San Thome 35,310 17,332 40,776 

Sanchez 19,470 19,140 23,000 

Guayaquil 39,509 34,973 33,209 

Trinidad 21,825 26,594 27,185 

Venezuela 15,138 17,349 16,226 

Legos 3,679 10,383 20,000 

Grenada 5,258 6,632 4,040 

Fernando Po 2,825 4,220 3,546 

Other Countries 23,177 28,295 35,347 



1913. 

1918. 

1919. 

United States 

. 67,595 

157,362 

145.292 

Germany 

. 51.053 


13,000 

Holland 

. 30,016 

2,385 

39,566 

England 

. 27,586 

62.232 

65,647 

France 

. 27,774 

41,496 

40,096 

Switzerland 

. 10,248 

18,059 

21,121 

Austria-Hungary 

6,157 


2,000 

Spain 

6,166 

9,049 

8,072 

Belgium 

6,1S1 

600 

8,442 

Italy 

2,457 

4.500 

6,000 

Other countries 

. 17,717 

22,175 

25,656 

Total consumption . 

. 252.900 

315,900 

383,100 


CACAO IMPORTED DURING FEBRUARY 
(Special Correspondence) 
Washington, D. G, April 17, 1920.— The De- 
partment of Commerce reports the following ;n> 
ports of cacao, or crude cocoa, during the month 
of February, 1920, and the corresponding month 
of 1919, the figures being given in pounds: 


Imported from— 

1920. 

1919. 

Portugal 

260,450 


United Kingdom 

119,251 


British West Indies 

1,440,328 

481 

Cuba 



Dominican Republic 

714,476 

499,536 

Haiti 

115,284 

80,130 

Brazil 

632,328 

253,979 

Ecuador 

989,885 

629,788 

Venezuela 

329,624 

104,308 

British West Africa 

1,760,278 


Other countries 

372,152 

90,137 


• The exports from the Gold Coast during 1918 
Included 10.218 tons from Nigeria. The exports 
quoted in 1919 no doubt are of fictitious importance, 
because large quantities of cocoa were held over 
from the preceding year, which, no doubt, have been 
added to the production. The estimated crop for 
1919 was 70,480 tons from the Gold Coast and 
12,285 tons from Nigeria. 

During the three years specified the United 
States led all other countries in the quantity of 
cocoa consumed: 


Total 6,734,056 1,658,359 

The average wholesale price in the markets ot 
the countries of production in February 1920, was 
17.6 cents a pound as compared with 11.4 cents 
in February, 1919. — B. R. W. 

COCOA IN THE DUTCH DOCK STRIKE 

The recent strike of transport workers in Rot- 
terdam interfered considerably with the ship- 
ments of cocoa to this country from Holland. 
To avoid the tie-up H. Hamstra & Co., Chicago, 
had to import some shipments from its Haarlem 
factory through Antwerp instead of Rotterdam. 

Recent advices from Holland indicate that the 
strike has been ended and that the men have 
gone back to work on the basis of the former 
agreement. 

The Franklin- Baker Co. of New York Cl>. 
which has a dessicated cocoanut factory m 
Brooklyn, has completed a refinery building in 
Newark, N. J., with a capacity of approximate!) 
40 tons of refined cocoanut oil. The equipment 
in the building is such that any sort of oil of that 
kind can be refined there. 

H. P. Herrfeldt & Co., spice brokers in Ne* 
York, recently removed their offices to 128 W ‘ r 
street. 


PUREST AND BEST BAKING POWDERS 

Cream of Tartar and Pure Phosphate 

Buyers Private Brands at Attractive Prices 

Also High Grade Cocoas under Private Brands 

MANHATTAN BAKING POWDER CO., 264 Spring St., New York 
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KNOWN HIGH QUALITY 


The reputation of 

Baker’s Cocoa 
and Chocolate 


preparations for 
flavor, purity and 
excellence is such 
that they are the 
favorites with 
consumers and 
are easily sold. 


WALTER BAKER &C0. f Ltd. 

Established 1780 Dorchester, Mass. 



NEW ORLEANS 

The Logical Coffee Port— Home of 

ALAMEDA COFFEE 

Sold only in 1 and 3-lb. Tine 
Under Our Trade Mark 

CAREFULLY SELECTED FOR 
PARTICULAR TRADE 


MR. GROCER: 

PUT YOUR TRADE WISE 

MERCHANTS’ COFFEE CO. 
of NEW ORLEANS, Ltd. 

NEW ORLEANS 

B. C. CASANAS, President 



SEYMOUR and PECK WOODEN DRUMS 


WM 

STANDARD CONTAINERS 



FOR COFFEE, SPICES, SUGAR 

Ntauise* 


AND ALL DRY PRODUCTS 

Vi, 


ALSO SPECIAL SIFT-PROOF DRUMS 



SEYMOUR & PECK COMPANY 



NEW YORK 
1520 Wool worth Bldg:. 


Trustees 

DES ARC, ARK. 


CHICAGO 
917 W. 20th I*lme 


45 years of continuous service to the Coffee Trade 


“Arksafe” Elastic Paper Linings 


For Bags and Barrels 

Absolute protection to Coffee, Rice, Sugar 
and Spices 

SAMPLES UPON REQUEST 

Arkell Safety Bag Co. 



CHICAGO 

14 East Jackson Boulevard 


NEW YORK 
120 Broadway 
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PRICED CURRENT 

Wholesale and Retail 

At of May 4, 1920 

Price $ to Wholesalers 

GREEN COFFEE 
(250 Baga or Over) 

Brasil Grade#. Line or Grade Price. Cap Selected Price. 


Santo* 7 

19% 

19% 

“ 6 .... 

22 

22 

" 5 

23 

23 

“ 4 

24 

24 

" 3 

24% 

24% 

•' 2 

25 

25 

Rio 7 

15% 


" 6 

16% 


“ 5 

17% 


" 4 

19% 

(No Rio Cup 

“ 3 

19% 

Selections) 


Green Coffee, Mild Grades — Line or Grade Prices— 
(250 Baga or Over) 


Maracaibo — 

Truxilloe 19 @19% 

Bocono 20M''~ W “* 

Tovar. . . . , ' 

Merida 22k, 

do washed.. 23% <g 
Cucuta— 

Ordinary 20^ 

Fair to good. .21^' 
Primetochoice 23 

Fancy 26 

Laguayra — 

Caracas 19% @20 

do washed . . 23 @ 24 % 
Porto Cabello .19 
do washed.. 22% <5 
Colombian— 

Ocana 20 

Bucaramanga21 %@ 

Tolima 25%@26% 

Bogotas 17 

Medelin 18 ... 

yManizales ... 17 @27% 
Mexican — 

Cordoba 21 @21% 

do washed.. 25 @26 
•Coatepec. . . .22%@23 
•do washed. 26 @28 

•Oaxaca 22^©23 

•do washed. 24% @26 
Costa Rica — • 

Common 17%@18% 

Fair to good. .25 @26 
Primetochoice.26%@27 


San Salvador. . . .20 @21 

do washed 23 @24% 

Nicaragua — 19%@20% 

do washed 23 @24 

Guatemala Coban— 

Common 

Fail to good. . .24%@25 
Prime to choicc.25%@26 
do unwashed ... 20 @21 
Puerto Rico — ■ 

Unwashed 22% @23 

Washed 24% @27 

Hayti — 

Unwashed 21%@22 

Washed 23 @26 

Jamaica — 

Ordinary 17 @17% 

G’d ordinary... 17%<§18 
Washed 23 @24% 

East India— 

Padang Int @.. 

Corincne @ . . 

Kroe @.. 

Timor 

Private Estate ... @ . . 

Fancies. 33 @34% 

Abyssinian @ . . 

Mocha — small.. . . @ . . 
Liberian — 

•Straits 15 @16 

•Surinam 14 


Pamanoekin ... 17 @20 


•Nominal because of small arriva 
fCommon to fancy. 


TEAS 

China and Japan — Line Prices 
(75 or More Packages of One Number) 


Foochow — 
Common . , 

Fair 

Good . . . , , 
Superior. . 
Fine 


country green 
Gunpowder — 

Extra 65 @70 

Firsts 47 @48 

Seconds 42 @44 

Imperial — 

Firsts 46 @50 


Fair 

...19 

®21 

Thirds 


Good 

..23 

§24 

Young Hyson — 

.55 

Superior.. . 

...27 


Extra 

Fine 

..36 i 

§37 

Firsts 

.44 

Finest 

..42 « 

§43 

Seconds 

86 

Choice .... 

..57 < 

§62 

Thirds ...... 

.84 

Choicest . . 

..70 

§75 

Hyson — 


Fancy 

..l.OOf 

§1.20 

Seconds 

.25 


PIN CSCE T 

Gunpowder — 

Pinheads 54 @58 

Extra 48 @49 

Firsts 42 @43 

Seconds .32 @35 

Thirds 24 @25 

Imperial — 

Firsts 40 @41 

Seconds 35 @38 

Thirds 31 @33 

India and Cetlon- 
Pekoe Bouchong.27 @28 

Pekoe 30 @32 

Orange Pekoe ... 38 @45 
Ceylon — 

Pekoe Souch'g30 @ . . 

Pekoe @.. 

Orange Pekoe. 44 @45 
B. O. Pekoe @ . . 


Japan — 

Basket fired... .34 Am 

Pan fired 25 

Congou- 

Common 26 ai- 

pood. 28 gjj 

Supenor 32 (5^ 

Fine to finest. . . 45 
Choice to choice- 

T «*■ 60 @7o 

—Line Prices 
Darjeeling— 

F ancy Orange . . 90 ($; {/ 
Java — 

Pekoe Souchong20 (3j->7 

Pekoe 30 

Orange Pekoe . . 33 <$3$ 


SPICES — First-Hand Prices 


Black Peppers — 

Singapore. . . . 15%@16 

Acheen A @ . . 

Acheen B @ . . 

Acheen C @ . . 

Lampong 15%@15% 

White Peppers— 

Singapore. .. .26 @26% 

Penang @ . . 

Muntok 26 @26% 

Heavy— 

Aleppy 18 @18% 

Telficherry . . . 22 @22% 
Red Peppers — 

Mombassa. . . .24 @25 
Japan, Chil. . .32 @.. 
Cloves — 

Zanzibar 47 @48 

Amboy na 51%@52 

•Penang @ . . 

Pimento 8% @9 


Cassia — 

Saigon rolls. .. .40 @42 

China, rolls 13^@!4 

do sel. bk... 

Kwangsi IV <§1$ 

Batavia, Ext. . 18 
do short stick 


Cinnamon— 

Ceylon 

..38 an; 

Ginger — 

Japan 


Cochin-ABC. 

.18HG. . 
... A.. 

doD 

Lemon 


African 

.14,4 AM 

Jamaica, . . . . 

.40 @42 

Nutmegs — 

75a to 80a . . . , 

,.30 (£32 

105s to 110s.. , 


Mace 

.34 ($44 


COCOA — First Hand Prices 


Accra 

.16 

@16% 

St. Thome — 

.19 

W2M 

Bahia 

• 16%@18% 

Caracas 

.21% @22 

Costa Rica . . . 

.19 @19% 

Guayaquil — 
Arriba 

.24 

@24% 

Mach ala . . . 

.23%@24 

Caraques 

,23%@24 

Cuban 

... 


Dominica ($. 

Grenada 19Jw:J0 

Hayti 14%<^35 

Jamaica 16%(<j!7 

Maracaibo 35 

Porto Cabello .... 23 @30 

Para 19 »20 

Sanchez 

Surinam 19 &1‘. ‘i 

Trinidad 20H&-- 


Kind of Coffee, 


Price* to Retailers 

COFFEE 

(Bag Lots — 130 Pounds) 


Green 



From 

To 

Santos 

24 

29 

Santos Peaberry 

27 

33 

Rio - 

15 

19 

Maracaibo 

24 

29 

Caracas 

26 

30 

Bucaramanga 

27« 

31 

Bogotas 

28 

32 

Mexican 

27 

32 

Costa Rica 

26 

32 

Guatemala 

26 

32 

•Jamaica 



Padang 

34 

40 

Mocha 

37 

40 

•Abyssinian 


46 

Java 

33 

Porto Rico 

28 

32 

•No quotations 

are being made. 

TEAS 


(Single Package Lots) 
Formosa 



Foochow 

Congou ....... 

Japan P. F 

“ B. F.... 

India 

Ceyion 

Gunpowder. . . . 
Young Hyson . 


Roasted. 
Fro m *: 
29% 


33 

m 

29% 

32 
33 % 
34 % 

33 
32 
32 


35% 

23 r 
35 !l 
361. 
37 S 
39 
39 
39 
39 


il* & 
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CHICORY 

HENRY FRANCK SONS, Inc. 

FLUSHING, N. Y. 

Grower*, Dryer*, Roaster* and Manufacturer, of Chicory 
in all its Various Form* 


COFFEE SKY-HY??? 

DON’T WORRY— YOU CAN SOLVE THE PROBLEM 
WITH OUR SCIENTIFICALLY PROCESSED 

COFFEE SUBSTITUTES, COFFEE FILLERS AND CHICORY SUBSTITUTES 

BEST ON EARTH 

SAMPLES AND PKICES ON REQUEST 

AMERICAN CEREAL-COFFEE COMPANY 

315-317-319 WEST CHICAGO AVE. CHICAGO. ILLINOIS 


Excellent for Reducing the Cost and Mixing with Coffees 

HILLIS TRIUMPH CHICORY SUBSTITUTE 

King Quality (Dark Draw) Best Blending 

(Medium Draw) (Mild Draw) 

Assures the Packer using them a satisfactory, profitable and 
permanent Ground Coffee Business. 

Now is a good time to start 

Samples, prices and mixing information mailed on request. 

HILLIS CEREAL MEG. CO., Rodney and Ainslie Sts., Brooklyn, N. Y. 

E. B. MULLER & CO. 

Importers, Growers and Manufacturers of 

CHICORY AND 
COFFEE SUBSTITUTES 

,,, OF EVERY GRA.DE 

21 1 FRANKLIN STREET, NEW YORK 


MALT CEREAL 

The finest, Purest Coffee substitute 

We malt only the choicest care- 
fully selected Barley. Shipments 
in i 00 pound double bags. 

Special low prices to the trade. 

Write for samples and quotations 

Milwaukee Importing Co. 

506 37th St. MILWAUKEE, WIS. ' 

“EXACT WEIGHT” Scales represent 
NINE PARTS SCALES AND ONE PART 
UNSKILLED LABOR. Any fool can 
r aw a straight line with a rule. 

Skilled, experienced operators can 
Produce accurate weights on ordinary 
stales. 
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i the practical retail grocer 

1 (] A department devoted to the discussion of problems which vex retailers; 

j telling how to arrange, display and sell goods; how to systematize; how to 
\ advertise; how to obtain the maximum efficiency in the grocery business. 

1 


SHORT TERMS FOR RETAILERS 

Selling Closely to a Cash Basis Makes for 
Reduced Overhead Expenses and 
Lower Prices to Consumers 

By Caul W. Brand 

President of the National Coffee Roasters Association 

D URING the past year the National Coffee 
Roasters’ Association has endeavored to im- 
press upon its members the importance of short 
terms in selling merchandise, not alone because 
of the fact that the adoption of shorter terms 
makes for better wholesale merchandising, but 
also because the adoption of shorter terms by 
wholesalers makes for better retail merchan- 
dising. 

The benefit of shorter terms for the wholesaler 
lies in an increase in working capital, a decrease 
in outstanding accounts, and smaller credit losses. 
For the retailer it means better business methods, 
less loading of shelves with surplus stocks, more 
frequent turnover, and fresher and thus better 
products to the consumer. 

Some Benefits of Short Terms 

The adoption of shorter terms tends to reduce 
overhead and makes a lower selling price possi- 
ble, so that shorter terms are, in the last analy- 
sis, of benefit to all — wholesaler, retailer and 
consumer. 

When a wholesaler insists upon close collec- 
tions from the retail dealer, the retailer must in 
turn sell closely to a cash basis, and if a whole- 
saler is over-liberal in his terms to the retail 
dealer, he encourages him to be unduly liberal in 
his extension of terms to his customers. 

It is just as necessary for the retail dealer to 
carefully guard his credits as it is for the whole- 
sale house. The retail dealer should keep in 
close touch with local financial and manufactur- 
ing affairs. If a large factory in his locality cuts 
down its force, if a strike is imminent, if a plant 
contemplates moving to another town— he should 
know these things so that he can limit his credit, 
because everything that affects the prosperity of 


his locality will be reflected in his business, an. 
in the ability of his customers to pay their ac- 
counts. 

The retail dealer does not have to depend upon 
long credits to his customers to secure patronage, 
as witness the success of the chain store systems, 
the cash-and-carry stores, and other efficient gro- 
cers who do not extend credit, and when roas- 
ters and jobbers adopt the policy of shorter terms, 
they do so partly with the aim of increasing the 
efficiency of the 'grocer, to the end that he keep 
his credits within bounds, turns his stock as 
rapidly as possible, and avails of every discount 
offered. 

The Importance of Quick Turnovers 


To do business successfully today the mer- 
chant must turn over his capital much oitener 
than did the storekeeper of a decade ago, and 
prompt returns for goods are absolutely neces- 
sary. It is not so much the amount of capital 
a man has in his business as the frequency oi 
his turnover that is an index to the condition oi 
his business and his ability as a merchant, 

A great proportion of retail merchandise is 
sold today on consumer good-will. A merchant 
creates good-will for his store by keeping his 
place and stock clean and attractive, by supplynng 
good articles at fair prices, and by insuring cour- 
teous, intelligent salesmanship to all his cus- 
tomers. 

Every merchant who was in business a decade 
ago remembers that at that time his business w»> 
based practically on acquaintance. In those d*T s 
Mrs. Jones traded at Smith’s because Mr. Srm h 
was an elder in her church, and Mr. Jones boug- • 
his clothing at Brown’s because Mr. Brown »as 


a member of his lodge. 

Such a foundation for business is valuable J-' 
so long as the proprietor is able to imP reSs 
personality on the community, Later when 
town evolves from a village to a city, it ! » 1 
possible for him to know every one or come . 
close contact with any large portion of hi- IT* 
sible customers through social, religious or ■■ 


temal intercourse. 




/ V 

The Function of the Grocer 

is to sell those food commodities for which there is a steady 
and never-failing demand. The modern grocer cannot stop to 
create new customers for an unknown product. The demand 

for 

Shredded Wheat Biscuit 




has been created through twenty years of educational advertising. Our 
advertising for 1920 is planned to hold these millions of customers and 
to create millions of new ones. Through a consistent fair-trade policy 
we count on your cooperation in the distribution of this product. 

Made only by 

The Shredded Wheat Company, Niagara Falls, N.Y. 



jgjijlS 



m 

J 
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The successful retail merchant today realizes 
the limitations of personal good-will and builds 
his business on a solid foundation of commercial 
good-will created by good merchandising, and the 
foundation of good merchandising lies in turning 
over stock as rapidly as possible, not over-buy- 
ing, availing of every discount offered, respecting 
the short term policy of the wholesaler, and in- 
sisting upon close collections from the consumer. 

FOR BETTER ADVERTISING 

Some Recommendations Designed to Help Ad- 
vertisers Build Up Consumer Confidence 
in Merchandising Publicity 

T HE Better Business Commission of Cleve- 
land, O., which is affiliated with the 
Associated Advertising Clubs of the World, has 
drawn up some recommendations to advertisers 
intended to build up consumer confidence in all 
publicity statements. These recommendations 
have been founded on the experiences of the best 
stores in Cleveland, and are: 

No. 1 

It is recommended that care be taken to sub- 
stantiate definitely any fact or assertion made 
in an advertisement prior to the time the ad- 
vertisement comes before the public. 

Unintentional misrepresentations cause just as 
much criticism as intentional ones and the reader 
does not stop to consider that it may have been 
unintentional. The result being that the advertiser 
is criticised to an unjust extent and ensuing ad- 
vertisements do not inspire the confidence they 
might deserve. 

The wrong impression can be derived from an 
advertisement in which there is statement of one 
fact which is not well grounded. 

No. 2 

It is recommended that the use of superlative 
statements be refrained from unless the advertiser 
can, and will, submit proof of such statements to 
the Better Business Commission if requested. 

The force of superlatives in advertising has 
been considerably weakened through misuse. The 
public has a right to take superlative statements 
literally. The advertiser has a right to expect 
them to be taken literally when he has proof to 
substantiate them. 


The repeated use of superlative statement 
which can not be substantiated, whether made bv 
the same or different advertisers, destrovs the 
confidence of the public in superlative statemer; 
which may be 100% truthful. 

No. 3 

It is recommended that where comparative 
prices are being quoted, values be based on the 
average quotations for the same class of 
merchandise in other stores in the city. 

The public determines value in this way and a 
statement of value means to the reader the 
average value as found in other stores. 

No. 4 

It is recommended where comparative prices 
are being quoted that a definite distinction be 
made between “ early season ” values and “ cur- 
rent” values based on the average quotation 
for the same class of merchandise in other stores 
in the city. 

The wrong impression is created in the mind 
of the public when former or “early season" 
values are referred to and the reader interprets 
the statement to mean “ current ” values. 

No. 5 

It is recommended where comparative prices 
are being quoted that when merchandise of dif- 
ferent values has been grouped for sale at on-- 
price, the advertisement state the minimum value 
in the group as well as the maximum value. 

The reader generally gets the wrong impression 
of the entire lot of merchandise when the highest 
values in the group are quoted and the advertise- 
ment does not state the lowest values. Where the 
lowest as well as the highest values are quoted 
the reader gets a better impression of the group 
and will not be subject to disappointment. 

Greater confidence in the advertiser is inspired 
w’hen the complete price range is clearly stated. 

No. 6 

It is recommended where comparative price 1 
are being quoted and merchandise of different 
values has been grouped together for sale at one 
price that each article bear a ticket indicating to 
which of the advertised values that article belongs 

The public should have no difficulty in ascertain- 
ing which articles of merchandise are ot the 
various values stated in the advertisement. 

No. 7 

It is recommended that extreme care be taken 
in advertising to avoid making statements 
might be misconstrued. 

Statements which can be misconstrued cause 
criticism of the advertiser to an extent which aiaj 
be unjust. 


EMPIRE HARDWARE COMPANY 


Butchers* STORE FURNISHINGS Restaurants’ 

SCALES, CANISTERS, SHOW CASES, REFRIGERATORS, Etc. 
ELECTRIC COFFEE MILLS 

272-274 West Broadway New York City 

Write for complete Catalogue 
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Every grocer 
can sell RYZON 

Because every grocer has a market for a high grade baking 
powder. 

In every neighborhood there are hundreds of women who 
not only realize the true economy of buying a high quality bak- 
ing powder, but who are more than willing to pay a slightly 
higher price in order to insure successful baking. 

Women know that the amount of baking powder in an aver- 
age recipe costs but one or two cents and that the other ingre- 
dients may cost a hundred times as much. 

They also know that in that cent’s worth of baking powder 
may lie the success or failure of the whole baking. 

Your quality trade wants RYZON, because: 

1— RYZON means perfect results every time. 

2 — RYZON is absolutely pure and wholesome. 

3 — RYZON costs no more than other good brands. 

It will pay you to cultivate this trade for all that it’s worth. 
Mention RYZON to your customers. Let them handle the 
package. Tell them why you sell it. 

RYZON will make friends for you and you’ll also find that 
RYZON BUSINESS is extremely profitable. 

GENERALCHEMICALtQ 

FOOD DEPARTMENT 
NEW YORK 
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Equivocal statements destroy confidence and 
invite suspicion. 

No. 8 

It is recommended that when merchandise is 
being advertised which is soiled, of second quality, 
or for any reason whatever not perfect in every 
respect from the standpoint of the manufacturer, 
the advertisement state clearly and explicitly the 
facts as they are. 

Unless such facts are clearly stated customers 
are disappointed when they come to the store in 
response to the advertisement, and confidence in 
advertising is lessened. 

Not to state such facts clearly is judged by 
the Federal Trade Commission to be a violation 
of Special Provisions to Regulate Interstate Com- 
merce. 

No. 9 

It is recommended that when merchandise is 
being advertised which is an imitation of 
merchandise of higher quality or value, great 
care be taken that the advertisement does not con- 
vey the impression that the merchandise is the 
genuine quality. 

There is danger of misrepresentation to the 
extent of fraud. 

Even if from the sale price quoted it is ob- 
vious that the merchandise is not genuine, or 
even if the advertiser is under the impression 
that the public is informed generally that such 
merchandise is imitation, greater confidence is in- 
spired in the advertising if care is taken to point 
out the facts clearly. 


WHAT DEALERS SAY 

Catch Phrases and Arguments Used by Some 
Advertisers of Tea and Coffee 

’T* HE following catch phrases and arguments 
1 have been recently used to advantage by tea 
and coffee men, in newspaper and magazine ad- 
vertisements, circulars and other publicity me- 
diums. 

A Delicious Cup of Tea — How to Make It, 
Rinse out pot with boiling water, never use a 
metal one. Allow a teaspoonful of tea for each 
cup and pour on fresh water (boiling hard) ; steep 
from three to eight minutes, strain into another 
pot; and serve. Russian tea is a good drink for 
dances and evening parties in the winter. Make 
fresh tea double strength; pour while hot over 
chopped ice; stir in orange or pineapple juice and 
sugar, and add sliced lemons, bananas, pineapple 
and preserved cherries. Iced tea, too, is a good 
winter drink. Make it with fresh hot tea poured 
on cracked ice, and add sugar, sliced lemon and 
mint leaves.— McCormick & Co., Baltimore. 

Roasting. It is said that good cooks are “ born," 
not “ made." But we do know that intuition plays 


A Growing Demand for 
Domino Syrup 


We are creating an increasing demand for this really 
fine syrup. 

Domino Syrup is a staple. Retailers are selling it the 
year round. It is a cane sugar syrup of excellent flavor, 
for table and cooking, and is made by the refiners of 
Domino Package Sugars. 


American Sugar Refining Company 

“Sweeten it with Domino” 

Granulated, Tablet, Powdered, Confectioners, Brown, 
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The Day 
of the Hand 
Mill Is Gone 



/^ROCERS have found that time is their best asset and a 
^ hand mill wastes too much of it. With an electric mill, 
however, clerks can wait on trade while the mill grinds. Fur- 
thermore, coffee is ground in exactly the right grade for the 
customer’s method of brewing. 

Coffee Mills 

are known everywhere for their grinding efficiency, striking appearance 
and long life. They attract trade ; enable the grocer to sell his own brand 
of bulk coffee more cheaply, yet more profitably. Grind coffee fresh on 
a Hobart Mill and you will add dozens of new customers. 

The Hobart model shown can be used in 
combination with Peanut Butter Attach- 
ment. Hundreds of merchants feature cof- 
fee and peanut butter as big drawing cards. 

Ask for Free Service Book 
Gives many practical plans for build- 
ing up a profitable coffee business. 

Free to purchasers of Hobart Mills 
during limited period. Write us today 

The Hobart Manufacturing Company 
80 Penn Ave. Troy, Ohio 

Pioneer manufacturers of Electric 
Coffee Mills and the largest 
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a big part in good cooking. The noted chef 
knows to an instant when a roast is perfectly 
done. And the good coffee roaster knows, to a 
fraction of a minute, just when the coffee is 
perfect. He knows the exact moment when the 
proper percentage of moisture has been extracted 
from the coffee bean. La Touraine Coffee is al- 
ways perfectly roasted. The greatest care, com- 
bined with exacting watchfulness; the most up- 
to-date and modern roasting cylinders, together 
with years of experience, give to La Touraine its 
rich color, its distinctive flavor and real coffee- 
goodness. — \Y. S. Quin by Co., Boston. 


" As Fresh as Ocean Breezes.” Wonderfully 
bracing and keenly appetizing — Berkeley Blend 
Coffee. Always the same and 100 per cent pure. 
Every housekeeper knows that Freshly Roasted 
coffee is almost as essential to satisfactory cup 
results as the fine varieties used in any blend. 
Our Berkeley Blend is always fresh. It is roasted 
Fresh Every Day in quantities carefully regulated 
to Daily Demand. — Fly & Hobson Co., Memphis, 
Tenn. 


In the Home. Every successful hostess knows 
how much the enjoyment of any meal, whether 
simple repast or formal dinner, depends on the 


excellence of the tea and coffee served. She 
knows, too, how thoroughly reliable are Cha'<e & 
Sanborn's Seal Brand Coffee and Canister Tea; 
— Chase and Sanborn, Boston. 


That 4 O’Clock Fatigue can be overcome nuicfclv 
and pleasantly with a steaming cup of delieio- 
Lipton’s tea. — Thomas J. Lipton, Inc \" cvv 
York. 


55 Cups for Fifty- five Cents from every pound 
of “Our Table Brand Coffee.” Every cup a 
fresh revelation in “ honest-to-goodness” coffee. 
—Webster Thomas Tea and Coffee Co., Boston. 


My Dear, You Never Tasted Anything So De- 
licious as this Hatchet Brand Tea. And Hatchet 
Brand Coffee is as good as the Tea— Tut 
Twitch ell-Ch a mplin Co., Boston. 


A RAT KILLER RECIPE 
A rat exterminator that not only kills rodents 
but drives them into the open to die has been 
suggested by Dr. E. H. Bullock, city health direc- 
tor of Kansas City. The director says plaster 
of parts and flour, mixed in equal parts, should 
be placed in an open dish and set near a saucer 


Rows and rows of Yuban packages are continually going 
on to the shelves of thousands of grocery stores. ■ 

At once off they go into the hands of hundreds of thousands 
of customers. 

These quickly moving packages tell the story of the demand 
for Yuban. 

You will find that Yuban repeats as no other coffee does. 

ARBUCKLE BROTHERS 


Yuban Coffee Department 

NEW YORK PITTSBURG CHICAGO 
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The common-sense way of handling 
credit accounts 


M erchants in 182 different 
line* of business are using the 
N. C. R. Credit File. 

These merchants have found that the 
file gives them the common-sense 
way of handling credit accounts. 

It is a one-writing system. It elimi- 
nates book posting of accounts. 

It keeps each day’s credit business 
separate. 


It prevents forgetting to charge goods 
sold on account. 

It prevents neglecting to credit money 
paid on account. 

It gives each charge customer a state- 
ment of account on every purchase. 

It protects every credit record until 
it is paid in full. 

It saves time, work, and worry. It 
stops leaks and saves profits. 


Investigate this common-sense way of handling credit accounts 

FILL OUT THIS COUPON AND MAIL TODAY'~~~~v~~~~~— 

b«pt. 25, Tha National Cash Regialar Company, Dayton, Ohio: 

PleasO'giva mo full particular about thn N.C. R. Credit File way of handling credit accounta. 

Business- — — ‘ 

Address - 
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of water. After eating the mixture the rats 
drink the water and then quickly seek the open 
where they die, Dr. Bullock declared. 


A SERMON FOR EMPLOYEES 


If You Want More Money in Your Pay Envel- 
ope, Earn it; Don't Expect to Be Paid 
More Than You Are Worth 


\ MONG the young men who are fond of 
** making sarcastic references to Fate be- 
cause they have not been more successful this 
expression is very common: 

" I’m earning all the money I'm getting, l 
don't intend to do any more work than I’m paid 
for.” 

This rule a great many men follow very care- 
fully. They estimate what they think they ought 
to do to earn their salaries, and they do that and 
no more. They feel that they are absolutely 
just to their employers because they are consci- 


entious in their effort to earn exactly what ; 
paid for. This logic may be sound, although 
usually a man's estimate of what work is worth 
is not very accurate; but it is about as da-, 
gerous a mental attitude as a wage-earner well 
can take. 

If a man is not worth more than he is getting 
it stands to reason that he will never get mort 
As long as he is earning his present salary, hi; 
employers have no object in paying him one 
which he doesn’t earn. When a man who owns 
a business raises a salary, he does it because he 
finds it profitable to himself to do so. There is 
very little sentiment concerned in the transac- 
tion. The employer doesn’t pay a lazy man ant- 
more money in the hope to make him industrious. 
That hope would never be realized. 

He does not advance the salary of a man 
in the expectation that the man will be worth 
more to the concern. The employer knows that 
an expectation of that kind would be idiotic. 
When salaries are raised, they are raised to 
meet the growing value of men who are earning 



A N G 

The Non-Poleonoue 
Fly Destroyer 


L E F O O -I 

TJ* United States Public Health Service advise*: ■ 4** 

Arsenical Fly Destroying device* mutt be rated ■ - 

Ii^wtmwdy dangerous, and should never be | m *— 


Is Your Coffee Mill Up ^ to date? 



With a Universal Electric Coffee 
Mill you are able to give your cus- 
tomers satisfactory service. 

Show your progress towards effi- 
ciency by using a Universal Elec- 
tric Coffee Mill. 


TRADE 


(universal} 


MARK 


No. E951. Rapid Grinder. 
Granulating capacity 5 lbs. 
per minute, % horse power 
motor. Hopper capacity, 
6 lbs. 


Order through your Universal Jobber 


LANDERS, FRARY &- CLARK 

New Britain Connecticut 




P AGES in Ladies Home Journal, color pages in various 
publications a list of 25 in all, car cards, local news- 
paper ads in a big list all oyer the country — all make the 
1920 G. Washington Coffee advertising campaign the 
strongest ever put behind a nationally distributed coffee! 
Keep G. Washington’s Coffee right up front — it will 
pay you. Attractive display material on request. 


COFFEE 

Originated by Mr. Washington in 1909. 

G, Washington Sales Co., Inc., 334 Fifth Avenue, N. Y. C. 


When Writing Advertisers, Kindly Mention The Tea and Coffee 


Trade journal 
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more than they get. The business man knows 
that to keep good men working for him he 
must pay them according to what they do, not 
what they would do if they got more money. 

In all kinds of business where men are em- 
ployed there is a large class of clerks and other 
wage-earners who work only for pay day. They 
are continually haunted by the fear that they 
will do more than their neighbor, who is paid 
the same, or that they will wear out their brains 
in order to make another man’s fortune. They 
will always continue to work for pay day, and 
their envelopes at the end of each week will al- 
ways contain the same amount of money— or 
less; for when a man lacks interest in what he 
is doing he soon begins to fall off in his earning 
power. 

Meanwhile the men who keep interested, who 
arc not afraid of doing more work than they 
are paid for, and who are not so much worried 
about wearing out their brains as they are about 
using them loo little, are the men whose wages 
are advanced. Employers learn that such men 
steadily earn more than they are paid, and while 
their salaries may never keep pace with their 
value — there would be no profit in employing 
them if such was the case— they at least are 


progressing, and soon will leave their pessimistic 
young friends far behind. 

Another thing which the man who goes out 
after success soon learns is that when he does 
another man’s work he must do it better than 
his predecessor did. If one bookkeeper or clerk 
takes the place of another, he will attract no 
attention as long as he does the work exactly 
as it was done before. If he does not do it v 
well, he will not be likely to last very long in 
his new position. But if he does it bcttei, 
he will be noticed, and will stand an excellent 
chance of promotion. 


The Premium De Luxe 

Hundreds of the livest Coffee Roasters and 
Wholesale Grocers have 

REVOLUTIONIZED THEIR SALES 

by using Saxon Chin aware — “the premium with tin 
back-fire." We have new and up-to-date plana consistent 
with all rulings and statutes. 

We can help you — will you 

t let us? 

Write Today 

THE 

SAXON CHINA CO. 

SEBRING, OHIO 





Eliminate Losses Due to Down Weight 


Accurate scales save many dollars yearly for the 
retailer who sells large quantities of loose tea, 
coffee, sugar, spices, etc. 

CHAT1 LLON TRIP SCALES are widely known 

for their accuracy, their high standard of quality, 
and their absolute reliability, convenience and 
durability. 

By their use you will insure yourself against loss 
and your profits will increase to just that extent. 
Isn’t it worth while? 

Write for complete information 

JOHN CHAtlLLON & 50N5 


Established 1835 


85 Cliff Street 


New York C'tf 
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It is so easy to sell 


Hotel Astor 
Coffee 

in air-tight 
packages 
means —serv- 
ice. No grind- 
ing, no wrap- 
ping, no wait- 
ing. Rapid turn-over through 
satisfied customers and repeat 
sales, nets you a good profit. 

Bean, ground and pulverized. 
Never sold in bulk. 

B. FISCHER & CO., Inc. 

190 Franklin Street 




“The 
Survival 
of the 
Fittest” 


“Th* Brand That Breu/t 
tht B«il" 


To no field of endeavor is the old maxim 
more directly applicable than to that of incr- 
antile striving. For nearly threescore years, 
rough fair weather and foal, merchants 

cnpn pin " ed their faith t0 S EAL BRAND 
UFFEE and have successfully weathered 
v ^ry storm. It is to-day what it was a 
naif century or more ago— THE LEADING 
hne COFFEE OF THE COUNTRY. 


chase & SANBORN’S 

Seal Brand Coffee 

BOSTON CHICACO MONTREAL 



The Lady of the House 

This lady is the mother of the Carnation Typical 
American Family. 

She represents the type of woman who is the pur- 
chasing agent for her family in your neighborhood. 

This lady tells, through Carnation advertising, 
millions of magazine readers about the economy, 
convenience and purity of Carnation Milk. 

Read the ad in the May 22 issue of The Saturday 
Evening Post— clip it out and paste it on your 
window, showcase or wall. 

Link your store to this campaign and let your 
Customers — the readers of Carnation magazine 
advertisements— know that you are “ The Carnation 
Milkman.” 

Ask our representative or write to us for Carnation 
advertising matter and selling helps. Address the 
Carnation Milk Products Co., 533 Consumers 
Building, Chicago, or 533 Stuart Building, Seattle. 

Remember , your jobber tan supply you 

Carnation 
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CONSUMPTION 

of Macaroni and Spaghetti 
is increasing from day to 
day, but in out country it is 
still very small — about four 
pounds per person per year 
— compared with seventy 
pounds in Italy and forty 
pounds in France. 

Your wagon men can help 
increase consumption and 
build a business for you on 
HARVEST brand. In- 
struct them to put “ a pack- 
age in every home.” 


The Briggs Cereal Products Co. 

Cincinnati, Ohio 


KAFFEE HAG COFFEE does not in- 
terfere with the sale of your own cof- 
fees. It is a perfect caffeine-freed 
coffee, blended from choicest selected 
coffees and is intended for those people 
who are NOT at present drinking or- 
dinary coffee. Instead they are now us- 
ing numerous cereal substitutes which 
in recent years have gained tremen- 
dously in popularity, interfering with 
the grocers* coffee sales. 

Sell KAFFEE HAG and increase your 
coffee sales. 

AT ALL JOBBERS 

KAFFEE HAG CORPORATION 

New York City Chicago Cleveland 


T rade Mark Service 

We Have Standardized the Butincn 

Can You Read Your 
Titles Clear? 

— Inquire of — 

Trade Mark Title Co. 

Emtablished i90S 

FT. WAYNE, IND. 

Washington, D. C. New York, N. It . 


DENISON HARWOOD COMPANY 

Coffee Importer* and Roasters 
341-343 River St. CHICAGO 


REEVE & VAN RIPE R 

warehousemen 

pr\UUUV Milling, Cleaning. Hulling. 
Cl/F a i * 1 a Separating and Picking 

Packers of Teas “ckls^'p^ 

Storage nod Weighing yORK 

46-48 WATER ST. NEW 
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S3 


The Quality 

IN 

granulated, cubes, confectioners 
and soft sugars. 

The sugar which makes 
satisfied customers 

WARNER SUGAR REFINING CO. 

Offlcai 19 WaU *t.. N. V. C. Haflnary I Edgawatar, N. J. 


Warners. 

PURE CANE j 
SUGAR ^ 



PLAIN 


DECORATED 


TIN CONTAINERS 


— for the — 


Tea and Coffee Trade 


FEDERAL TIN CO., Inc. 


Baltimore, Md. 


SPICE CANS 


DRUG SPECIALTIES 
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TEA AND COFFEE PREMIUM TRADE 

q A department devoted to the interests of users of Premiums 
Advertising Specialties and Novelties in these trades. 


•SEASONABLE PREMIUMS 

Brief Description of Some of the Desirable 
Specialties Being Featured for 
the Warm Months 

\ 4 AX V distributers of premiums are conceu- 
trating on specialties that arc designed par- 
ticularly for warm weather use. The market this 
year affords a wide choice of articles, some of 
which are new to the tea and coffee trade and 
to consumers. In the following paragraphs are 
descriptions of representative items which are 
king featured by manufacturers at this lime. 


Toy Balloons 

The value of toy balloons as premium spe- 
cialties is told in this way by the Oak Rubber 
Co., Ravenna, 0. : “ You can't find any other ail 
specialty to compare with them — in popularity 
or results. A toy that is always interesting to 
the little folks and one that will carry your 
advertisement all over town— along the streets, 
into the stores and the homes.” Toy rubber bal- 
loons are also made by the Perfection Rubber 
Co., Cleveland, O.; the Anderson Rubber Co., 
Akron, 0.; the Eagle Rubber Co , Ashland, O., 
and H. Marui & Co., 154 Nassau St., New York. 


Fishing Rods 

Fishing rods have a universal appeal among 
hoys and men and are in demand practically all 
the year found. Rods are to be had at almost 
* n >‘ price, and range from simple bamboo af- 
fairs to expensive steel rods. The Shapleigh 
Hardware Co., St. Louis, is one of the lead- 
3r| g manufacturers of steel rods. 


Fly Swatters 

•uth fly season near at hand, housewives and 
• lore-keepers would appreciate a fly swatter, 
uch specialties are made in a large variety ot 
apes and materials and are capable of carry- 
“ e giver* s advertisement. Inexpensive swat- 
Cr = are being featured now by the W. H. 


Dnllar Mfg. Co, Camdou, J , and the V (). 
I "Ison Co., Pari-, 111. 

Ch ILUHK N ’s S Pin ALT J ES 

A premium which a child can use outdoors 
in the summer time is generally as welcome to 
mothers as a household article The E. T. Bur 
rowes Co., Portland, Me., specializes in this class 
of premium goods, and this season is olTering 
teeter boards, baby yards, screened crib, on 
wheels, and several other similar items. 

COUPON ADVERTISING GROWING 

Many Packers Are Turning to the Use^of; 
Premiums as a Substitute for News- 
paper Advertising 

Q NH of the present big problems among park- 
V “ / ers of grocery products is to get their 
advertising in the overloaded columns of news- 
papers and general magazines read by I lie people 
they want to reach. In many rases such advertis- 
ing has practically been “loiT' and consequently 
not seen by the reader of the paper or magazine. 

Because of this condition there has been a tend- 
ency of late among the packers to use the pre- 
mium method of advertising, according to Estcn 
W. Porter, president of the newly organized 
Premium Service Company, New York, which 
specializes in helping manufacturers to expand 
their volume of sales by means of premiums. 
One of the latest of the big producers to adopt 
this company’s method of distribution is the 
Sheffield Condensed Milk Company, New York, 
with its condensed and evaporated milk. 

Under this plan of service, the manufacturer 
packs a coupon with his product and the 
Premium Service Company distributes the pre- 
miums as the coupons come in for redemption. 
The service is designed to relieve the manu- 
facturer of the need for buying and carrying a 
stock of premiums and distributing them among 
their clients. The Premium Service Company 
also supplies the catalogues, in any size ranging 
from sixteen to a hundred pages. 
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THE WAGON MEN'S CONVENTION 


Exhibits of Supplies Will Be One of the 
Big Features of the Meeting in New 
York Next September 

y-y B. SCHORN, president of the National 
Vj. Retail Tea and Coffee Merchants Associa- 
tion, reports that he is making excellent progress 
in connection with his plans for the association's 
convention, to be held at the Hotel Pennsylvania, 
New York, September 14-17. He has already 
sold exhibit space to over fifty manufacturers and 
states that he expects a total of at least 125 
exhibitors, twenty-five per cent of whom will dis- 
play products that have not been shown at previ- 
ous conventions. 

The members of the organization are mani- 
festing much interest in the convention plans, and 
Mr. School anticipates an unusually large at- 
tendance at the New York meeting. A cordial 
invitation is being extended to non-members, as 
well as members, to attend the convention and 
inspect the exhibits which it is understood will 
include practically every item used by the wagon 
route distributers. 

President Schorn says: “Everything that a 
tea and coffee man can use, not only in the form 
of premiums but also in the form of food 
products which he can sell his customers, will be 
included in the general merchandise display in 
the hotel ball-room. This has been worked up 
as one of our strongest features. It is not an ex- 
aggeration to say that the connections which will 
be made at this meeting will lead collectively to 
many millions of dollars annualy, especially in 
view of the fact that the exhibition has no 
further selling expense." 


Ukers, 79 Wall street. New York; H. DeG. I ,. 

Wall street, New York. 

3. That the known bondholders, mortgagees. a . 
other security holders owning or holding 1 per iv* ■' 
more of total amount of bonds, mortgages, or , 
securities are : None. 

4. That the two paragraphs nest above, givi:- . 
names of the owners, stoek holders, and securrv 
ers. if any, contain not only the list of stockh-.' 
and security holders as they appear upon the be- k> , • 
the company, but also, in cases where the stock!)- , ‘ 
or security holder appears upon the books of the <n 
pany as trustee or in any other fiduciary relation • 
name of the person or corporation for whom V 
trustee is acting, is given ; also that the said two r ’ 
graphs contain statements embracing affiant * f 
knowledge and belief as to the circumstances and 
ditlons under which stockholders and security hold 0-5 
who do not appear upon the books of the company 
trustees, hold stock and securities In a capacity otS- 
than that of a bona fide owner; and this affiant \n< 
no reason to believe that any other person, associutioV 
or corporation has any Interest, direct or indirect i- 
the said stock, bonds, or other securities than us C'. 
stated by him. 

H. DeG. Users., Business Manager. 

Sworn to and subscribed before me this 29th dav , • 
March, 1920. Herbert Goldmark. 

(My commission expires March 30, lirjo.i 


Uant AiWfrttaymrntB 


Classified want advertisements under regular head- 
ing $3 for twenty-five words or less. Additional 
words four cents each. Payable cash u-ith order. 


JMp Unntri) 


WANTED— A specialty house, long established, offers 
an opportunity for a man experienced in buying, 
blending and selling teas and coffees. This house 
makes a specialty of supplying large Institution 
trade, such as hotelB, restaurants and hospitals, etc., 
with a great many of their requirements. A letter 
from a wide-awake and energetic merchandiser will 
be welcomed, telling of experience, etc. A great op- 
portunity exists for the right man. Your letter will 
be held in strict confidence. Address Sales Mana- 
ger, Box 503, care of The Tea and Coffee Tram 
Journal. 


WANTED — First Assistant to Manager of Coffee De 
partment of a large New York wholesale grocery 
concern. Good Balary. Thorough knowledge of 
coffee business essential. Address Box 504, care of 
The Tea and Coffee Trade Journal. 


IBaittrh 


STATEMENT OF THE OWNERSHIP, MANAGE- 
MENT, CIRCULATION. ETC., REQUIRED BY 
THE ACT OF CONGRESS OF AUG. 24, 1B12. 
of The t»a akd Coma Tun Jofbsal, published 
monthly at New York, N. Y., for April 1, 1920. 

State of New York, County of New York, ss. : 

Before me, a Notary Public in and for the State and 
county aforesaid, personally appeared H. DeG. Ukers, 
who, having been duly sworn according to law, deposes 
and says that he is the Business Manager of The Tea 
and Coffee Trade Journal, and that the following is, 
to the best of his knowledge and belief, a true state- 
ment of the ownership, management, etc., of the afore- 
said publication for the date shown in the above cap- 
tion. required by the Act of August 24, 1912, embodied 
in Section 443, Postal Laws and Regulations, to wit: 

1. That the names and addresses of the publisher, 
editor, managing editor, and business managers are : 

Publisher, The Tea and Coffee Trade Journal Co.; 
postoifiee address, 79 Wall street, New York. 

Editor, W. H. Ukers, postoffice address, 79 Wall 
street, New York. 

Managing Editor, W. R. Bickford ; postofflee address, 
79 Wall street. New York. 

Business Manager, H. DeG. Ukers; postofflee ad- 
dress, 79 Wall street. New York. 

2. That the owners are: The Tea and Coffee 
Trade Journal Co., 79 Wall street. New York; W. H. 


MANAGER — Coffee buyer, department manager, fifteen 
years practical executive experience in coffee, tea. 
spices and baking-powder manufacturing. Ability 
to handle salesmen to bring results. Familiar with 
coffee machinery and roasting. Address Bos 50 >• 
care of The Tea and Coffee Trade journal. 


ffliHrrllatmwB 


WANTED — Fraser gas coffee roaster. Send full P !l -' 
ticulars as to condition and price to Rufus Darn-*- 
87 Furman street, Brooklyn, N. Y. 


FOR SALE — Complete battery of 6 cylinder Bure- 
coke coffee roasters with overhead conveyer hints 
system. Can also be used singly for peanut roas-ir . 
Address Box 505, care of The Tea and torn.*- 
Trade Journal. 

FOR SALE — Hoephner three unit automatic -i’*^ 
weighing machine; in good condition. Addr*^-' 1 ’ 
506, care of The Tea and Coffee Trade Journal^ 

FOR SALE — One Burns No. 1-2 Bag Roaster. Foil 
Stoner and Cooler. Complete roasting outm 
bargain. Address Box 508, care of Ttf * TEi ■ 
Coffee Trade Journal. 
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Fortify Your Present Market Against Future Competition 

And be ready for the period that U r M ;ji , . 

in many lines will exceed the demand P Jhen P ?om Ch . ,n . ? whe -1, suppI >' of K 00 ^ 
when manufacturers will have to do more than qume pHces! kCt ' n a8ain ' 3nd 

Our Premium Service Takes Care of This Situation 

IT IS GOOD-WILL ADVERTISING” 

It insures continuous buying on the nart of in- 
direct monetary return fo/monev expended h (lS'! Um * r i bec ? use . he receives a 
will insist on such brands. ' ’ P ‘ Q ua *"y and price being equal he 

«• Or You 

ffiefcKCE’srf.T stfu™ i »: n. »«.« 

Milling Company, Federal Snap Fastener Corporation. Wl hams Com P a ”y. Eoulds 
If you have a trade-mark product, write or ’phone. 

THE PREMIUM SERVICE COMPANY 

50 and 52 Franklin Street, New York, N. Y 

ESTEN W. PORTER, President end Genera. M.„e*.r F. W. HUTCH.NSON, Sets. Men.,., 

Telephones— Franklin U3B-1131 



Ghinaware 
is Hie best 
premium 
because it 
appeals-^ 
irresistibly 
to the 
housewife 

e^mostesChinaCb. 

ebringp Ohio -'-" 1 


A NEW ERA IN COFFEE MAKING 



VACUUM PROCESS COFFEE MAKER 

THE HOUSEHOLD PREMIUM OF 
UNLIMITED POSSIBILITIES 

It takes the luck out of coffee making. 
Perfection of operation and construction. 
Economy in the use of coffee. If you sell to 
women write us at once for particulars and 
price upon this great premium. 

Sample tent for trial to any rated concern. 

ALUMINUM PRODUCTS COMPANY 
La Grange, Illinois 
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American Cereal Coffee Co. 
American Sugar Retiumg i. • 
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Tanglefoot 

Thurston & 

Trade Mark Title Co 54 1 

Tricolator Co., The 

. _ ... . fill 

Fngerer & Co Kind 

U. S. War Department G : 76 57 ; 

Union Bag & Paper Corp ’ 

. fill 

Van Duzer Extract Co 614 

Victory Products Co 

. „ . 

Warner Sugar Refining Co.... 033 

Washington, G„ Coffee Sales Co 

Weir, Ross W.. & Co KOI 

Weis Fibre Container Co.... 617 

White Metal Manufacturing Co 

Whitney & Co., J. 505 

Widlar Co.. The . M4 

Wiemann, Geo. F., Co TiS 3 

Woods, Erhard & Co 

Young & ' ' ' 
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NEW YORK- NEW ORLEANS-SAN FRANCISCO 


--COFFEE - - 

BUYING OFFICES IN ALL PRODUCING COUNTRIES 
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Are you a 

Green Coffee BUYER 


or a 


GREEN Coffee Buyer 

9 


The experienced buyer does no guessing 
but ascertains real coffee values by making 
full use of Burns cup-test equipment 
Sample Roaster 
Sample Grinder 
Revolving Table 
Kettle and Cuspidor 

a line of apparatus so well suited to trade 
needs that the wise users of it can see clearly 
why Burns equipment for wholesale coffee 
roasting should dominate that field also 


JABEZ3URNS.&SGNS 


TBAOE MAM 

equipment! 


IfAv &,43 D St. NEW YORK j 
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An Important Top-story Corner 
of an Oklahoma Wholesale Grocery 

It was storage space not long ago. Now it’s a busy coffee 
roasting plant, trying to keep up with a demand for the 
firm’s coffee which has increased beyond expectation. 



The oicture shows the first installation, a 300-lb. Jubilee roaster with 
iiptop coir and Stoner, good for 730 lbs of roasted coffee every ou. 
Now there’s a second roaster and cooler box (easily added because 
whole plant was Burns engineered). 

It’s Griffin Grocery Co. property, at McAlester; typical of what happens 
when a live coffee distributor acqu.res Jubilee equipment. 

THE JUBILEE COFFEE ROASTER 

produces 

FINER ROASTS WITH LESS GAS 


JABEZ BURNS & SONS 


equipmtntJ 
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Lambert Peanut Butter Equipment 

Lambert Peanut Butter Machinery excels 
because it is scientifically, yet simply con- 
structed. Because it is complete in every 
detail. Because it is substantial. The 
Lambert Machine Company is the only 
concern that manufactures complete peanut 
butter plants. 

Lambert peanut equipment consists of 
suitable peanut roasting apparatus, peanut 
blancher, picking and ston- 
ing machinery, one or 
more peanut butter mills, 
complete with automatic 
palter, auxiliary machinery 
( e 1 e v a t ors, conveyors, 
storage bins, feed hop- 
pers) and approved pow- 
er transmission, such as 
will render the plant as 
nearly automatic as possi- 
ble. 

Plans designed accord- 
ing to requirements. 

Specifications and esti- 
mates furnished. 


“Hi;"'- 


■# 


■1MQUDM 1 IW 
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Class A — Electric Coffee Roasting Outfit 




Lambert Electric Coffee 
Roa$ter 

The Lambert 

= coffee roaster 

= excels because it 

is the pioneer 

indirect flame 
(underneath) 
gas roaster. Be- 
cause it is the 
most 1 compact 
self - contained, 
two bag roaster 
on the market. 

Because it re- 
quires the mini- 
mum of power 
for operation, 
i Because it is 

(fee Roasting Outflt = easily installed. 
—'•• i ' ' ii ■ !■■■-■ I Because it is 

' ' 'i iittru s u b s t a n tially 

constructed. 

A complete outfit designed for coffee, 
peanuts, cocoa beans, cereals, etc., compris- 
ing roaster, cooling apparatus, elevator, feed 
hopper, electric motor, with geared connec- 
tions and gas attachments; also stoning and 
chaffing attachments for coffee. Built ir. 
two standard sizes — three hundred pounds 
and two hundred pounds capacity. 

Plans for larger plants prepared on appli- 
cation. Ask for catalog of complete line. 


S' 


iWrVrWHrW: 


■niiiiiiiiiiiiiiumii 

V rtV . V .'. W . V . '.v . 


WHWuvir/ /^ 


Lambert 

MacMnoCs 

Marshall 

Mchi&ui' 


mm 


■a minuet 
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Seven Reasons Why You 
Should Use “Monitor” Roasters 

They Assure Proper Roast Development 
They Provide Quick and Uniform Heat 
They Are Inexpensively Operated 
They Occupy Small Floor Space 
They Reduce Loss by Shrinkage 
They Are Simply Constructed 
They Are Easily Installed 

These are but a jew of the reasons why you should 
install the “Monitor” — the efficient coffee roaster 

Huntley Mfg. Co., Silver Creek, N.Y- 

Canadian Plant: Huntley Mfg;. Co. Ltd., Tillsonburg, Ontario. Canada 
Coffee-Roasting Plants Completely Equipp®^ 
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That is the capacity of the Pneumatic Pack- 
aging Machines in actual use today. 

J hat 90' r of the world s machine-packaged 
goods are packaged the Pneumatic way is 
but the result of the exceptional saving 
always following the installation of one of 
these almost human machines. 

Thirty packages— perfect in shape, neatly 
lined, accurately weighed and securely 
scaled— every minute, hour after hour, day 
after day, is the work of but one unit of 
Pneumatic Equipment. 

You can cut down the labor cost of your 
packing room up to 80% if you fill 5000 
packages or more a day. 


Pneumatir PNEUMATIC SCALE 
i Pachadind CORPORATION, Ltd. 

\ Norfolk Downs, Mass. 

\ ^ Boston New York Chicago 


Chicago 
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The Day of the Specialist 



Individual 
Tea Bag 


The trend of things in the business world 
is more and more toward specialization. 
Experience has demonstrated that special- 
ization usually makes for economy and effi- 
ciency of manufacture. 

Since the inception of this business, we 
have devoted ourselves to the manufacture 
of two specialties — individual cotton tea 
bags and coffee urn bags. We have been 
concentrating our manufacturing skill and 
sales energies upon these two items. 

As a result of this intensive effort, the 
tea and coffee trade is getting a product of 
superior merit at a comparatively small 
cost. 

We seek inquiries from merchants desir- 
ing to increase their tea and coffee business 
by means of these specialties. 



Urn Bag or 
Leather Bag 


National Urn Bag Company 

Specialists In Individual Tea Bags and Coffee Urn Bag* 


174-176 East 104th Street 

Sample s Upon Request 


New York 
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CARTER, MACY & COMPANY, Inc. 

ESTABLISHED 1850 ^ 

international tea merchants 


BRANCH OFFICES 
BALTIMORE 
BOSTON 
CHICAGO 
CINCINNATI 
HARTFORD 
INDIANAPOLIS 
LOS ANGELES 
MILWAUKEE 
NEW ORLEANS 
PHILADELPHIA 
PITTSBURG 
PROVIDENCE 
ROCHESTER 
SAN FRANCISCO 
SEATTLE 
ST. LOUIS 
ST. PAUL 
TOLEDO 


FOREIGN BRANCHES 
SHIDZUOKA, JAPAN 
YOKKA1CHI, JAPAN 
SHANGHAI, CHINA 
HANKOW, CHINA 
TAIPEH, FORMOSA 
COLOMBO, CEYLON 
CALCUTTA, INDIA 
BATAVIA, JAVA 
LONDON, ENGLAND 
BARCELONA, SPAIN 
MELBOURNE, AUSTRALIA 
SANTIAGO, CHILE 
COPENHAGEN, DENMARK 

Marseilles, France 


Carter, Macy & Company 
Canada, Limited 
Montreal 
St. John, N. B. 
Toronto 


Hamilton 


ONLY 
COMPANY 
IN THE WORLD 


MAINTAINING 

ITS 


OWN BUYING STAFF 

IN ALL 
PRIMARY 
MARKETS 


(f ffttj 

M Jfj 


TEA 


JLeas, 


MAIN OFFICES 142 pearl st. NEW YORK 
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Mitsui & Co. 

LIMITED 

Importers and Exporters of All Kinds of 

TEAS, SPICES 
COFFEE 
and PRODUCE 

Japan, Formosa, China Green, Con- 
gou, India, Ceylon and Java Teas, 
Spices. 

Rice, Dried Beans, Seeds, Canned 
Goods, Dried Fish, Egg Albumen and 
Yolk and all Principal Products of 
the Far East. 

Tea and Produce Department 

87 Front St., New York City 

Main Office, 65 Broadway, New York City 
U. S. A. 

Branches in All Principal Cities of the World 
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Our New 
Chicago Branch 


We take pleasure in announc- 
ing that on June tst, 1920, we will 
open a branch office of our TEA 
DEPARTMENT in Chicago. 

It will be located in the Dickey 
Building, 180 N. Dearborn Street. 

Mitsui & Co., Ltd. 

Tea Department 

87 Front Street, New York City, U. S. A. 
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One of ike fpice Machine? 


ARE YOU GETTING THE BEST RESULTS 
FROM YOUR SPICE BUSINESS? 

If you grind and pack your own spices and are not getting 
the best results from your Spice business, we know The 
Widlar Company can show you savings and relieve your 
labor problem. 

The Widlar Company specialize in a few things and by 
the use of specially designed machinery are able to produce 
maximum output at a minimum cost. 

Our capacity at present is a million cans a month and rising. 

Upon request we will submit you samples and prices of our 
products. 

We will pack under your own label if quantities justify. 

THE WIDLAR COMPANY 

CLEVELAND, OHIO 


* President 

SPECIALISTS IN GROUND SPICES, EXTRACTS, SALAD DRESSING, MUSTARD. 
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IMPORTANT! 






EVERY LABEL STICKS 


l 

It is just as important that your seals 
be of good quality and good gumming, as 
it is to have high grade coffee under them. 

The gumming must be of a high 
grade to insure the firm fastening of your 
Package. 

Again the seals have to be attractive, 
both in color and design, evenly cut, to 
guarantee an attractive Package and one 
that will sell your goods. 

This we prove at our expense. 

i m i 


C_^ 125 SAMPLES SENT. 7^0 
FREE UPO N REQUEST 

FENT°N LABELS? ^ 

LyJUr 11 Philadelphia, penna 


506-512 RACE ST. 
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Fibre Body, Tin Top and Bottom 

GILLE MFG. CO., SSsSooK 
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One of the clever young ladies in the 
KVP office— and we have several!— 
writes " O. K.’' as above — which sug- 
gests to us that we pass along to you 
this pertinent thought: 

0. K. and K. V. P. 

are synonymous in reference to quality. 

KALAMAZOO VEGETABLE PARCHMENT 
COMPANY 

Kalamazoo, Michigan 

Woiild's Model paver mill ” 

Makers o] Vegetable Parch- 
ment and, W'axKd Faptr 
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Packers’ Decree 

Does Not Affect 

Armour Grain Company’s 
Cereal Business 

The Armour Grain Company announces that it is in no way affected 
by this Decree, and is not only continuing the manufacture and sale 
of its cereal products but is constantly enlarging its business and 
increasing its production facilities. 

Under the Packers’ Decree, Armour & Company must, within two 
years, discontinue the jobbing and handling of cereal products. The 
Armour Grain Company, however, has already withdrawn the dis- 
tribution of its products from Armour & Company in a very large 
territory, and turned same over to the Wholesale Grocers, and in the 
balance of the country is making the withdrawal from Armour & 
Company and entrusting its distribution to the Wholesale Grocers as 
rapidly as it can and as the patronage of the Wholesale Grocers can 
be secured. 

Up to now about half the Wholesale Grocers of the entire country 
have stocked and are marketing our cereal line, and find it in good 
demand and attractive from a profit standpoint. The patronage of all 
Wholesale Grocers is solicited. Write us for our terms. 

Retail trade will find that they can be supplied by jobbers in 
most territories, but at occasional spots there has been a little con- 
fusion in making the change in method of distribution and if retailers 
unable to find supplies will write us, we will advise them the names 
of jobbers in their vicinity from whom they can purchase. 

THE ARMOUR GRAIN COMPANY 

G. E. MARCY, President 

CHICAGO 
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MOISTURE PROOF AND PARCHMENT LINED 


ORDER TO-DAY 


WE SHIP TO-MORROW 


MILLER FIBRE PRODUCTS CO. 

350 WEST ONTARIO STREET CHICAGO 



SEYMOUR and PECK WOODEN DRUMS 
STANDARD CONTAINERS 

FOR COFFEE, SPICES, SUGAR 

AND ALL DRY PRODUCTS 

ALSO SPECIAL SIFT-PROOF DRUMS 

SEYMOUR & PECK COMPANY 

XIW YORK Trustees CHICAGO 

5001 Woolworth Bid*. DES ABC. ABK. 911 W. 20th Place 

45 years of continuous service to the Coffee Trade 



“Arksafe” Elastic Paper Linings 

For Bags and Barrels 

Absolute protection to Coffee, Rice, Sugar 
and Spices 

SAMPLES UPON REQUEST 

Arkell Safety Bag Co. 



CHICAGO 

14 East Jackson Boulevard 


NEW YORK 
120 Broadway 
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Woods Ehrhard & Co. 

•in niHHumi w,n " ... , — 7 


GREEN COFFEE 

■Illllll 

every way 




New York 


EPPENS, SMITH COMPANY 

IMPORTERS AND JOBBERS 

COFFEES and TEAS 

267-269-271 Washington St 103-105-107 Warren St. 124 Front Street 

NEW YORK 


JAVA AND SUMATRA COFFEES 

SPOT AND AFLOAT 


Offering Some Choice Lots Ask for Samples 
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Mambtn of tha Coffee and Sugar Cable Address “Raff wood" Members New Orleans 

Exchange of Naw York Board of Trade, Limited 

RUFFNER, McDOWELL & BURCH, Inc. 

COFFEE and SUGAR 

IMPORTING AGENTS AND BROKERS 


CHICAGO NEW ORLEANS SAN FRANCISCO 

326 W. Madison St. 332 Magazine St. 153 California St. 


Braunling's 

Braunlmg Coffee Company 

Importers and Jobbers of 

COFFEE 

Genuine Bourbons are scarce and can be 
bought in small quantities only from Brazil. 

^/e bave them for particular buyers. 

96-98 Water Street New York City 

Members of New York Coffee and Sugar Exchange. 

Bourbons ^ 

Wh^n Writing Advertisers, Kindly Mention Th* Tba and Copfm Tbadb Journal 
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Sasco Coffee Company 

88 Front Street New York 


GREEN COFFEE EXCLUSIVELY 


Correspondence Solicited with Brokers in Unoccupied Territory 



VICTOR V. CLAD COMPANY 

217 and 219 South 11th Street 
PHILADELPHIA, PA. 

Manufacturer of 

High Grade Urns 


Single or in Batteries for 

Coffee— Milk— Cocoa 
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For the Manufacture of Liquid Mustard 

We Are Prepared to Supply Machinery of Exceptional Merit 


WE BUILD 

Grinding Mills, either pulley or chain 
drive. 

Roller Mills and Seed Crushers. 

Mixing and Storage Tanks. 

Pumps. 

Stone Crane Equipment. 

Pneumatic Air Outfits to Dress Stones. 



The Patented Iren Frame Mill which the 
entire trade baa found •# satisfactory 


PAUL OEHMIG & COMPANY 


Builders of Specialty Equipment for 
Manufacturers of Food Products 


1948-1954 WEST OHIO STREET 


CHICAGO 


COMPLETE PACKING ROOM EQUIPMENT 

Present conditions in the coffee trade demand even closer attention to packag- 
ing costs. The coffee packer who seeks to Cut down his operating expenses should 
investigate the “ Johnson ” line of automatic machinery. 

We are manufacturers of complete packing room equipment, including 
automatic carton making, filling, sealing and moisture proofing machinery. 

Write for catalog. 

JOHNSON AUTOMATIC SEALER CO., Limited 

BATTLE CREEK MICHIGAN 


The'Scientific knowledge required to make good cans on a “ LANGSTON 
unit is embodied in the machinery. You can do the rest. 


QUAKE- 

Let us show 



you how to 


0 ■ 

make your can 


/ WsB ■ 

% t ;■ 

It’s worth while 

shS 

[P 

WRITE 

mm 


Samuel M. Langston Co., Camden, N. J., U. S. A f 
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Grinding and Pulverizing 

are such important parts in to-day’s preparation of coffee that it’s 
a real pleasure to manufacture and sell 

THE VERY BEST MILLS IN THE WORLD. 


The development of the COLES machines has been a matter 
of time and study, and the lines of EFFICIENCY and DURA- 
BILITY are the ones we’ve followed. Materials, workmanship, 
mechanical skill, everything in a COLES mill is of the highest 
grade; and the exclusive fearures and attachments belonging to 
these machines give added assurance of satisfying results. 

Our New Catalogue (No. 11) will be largely interesting to all 
practical coffee people. Send for it. 

THE BRAUN COMPANY 

Twenty-Third and Turner Sts., Philadelphia 



100 % EFFICIENCY 


in your packaging department if you install the 

DUPLEX 

Automatic Net Weigher 

Saves lime, labor and money 
Unexcelled in 

Accuracy, Speed, and Reliability 

Weighs accurately all free flowing materials 
such as coffee, sugar, rice, cornmeal, cereal, 
seeds, salt, etc., at the rate of 35 packages 
a minute. 

PRICE $150.00 

THIRTY DAYS’ FREE TRIAL! 

E. Edtbauer & Company 

h-l It . Washington Blvd. Chicago, 111. 
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COFFEE MADE SOLUBLE 

The character of your blend is retained by 

OUR PROCESS 

Write for particulars — giving some facts regarding requirements 

Soluble Coffee Company of America 

97-99 Water Street, New York * 


Cable address: Chasapur 

ALEX. H. PURCELL & CO. 

28 Old Slip Coffee Brokers New York 

Exclusive representatives in the United States 
for 

Maurice Bloch, Lepeltier & Cia, of Santos and Sao Paulo 

Will be pleased to send samples of spot coffees and quotations on spots, afloats 
and cost and freight shipments from the source upon request. 


Jardine, Matheson & Co. 

LIMITED 

Importers of all classes of TEA 

including 

CEYLONS, INDIAS AND 
JAYAS 

63 Wall Street :: New York 


OTIS A. POOLE 

STRICTLY 

COMMISSION BUYER 

JAPAN TEAS 

55 KITA BAN-CHO 

SHIDZUOKA JAPAN 

JAVA SUMATRA TEA CO., LTD. 

AMSTERDAM „ . , BANDOENG (JAVA) 

Tel.: Halley Bentley and ABC Codes Tel.: Vessels 

Buy your quality teas direct in the country of production. Cable for our samples and 
terms. Monthly market reports sent on request. 

REEVE & VAN RIPER 

WAREHOUSEMEN 

CCiUrCC Milling, Cleaning, Hulling, 

Cvf i EL Separating and Picking 

Packers of Teas 

Storage and Weighing 

46-48 WATER ST. NEW YORK 


“EXACT WEIGHT” Scales represent 
NINE PARTS SCALES AND ONE PART 
UNSKILLED LABOR. Any fool can 
draw a straight line with a rule. 

Skilled, experienced operators can 
produce accurate weight* on ordinary 
scales. 
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Java-Holland-America Trading Comnan v 

(Java-Holland-Amerika Handelscompagnie) P ^ 

Importers of Java Tea 

AND OTHER DUTCH EAST INDIAN PRODUCE 

direct from plantations 

ROTTERDAM NEW YORK 

No. 8 BRIDGE STREET 

Direct all correspondence to the New York Office 


J AVA 



COGOLLO 

The mark of one of the highest Grade 
Coffees Grown in Colombia, S. A. 

A coffee noted for its mild and delicious flavor and unsurpassed 
M h “ llcd ’ 

buy “ Cogo,1 ° Lavad °,” " Cogollo Selecto * or “ Cogollo 
are , ce . rta ' n . 8«<'ng » coffee of uniform quality, 
ror particulars apply to M. Duran, 198 Broadway New York 
ORDER BY THE NAME “COGOLLO” 


COGOLLO & CO. 
Cucuta Coffee Planters 


Rep. of 
Colombia, 

S. A. 


J. E. CARRET & COMPANY 

Successors to JOHN O’DONOHUE’S SONS 
IMPORTERS — JOBBERS 


COFFEE 


100 FRONT STREET 


NEW YORK 


fisau?- a D “’ ,r - 

CHARLES DITTMANN CO. 

Coffee Commission 
eW Orleans-—288 Magazine St, P. O. Box 747 
Chicago, 326 River St. 

Messrs a T v a AGENTS FOR: 

1& ?• J T ol “»ton ft Go., Ltd.. Santos 
Messrs' * Os., Ltd., Rlo-de-Janelro 

Messrs ft Gto. , Bankers, London 

C. S. Bm^h k a? 0t ? A Co '> Bakers, London 
C. S n!*n Standard Back of South Africa, Ltd. 

Co. t m , Thames ft Mersey Marine Insurance 
London a '' and Manchester 

Assurance Corporation (Fire Insurance) 

Our » n ?T® rcial Le «ers of Credit Issued 
50(1 Rureh«fPi?F* ,ne 2* makes a specialty of selecting 
^ naslng coffees for the Interior trade. 


The Laurel Improved 
Coffee Granulator 
and Chaff Remover 

Cheapest and beBt 
machine on the mar- 
ket. The machine you 
will want to Increase 
your sales of clean 
ground coffee. Write 
for photo and sample 
of the work of ma- 
chine. 

Used CoSee-Roasting 
and Grinding Ma- 
chinery. Send for If it. 

The Laurel Mfg. Co. 

627 N. 3d St.,Phi!a.,Pa. 
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Coffee Business That Pays 

Most grocers “handle” coffee, but comparatively few SELL it — as yet In which 
class are you? 

ROYAL COFFEE SYSTEMS have grown in popularity among retail grocers be- 
cause THEY do the selling. Operation in full sight of the public and the handsome 
appearance of the machines themselves attract attention and DRAW TRADE for 
the Coffee Department — which means more trade for others as well. 

Ever pass a store when coffee was being roasted? If you did, your “coffee 
appetite ” was most certainly aroused. To what extent this can affect business will 
be understood from this wide awake North Dakota merchant’s letter: 

" The A’o. 5 Coffee Roaster which we purchased from you some time ago hat certainly 
been a mighty good booster for our coffee bvtineet as it hat shown us a 600% increase. 

We would not think of being in the retail grocery business without a Royal Coffee Roaster.’ 1 

Your coffee business can be increased the same through installation of a ROYAL 
COFFEE ROASTER. It will give you better coffee because Fresh Roasted and you 
will benefit accordingly. 

We will show you a saving of from five to fifteen cents a pound through buying 
your coffees green and doing your own roasting. We render a complete service gratis 
and our coffee company will furnish your green coffees if desired. No obligation to 
buy through them, but you’ll want to when you know about their service. 

The accompanying illustration is of the Royal No. 5 Roaster— especially adapted 
for the retail coffee business. It roasts twenty-five pounds at a time. 

Our catalog shows other sizes as well as our complete line of steel-cutting Coffee 
Mills and Peanut Butter Machines. 

ASK FOR A COPY TODAY. It will incur no obligation on your part and per- 
haps we can show you a way to bigger business and bigger profits. 


Why be a “ distributor ” when a 
small investment will make you a 
“ Coffee Merchant ”f Our catalog 
shows the way. 


IhE M.DEER CtL 

1127 West St. Hornell, N. Y. 
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One of the Largest Le Havre Coffee Docks with Capacity for Thousands of Bags 

GREEN COFFEE STORED ON THE DOCKS AT LE HAVRE, FRANCE 




COFFEE IN FRANCE 


<|Though somewhat slower than England to adopt the coffee drink it 

“ ; he rt “ ter, ' at i“? al coff - Id 1 K'lhe 'm,X oTblgl 


tty Cosmopolite 
l‘arla 


A FRENCHMAN and an American were sit- 
ting on the terrace of the Cafe de la Paix, 
in Paris, facing the Place de l’Opera one balmy 
afternoon. On the little marble-topped table be- 
fore them were two demi-tasses of black coffee 
and the small glass of liqueur which invariably 
accompanies coffee as a chaser. 

The Frenchman turned to his American friend 
and said dolefully: “Monsieur, what an exaggera- 
tion! What a pity! You can no longer enjoy 
the little cup of coffee in your beautiful America 
since zat impossible prohibition.” 

“But,” replied the American rather vigorously, 
“Coffee is not prohibited in America.” 

“I understand zat,” said the Frenchman, “but 
how can you drink it without ze little smack of 
liquor zat mellows its flavor and makes its aroma 
like the perfume of zc lilac and stir ze fanciful 
imagination to appreciate Mademoiselle in all 
her loveliness?” 

* * * 


\vhen an American nowadays thinks along the 
hue of liquid refreshments, particularly as applied 
to France, one’s memories are apt to flash back 
to a tall, black bottle with its head and neck, 
wrapped in gold tin foil, protruding from a sil- 
' er bucket, and nestling serenely in a cooling bed 
°f cracked ice. 

France, however, takes a very important posi- 
hon in the trade of the amber liquid extracted 
rom c °ffee. She consumes about 2,000,000 bags 
an <l is an exporter to neighboring countries. Her 
toffee business, at times, assumes large propor- 
tions. 


The development of the American coffee in- 
Cstr T ow es to France a certain gratitude, at least 
Jo old France, for the pioneers of the coffee cul- 
p Ure ^ America emigrated from her shores. 
r Iances history is full of interesting narratives 
^rding the propagation of the tree in the 
j^®encan colonies. France had two reasons for 
lines ^ erS * Stent String efforts along these 

one was to create a certain source of 


revenue for herself through her colonies and the 
other to supply the home consumption which was 
growing in leaps and bounds. The coffee they 
were using was all imported from Arabia and 
the price demanded fur the berry was exorbitant. 

Tkaiii.nc, Methods 

loday the business end of the coffee industry, 
as applied to France, does not differ materially 
from that of the United States. Le Havre occu- 
pies first place a: the coffee importing ami trading 
center. Here are found numerous brokers who 
deal in coffee direct from tile source, and present 
their offering to the importer, who in turn sells 
the roaster and wholesale grocer, who pass the 
product on’ to the retail grocer and then to the 
consuming public in much the same manner as it 
is done in America. About four-fifths of the 
coffee brought into France conics through the 
port of Le Havre; Marseilles imports a certain 
amount and Bordeaux brings in not to exceed 
150,000 bags per year. At Le Havre there is 
maintained a coffee exchange, which, prior to the 
war, did a very large business in options. It 
still operates and is slowly getting bark to pre- 
war business. The only difference between trad- 
ing in the Le Havre exchange and on the New 
York exchange is that coffee is quoted at Le 
Havre in 50 kilo lots, while in New York it is 
quoted in pounds. 

The marked difference between French coffee 
and the American commodity is the variety used, 
the roasting methods in vogue and the unique 
way in which it is consumed. As to variety: 
first cornes the East Indies coffee, then Mocha, 
but the high price prevailing for these grades 
make them almost a nonentity so far as their 
influence on the trade is concerned. Next comes 
Haitian coffee. The French seem to think there 
is something of unusual value in Haitian coffees. 
They speak of them as being full in body and 
rich in flavor. 

Owing to the quantities of Haitian used, nearly 
all roasters maintain a force of women employed 
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to hand pick these coffees. The methods I have 
seen are very crude, the coffee being dumped out 
on a rough table or bench, the women clawing 
through the coffee, picking out the stones and 
black beans and raking the coffee down into a 
bag fastened on the side of the table or bench. 
1 am told that one good picker can do about a bag 
a day, for which she is paid about 8 francs a 
day. Prior to the war this labor was plentiful 
and cheap, but today it is very scarce and the 
merchants claim the price of 8 francs makes the 
work almost prohibitive. Porto Rican coffees also 


in France, particularly in the rural districts; it 
is by no means extinct in the populated center, , 
This accounts to a large measure for the u,c 
of the coffees described above, as they are bought 
very much for their style. There is on sale in 
the department stores of France a sort of home- 
made roaster resembling very much in its general 
operation the American made sample roasters. 
The cylinder is a small perforated affair perched 
on a sheet iron frame. A charcoal fire is kindled 
in the bottom of the frame and the cylinder 
rotated by hand by the means of a crank. On 



Two Popular Types of Coffee Roasters Used by Shop Keepers in faris 
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occupy a very high position in the French trade. 
Central American and Colombian grades are 
esteemed very highly and up to a few years ago 
they were practically the only coffees in this 
market. However, time and circumstances change 
all ideals and fancies in most every industry and 
have wrought changes in the coffee business of 
France. 

Trade and Home Roasting 

Before the advent of commercial coffee roast- 
ing, everyone roasted their own at home in the 
same way that some of our grandmothers and 
mothers did in our boyhood days. The practice 
of home roasting still exists to a great extent 


any pleasant day in any village or pity in F ra,lti 
you will see one or more of these machines u 
operation out on the curb in front of a hem 
In a certain town in the south of F raI1 “ 
saw an old man with an outfit a little larger t ^ 
the home variety, a machine with a ca P 3Ct -. ] 
about ten pounds. Instead of a cylinder m * 
to roast his coffee, he had perched on a ^ 
iron frame a hollow round ball made o s ^ 
iron. In the top of this ball there was a - 
slide which was opened by the means o a ^ 
tool. In the sheet iron frame, he had km 
charcoal fire. Directly in front of _ "ts ^ 
was a homemade cooling pan, the si 
were of wood, the bottom covered v* 1 
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grade of wire screening. On this particular 
afternoon the old man had taken up his place 
on the curb and a big black cat had taken advan- 
tage of the warmth offered by the charcoal fire 
and was curled up, sleeping peacefully in the pan 
nearest the fire. The old man paid no attention 
to the cat, but went on rotating his ball of coffee 
and puffing away pensively on his cigarette. 
When his coffee had hecome blackened and 
burned, and blackened and burned it was, he 
Stopped rotating the ball, opened the slide in the 
lop, turned it over and the hot, burned coffee 
rolled out, and, much to his delight, on the sleep- 
ing cat, which leaped out of the pan and scam- 
pered up the street and into a hole under an old 
building. 

I afterwards learned that this old fellow made 
a business of going about the town gathering up 
coffee from the houses along the way and roasting 
it at a few sous per kilo, much the same fashion 
as a scissors grinder plies his trade in an 
American town. 

Quite a few grocers roast their own coffee in 
crude devices much like those described above, 
but the large coffee roasters are gradually elim- 
inating this sort of procedure. There are at Le 
Havre several roasters but only two of impor- 
tance; one does a business of about 250 bags a 
day, and the next largest I am told has a capacity 
of about 160 bags a day. In Paris there are many 
coffee roasters, and some very large, compara- 
tively speaking, one having a capacity of about 750 
tags a day. I have yet to see the first sample roas- 
ter or testing table in France. Inquiry regarding 
this subject, inftbms me that coffee is sold on 
description and when I asked : “ How do you 
know your delivery is up to description so far 
as cup quality is concerned?" I was told that this 
is arrived at from the general appearance and the 
smell of the coffee in the green. Perhaps one 
reason for the laxity in buying cup quality may 
explained by the fact that coffee is roasted 
'try high, in fact it is burned almost to a charred 
slate, and unless the coffee is unusually bad in 
o araC, . er t> urne< i taste eliminates any foreign 
Ba vor it may have. 

The Kinds of Coffees Preferred 

Owing to the fact that coffee was, and still is, 
0 to quite an extent to the consumer, green, 
- un - s f° r Central American coffees taking first 
else^ takes preference over everything 

IrTv ^ 11 ** comes to selling to a Frenchman. 
^ ls connection I might say that the French 
jp * deludes everything else in any article of 
rc andise in favor of its appearance. A sales- 
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man for an American leather liou.se told me he 
could sell his cheaper grades of leather ai prices 
above Ins best grades if they hud a latter finish 
or appearance. To me it seems that the French 
are carrying Unit- artistic tastes to mmusouablc- 
ness when they apply them to coffee, k „ , offer 
is grown to drink and not t u look at. 

Since the coming of the large entire ,o;w,t 
who delivers roasted culler right down the line 
to the consumer, Samos has come in f ur j, s 
share of the business. The roast.-is nil me that 
they are getting very good results out of Santos 
blends, up 30% and 60% with West Indian and 
Central American coffees. Rio is very much in 
disfavor here, as it is at home, if not more so. 
However, the high prices prevailing for coffee at 
tins time have brought a certain amount of Rio 
into use. Certain members of the trade arc 
trying to bring down lluir prices by blending in 
a little Rio. In Brittany the demand is for pea- 
berry coffee, no matter of what variety. This 
Comes about from the fact that the people of this 
section of the country still do a great deal of 
their roasting at home and have become accus- 
tomed to the use of peaherry coffee through the 
fact that they do not have the improved hand 
roasters to any extent, and still do a great deal of 
their roasting in pans in the ovens of their 
stoves. The peaherry coffee rolls about so nicely 
in the pan that they get a much more uniform 
roast. 

Nearly all the coffee is ground at home, which 
you will agree is not a bad practice for the con- 
sumer, but, perhaps, works hardship on the fellow 
who can mix some grade (hinders into his blends 
without doing them any material harm. Where 
coffee mills are used in the stores they are of the 
Strong Arm family and of an ancient heritage. 
If you want to get a growl out of the grocer 
in France, buy a kilo of coffee and ask him to 
grind it. 

Merchandising Methods 

Package coffee and proprietary brands have- 
not come into their own to the extent they havt- 
in the United States, although there are at present 
two fines in Paris which have started in this 
business and are advertising very extensively on 
billboards, in street cars and in the subways. 
However the big share of coffee is still sold in 
bulk. The butter, egg, and cheese stores of 
France do a very large business in coffee. Prior 
to ihe war and high prices, there were some very 
large firms doing a premium business in coffee, 
tea, spices, etc. They still exist and have a very 
fine trade, but since the high prices of coffees and 
premiums, I am told that the business has gone 
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Cafe de la Regence, Showing the Typical Continental Axuancement of Seat. 

TWO OF THE MOST FAMOUS COFFEE DRINKING PLACES IN PARIS 
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(jown very materially. They operate by the The man from Normandy lake* half a tup ni 
^agon route and solicitor method, just as some coffee and fills the cup with af 'a, swecieued 
of our American companies do today. One very with sugar, ami drinks it with a seeming u-Ii-li. 
large firm in Paris has been in this business for Ice cold coffee will almost sir/lc when t ,i/;«n/o.r 
over 30 years, operating branches and wagons is poured into it. It tastes like a corkscrew and 
in every town, village and hamlet in France. one drink has the same effect as a crack on the 

head with a hammer. 1 asked a native *.i this 
Brewing and Drinking Coffee land if he really liked it ami if so what was there 


] am informed that the consumption of coffee 
is increasing very materially in France, some 
claiming on account of the extraordinarily high 
prices of wine; others that coffee is just simply 
growing in favor with the people. A French 
breakfast consists of a bowl or cup of cafe 
an lait, or half a cup or bowl of strong black 
coSee and half a cup of hot milk and a yard of 
Hick bread. The Frenchman turns his bread on 
mi and inserts it into the coffee, allowing it to 
oak up as much of the liquid as possible. Then 
te proceeds to suck this concoction into his sys- 
tem, His approval is demonstrated by the amount 
ol noise he makes m the operation and from 
personal observation I will say they arc a';! vety 
irmd of it. Breakfasting ill a French dining car 
reminds one very much of a team of horses 
trading a shallow stream of water. Coffee is 
never drunk with any meal but breakfast, but is 
invariably served in demi-tasse style after the 


about it that appealed to him. .Hi' answrr re 
minded me of ihe answer I received once from a 
bewhiskered old gentleman from Mio-nuri when 
1 hazarded the query : “ What do you like al*out 
tobacco to chew it?” He spat, looked llnmglufnl 
for a moment and said: “Well, young feller, it 
seems when my folks took away my musin' 
bottle they shoved a cud o' tobaccer into my 
mouth as a sort of comforter and the habit has 
kinda fixed itself on me." From the toddling 
ape np the Norman takes his ( alvado.i and coffee. 

In the South of France they make a concoction 
from the residue of grapes. They boil the residue 
down in water and pet a drink called Marac and 
it is used in much the same way as the Norman in 
the North uses Cahadox. There is also a very 
popular drink in the summertime known as 
Mazr.gran which means selt/er water and cold 
coffee, or a coffee highball. Perhaps that is one 
of the solutions of the paramount i-siie in 
America! 


noon and night meal. In the home the usual 
thing after lunch or dinner is to go into the 
salon and have your demi-tasse and liqueur and 
igarettes before a cosy grate fire. A French- 
nan’s idea of after-dinner coffee is ?. brew that 
is unusually thick and black and he invariably 
lakes with it his liqueur, no matter if he has had 
a cocktail for an appetizer, a bottfe of red wine 
with his meat course, and a bottle of white wine 
the salad and dessert course. When the 
demi-tasse comes along with it must be served 
cordial in the shape of cognac, benedictinc, 
creme dc menthe, or some other well to be re- 
ftunbered concoction of long ago. He cannot 
ronceivc of a man not taking a little alcohol with 
> s after dinner coffee as an aid, he says, for 
■Stttion. 

^ Normandy there prevails a habit in connec- 
10,1 with coffee drinking that is unique, and so 
ar as 1 am personally concerned can remain 
n Normandy. They produce in this province 
quantities of what is known as cidre, made 
! rom a particular variety of apple grown there, 
pother words just plain hard cider, a great deal 
e - 1 am informed, the boys are making at home. 
, ^ however, distill this hard cider and from 
E distillation % they get a drink called Calvados. 


Making coffee in France has him and alwa\s 
will be the drip method. The largo hole!- and 
cafes use this method almost entirely, as will a- 
does the housewife. When company comes and 
something unusual in coffee is In be served f 
have known the rook to drip the coffee, using * 


m f ul of hot water at a lime, pouring it over 
tly packed, fine ground coffee, allowing the 
»r fo percolate through to extract ‘very 
ide of oil. They u*e more ground ‘ offer in 
: than they get liquid in the cup. 'Huy some- 
spend an hour producing four or five demi- 
es. It is needless (o say that it H more like 
asses than coffee when you drink it. 
he cafes that line the boulevard* of Tari* and 
larger cities of France all serve coffee, either 
m or with milk, and almost always with 
,eur. The coffee house in France may be -aid 
be the liquor house or the liquor house the 
fee house. They arc inseparable. In the 
attest or the largest of these establishments 
can be had at any lime of day or mghb 
proprietor of a very ta caffi in J’*"] ,o! ' 
■that bis coffee sales dnnni! (be day almost 
jailed those of his liquor sales. 

The French, youn K or old take a groat dea o 
■asnre in sitting out on the s.dcwalk in front 



682 


Junt, 1920 


THE TEA AND COFFEE TRADE JOURNAL 


of a cafe sipping coffee or liqueur. Here they 
will idle their time away content with doing 
nothing, just watching the crowds passing to and 
fro. 


ADEN’S COFFEE TRADE 


Though Disrupted During the War Period, 
Exports Are Increasing and the Out- 
look for This Year Is Bright 

By Addison E. Southard 
A den, Arabia 


Egypt, the United Kingdom, Italy, and Spain 
next in order. During the war there were grcr,t< r 
exports to Egypt, but the ultimate destination oi 
shipments to Egypt was the European market 
Through shipping space was not obtainable from 
Aden at all times, but exports could be made to 
Egypt with transshipment for Europe. During 
the year 1918-19 it was still necessary to ship via 
Egypt, as the export statistics will indicate, hut 
conditions have approached normal during the 
calendar year just closed. The declared expori 
returns at the Aden consulate indicate that roffte 
exports from Aden to the United States during 
the calendar year 1919 amounted to 991,4% 


A DEN’S importance in the coffee trade is 
principally as the port through which the 
bulk of the world’s supply of genuine Mocha is 
exported. However, this market also handles 
practically an equal quantity of the Harrar coffee 
grown in the Abyssinian district of that name 
and which is known to the trade here as longberry 
■ Mocha. By many people the Harrar coffee is 
considered equal in flavor, although somewhat 
stronger, to the genuine Arabian or shortberry 
Mocha. 

During 1918-19 the coffee trade fell off con- 
siderably, owing to disturbed conditions in 
Arabia, which prevented the usual supplies reach- 
ing the coast; and of that which did reach the 
Red Sea a greater quantity than usual went to 
Massowah for export abroad rather than to the 
usual market at Aden. Receipts of Harrar coffee 
at Aden also decreased, owing to the fact that 
increased quantities stopped in Djibouti and were 
exported direct from that port. In normal years 
the Straits Settlements contribute a few thousand 
hundredweight of coffee to the Aden market, but 
during the past three years there have been no 
imports from that source. Aden normally re- 
ceives an appreciable import of Mocha coffee via 
Hodeida, but that port has been practically closed 
to trade for the past five years. Coincident 
with the cessation of imports from the Straits 
Settlements there were considerably increased im- 
ports from Zanzibar and Pemba. The only other 
grade of coffee coming into the Aden market is 
the product of the forests of wild trees in Ab\ s- 
sinia, which is known as Abyssinian coffee. This 
product is, of course, inferior to the Mocha and 
the Harrar. Very little of it is received in Aden, 
and during the year under discussion there was 
practically none. 

Principal Markets for Coffee 

The United States is in normal years the most 
important market for Aden coffee, with France, 


pounds, valued at $268,794. These figures are still 
below normal, but they are a noticeable increase 
over American purchases for any year since 191 5 
The American market takes more of the short- 
berry or genuine Mocha than it does of the lone- 


berry Mocha. 

The current year may be expected to show con- 
siderably increased exports of coffee from Aden 
at higher values than ever before, as the orgy of 
buying now going on the world over enables local 
producers and exporters to keep prices up to an 
unusual figure. The port of Massowah is attract- 
ing Mocha coffee shipments from the Arabian 
Red Sea roast at the expense of Aden, and it re- 
mains to be seen whether or not this situation it ill 


develop further in favor of Massowah. 

Imports and Exports of Coffee at Aden 
The quantity of coffee in cwts. imported tttt" 
and exported from the port of Aden, by countries 
in 1916-17, 1917-18, and 1918-19, is shown li- 
the following statement: 

Imports. 


Abyssinin (via .Tihnti) 
Mocha and Ghlzan . . . . 
Somaliland (British) . . 
Straits Settlements . . . 
Zanzibar and Pemba.. 
All other countries 


1916-17. 

40.440 

31.742 

3.519 

6.002 

826 

1,447 


1917-1S- IflJf-JJp- 
55.133 38.^ 

58.596 
3.541 


27.2 

2 , 19 - 


7,101 

2.742 


Total 83,976 

1916-17. 

33,099 

1.581 

J( 3.868 

United Kingdom 

United States . . -iS'StS 

All other countries 16 , 61 * 




7R.W ; 


Exports. 
Egypt ■ • • 
France . . 
Italy 


127,113 

1917-1". 

101, MR =!'. 4 j 

2,879 1-J* 

10.42: 


725 

21.676 


Total 83,453 127.2 L 


85.2 


COFFEE RR. RATE BOOST HALTEP 
(Special Correspondence) 

Washington, D. G, May 8 - 1 ' , e c 
sion of schedules proposing increased ra - ^ 
coffee from Galveston and other Gu P 
ordered to-day by the Interstate Comme 
mission. A hearing on the increase wa 

-B. R. W. 
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COFFEE IMPORT RECORD BROKEN 

The Total Number of Pounds Brought Into 
the United States in the 1920 fiscal 
Period Is Estimated at 1,500,000,000 

D ESPITE high coffee prices and ot j u . r , m _ 
xavoraMc factors, imports of coffee into ,l u - 
United States during the 1920 fiscal period are 
expected to break all previous records in quantity 
and value. According to estimates made bv the 
National City Bank the total imports will approx- 
imate 1,500,000,000 pounds, as compared with the 
highest previous record of U22.00ft.000 pound* 
in the 1917 period. 

As to price, the 'bank points out that in 192(1 the 
average import value was 22.7 cents per pound, as 
compared with 9 l / i cents in the 1918 fiscal period 
tthe latest “normal” price year). These figures 
arc the average wholesale price in the country 
of production. 

The value of the coffee imported this year will 
t-xcerd $300,000,000, to which to obtain the retail 
value must be added at least $65,000,000 to cover 
the manufacturing, handling and merchandising 
costs between the importer and consumer. This 
means an average valuation of $1,000,000 a day 
paid for coffee hv the American public, which is 
tiiiout two thirds more than paid in 1918. 

Of the $236,000,000 sent out of the country to 
buy coffee in the nine months ending with March, 
1920, $222,000,000 went to Latin America as a 
whole, and the remainder chiefly to the Dutch 
hast Indies. To South America the total was 
$195,000,000, of which $148,000,000 went to Bra- 
zil. against $47,000,000 in the same months of 
last year; $30,000,000 to Colombia, against $13,- 
900,000 in the corresponding months of last year, 
and $17,000,000 to Venezuela, against a little less- 
than $9,000,000 in the corresponding months of 
last year. The average import price of the cof- 
tee brought from Brazil in the nine months eml- 
' n £ "'ith March, 1920, was 22.7 cents per pound, 
asainst 11.8 cents in the same months last year. 

That this large increase in the quantity of cof- 
fce '^ported at the highest price per pound ever 
recorded was for the consumption of our own 
People is evidenced by the fact that we have re- 
sported this year only 3 per cent, of the coffee 
bought in, as against 5 per cent reexported last 
year. 


santos coffee trade in 1919 


n reporting ^ three-fold increase in the value 
^ Cx P° r ts through Santos, Brazil, during 1919, 
rr<erican Consul Hoover says : 


"l'-.\|>un;uuiiis f,„- 1919 (oi.tl.tl liW-toollU 
iiulreis ($->/I.S<«, 5 J 5 ,. three t.mes tlte 
<>ose for I91K. The ,i«,nm,„s 
Ml'pmems to mill,, FiiiV|.eitn e.umtne. ,| m . 
Ill the replenisliiiitt ul .le|>l<te,l ,.f a.llee 

or lu ,lu ' IransiiiMMiH.ii „t si,„ks |.ureli.,sn| ,1m- 
llu ' « ;lr "li'i-h e.eiltl mu V sh,,,,,,.,! „hile .„ 
m.my vessels were s'ni(.li,e « ,| in t| K - ii.iii.|„i, 

"1 troops am! wa, M.pplii-i. | | K . 
cxporleil m 1919 „ : , s | uo _ 

hays in 19] s. Wink- ihr pi'iee is. . i...l 
!H-r Imp 111 I91S u as aim, .si esaelh 5(1 imlivi. ,>,-1 
Ini;, m 19|<i a was jh.| !iuh- ] ( „l ,,,,1,,.,^ 

per Imp." 


VERBA \! VIE IN PVKACl AY 

An American Invesligalor Kinds I hat Pm- 
dilution Is Increasing Rut Export* 
Remain Stationary 

TX a Comprehensive n\uw «.f the >crl»a male 
imhiMry of Paraguay which ileal* in t.*u*idct- 
able dclail w::h vnliiir.i! ami curing mcilmds, \V 
E. Sclmiv, l niirit States iradr eoimnissiuucr at 
Asuncion, >ln»ws that from Pdl to PMK the 
production Hi 1 he country increased from 7.S 02. 
2M) kilos (one kilo equals about 2,2 pound*) t< i 
11,032,758 kiln*. On the oilier hand lie write* 

• ha! export* in PM4 were 3,331,655 kilos as com 
pared with 3.628,136 kilos in I'HK; local cm 
sumption increas'd from 4.535.595 kilos to 8. 
304.314 kilos. 

I mil recent year* all P.iraguayaii verba mate 
was grown naturally, hut in 1915 a midcncy tu 
cultivate the tree began :<» dcv« lop. Sinew dial 
year the production of cultivated verba mate has 
increased from 455,000 kil<>* to 3, 345, (XX) kilo* 
in 1918. 

Much Paraguayan verba male is exported into 
the Argentine, but that country i< increasing its 
production, and this tact, in connection with the 
recent imposition of a high import duly on im- 
ported verba mate, is most likely to force 
Paraguay to seek another foreign market for its 
surplus production. In the lre-t 18 years exnorls 
into the Artreii’ine have declined from X.KOO.OtX) 
kilos to 3,600,000 kilos. 

A ROBUSTA COFFEE INVESTIGATION 
(From a Staff C f >m:sroNM;vr) 
WaSHixctov, D. C., May 20. 1920. — The Bureau 
of Chemistry. Department of Agriculture, has 
been requested by coffee interests, according to 
one of the officials of the Bureau, to determine 
whether Robusta coffee grown in Java can he 
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sold under the name of Java coffee, or whether 
its use would violate the Pure Food Law. The 
Bureau’s agents have been making first hand in- 
vestigations in various coffee markets of this 
country. 

Pending a decision in this matter officials of 
the Bureau refused to discuss their ideas on the 
subject, but stated that an opinion would be forth- 
coming in the near future. Lamm. 


SUMATRA TEA ESTATE COSTS 


It Coats Approximately $480 an Acre to 
Develop a Garden on the East Coast 
to the Production Point 


A N outlay of approximately $480 an acre is 
required to develop a tea estate on the east 
coast of Sumatra to the point of commercial pro- 
duction, according to a recent Dutch report. This 
is nearly twice that required for a rubber planta- 
tion and is accounted for largely by the need for 
a comparatively expensive tea factory, and a 
larger proportion of helpers. 

The costs of two typical estates have been 
analyzed and found to be distributed as follows: 


1st Estate. 2nd Estate. 

Production per bouw 

per year 1590 kilos 1310 kilos 

Upkeep of gardens, 
harvesting, deliv- 
ery F. 0. B. 

Steamer 20.02 Dutch Cts. 22.09 Dutch Cts. 

Other expenses per 

half kilo 14.63 Dutch Cts. 16.06 Dutch Cts. 


CHINA’S PEANUT TRADE GROWS 


In Recent Years Exports of Kernels and 
Oil Have Increased Tremendously, the 
United States Taking Large Quautitie? 


'“THE export of groundnuts (peanuts) from 
I China is a comparatively new trade. Before 
the war the bulk of shipments went to Europe 
more particularly France. During the war this 
trade was diverted to Japan and the United State* 
of America, and in 1918 these two countries shared 
between them over 80 per cent, of the total ex- 
ports, the figures being : 


U.S.A. Japan 

Piculs. Piculs. 

Peanut Kernels 5,375 351,530 

Peanut Oil 242,347 234,805 


Total 

Piculs. 

437.229 

* 500,627 


Total includes Hongkong, to which ground nut sup- 
plies for South China are shipped. 


In the same year France took only 8,656 piculs 
of oil and 3,944 piculs of kernels, while Great 
Britain received neither kernels nor oil. With 
a return to normal shipping conditions trade with 
France will, doubtless, quickly revive. 

In pre-war times the oil was chiefly shipped to 
Shanghai, Canton and Hongkong, but now it is 
being largely sent to Dairen and Japan for re- 
shipment. Some of the more progressive Chinese 
merchants are commencing a direct business on 
the open- credit system with Japanese firm- 
Japan, thus eliminating middlemen. 


Total 34.66 Dutch Cts. 38.15 Dutch Cts. 

Since the foregoing analysis was made the price 
of rice has advanced considerably and the burden 
of the advance falling on the estate holder, pro- 
duction costs have been increased somewhat. 

In 1918 there were 20,000 acres of land under 
tea cultivation on the east coast, and the total 
investment amounted to about 8,160,000. 

The tendency is to make estates as large as pos- 
sible in order to reduce expenses, but the limit of 
size appears to be an area sufficient to produce 
2,000,000 pounds of dry leaf per year. Conse- 
quently a plan to build a tea factory with annual 
capacity of 6,000,000 pounds has been abandoned. 


NEW YORK CONTAINER BILL VETOED 
Governor Smith of New York has vetoed the 
Brown Senate bill which provided that the con- 
tents of containers of food stuffs should be in- 
dicated on the outside in terms of Pet weight, 
measurement or numerical count. The Governor 
said he is in accord with its intent 'but vetoed 
it because it would become effective September 
1, which would not give the trade time to comply 
with its provisions. 


Growth of the Export Trade 

Six years ago the ground-nut oil trade was 
comparatively insignificant. In 1913 Tsingtao, 
for instance, exported only 19,616,300 lb. of the 
oil. Exports in 1915, however, were 31,193,95 j 
lb., and in 1918 approximately 80,959,391 lb. 

The discovery of the utilization of ground- 
nut oil in manufacturing soap as a substitute fer 
olive oil and for various culinary purpose?, such 
as mixing with olive oil to increase its flavor, 
gave the trade an immense impetus, while the re- 
cent discovery that the nut, after baking, makes 
a good substitute for coffee and for mixing ^ 
chocolate and cocoa, and as an ingredient in bis- 
cuit making, provided another reason for in- 
creased exportation. 

In view of the importance which the ground- 
nut oil trade has recently assumed, the Mitsui 
Company, a Japanese firm, has a special fleet o 
ships which carry it from Tsingtao to Japan an 
other countries. Special wharves were con 
strutted in Seattle to receive ground-nut 05 - 
which is pumped from the ships into storage 
tanks, from which it is again transferred 111 
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tank cars. Ground-nut oil is also shipped to Seat- 
tle in tins. 

Tsingtao thus becomes the principal point for 
the collection of ground-nut oil for export. Sev- 
eral Japanese companies in its vicinity are now 
experimenting with the new method of extract- 
ing oil by means of power presses. The Towa 
Oil Company is the most important. But usually 
these Japanese firms purchase ground-nut oil in 
ihe interior of Shantung and the neighboring 
provinces through Chinese agents. The oil is 
-enerally ground at the places of production, and 
hen brought to Tsingtao in waterproof baskets 
'ontaining 160 lb. each. The Towa Oil Company’s 
principal mills are located at Chingpie, Kiaochow, 
Kalchang and Newchang, and its price averages 
about ' 12 Haikwan taels per picul (one picul 
equals 133 1-3 lb.). 

Production in Shantung 

Shantung is the largest ground-nut producing 
district in China. It is estimated that it produces 
about 500.000,000 pounds of nuts every year, and 
that it exports approximately 266,000,000 pounds 
of shelled and unshelled nuts annually in addi- 
tion to the large quantity of ground-nuts men- 
tioned above. 

The total exportation from Tientsin, the prin- 
cipal port of Chihli, in 1917, of shelled ground- 
nuts, according to the Customs return, was 7.000 
tons, and of nuts in shell, 1,620 tons. After 
Shantung and Kiangsu had become the chief pro- 
ducing provinces, Chihli out-stripped them, but 
since the capture of Tsingtao by Japan in No- 
vember, 1914, Shantung has again become the 
principal producing province. The nuts grown 
in the Luanchou districts (Luan River) arc said 
to be superior in quality to those grown elsewhere 
in Asia. They are found in nearly every part of 
China and contain about 46 per cent, of oil. 


TEA MACHINERY improvements 

Machines for tea drying are generally con- 
structed in such a way that it is difficult to insu- 
late the heater pipes sufficiently to prevent a 
'vantage of fuel. Among the suggestions for 
remedying this in a paper read recently before 
fte Junior Institution of Engineers, Dibragarh, 
-Wm, India, were the total inclosure of the 
Machinery in such a way as to reduce the loss 
^ heat to the minimum ; the continuation to the 
ground level of the side casing, which is at pres- 
et brought only about three-fourths of the way 
feeding the air from below, and the double 
casing throughout of all drying machines, filling 
jhe intervening spaces with some good heat-insu- 
material, such as asbestos. 


PACIFIC ROASTERS MEET 

At a Conference in Seattle Coffee Men 
Discuss Short Terms, Fixed Prices ami 
Other Trade Problems 

Sax '.‘Ham isu', May 25, 1**20. 

D EPKESKXTATI YES of die ration-, entice 

* ^ roasters’ associations of dir CoaM nnl in 
Seattle at the Motel Washington in two da> s' scs 
sions. May IS and 10. Thirty one masters were 
present from San franc ism, Portland, Tacoma, 
Spokane and Seattle. Felix Co'-tc of the National 
Codec Roasters Association came on Ironi New 
York and aftei the convention came to San Fran- 
cisco with the representatives front ibis eiiv. 

The convention adopt id the usual resolutions 
and sent a telegram to Mr. Brand showing the 
appreciation of the clfce men of this ( oast for 
(lie good work he is doing fur the trade e\<ry- 
vvhere. It was divided t<> hold the next meeting 
of the Coa-t men at Del Monte, (alii., where 
nio-t of these meetings have been held in the past. 

The convention disCUs<ed the question of the 
"to arrive" coffee from Central America, which 
is quite a different proposition from that on the 
Atlantic Coast regarding “ cost and freight ’ ship- 
ments from Brazil. With the In Ip of the green 
cot! e importers in San F rancho* it is hoped that 
changes may he made which will greatly help this 
feature of the business. 

Perhaps the inoM important action oi the con- 
vention was the firm stand which was taken 
against the selling of roasted coffee on long term 
shipments at fixed prices. I hose present wric 
unanimous in opposition to continuing this juac- 
licc and agreed that sales should lie made of 
roasted coffee at the ruling prices at dale of ship- 
ment. 

Another very important matter which was set- 
tled so far as the convention was empowered to 
act was the question of shorter terms. This mat- 
ter was discussed for one entire v esdon, and a 
resolution was offered and adopted favoring a 
limit of thirty days’ term on all sales and recom- 
mending that such a limit he adopted by Ml the 
roasters ••*.« soon as possible. I his matter will now 
go to the individual Coast roasters for a sort of 
referendum vote. While this may take a little 
time the representatives of the large roasters who 
attended the meeting seemed to be so thoroughly 
in favor of it that there seems no doubt that it 
xviil soon become the trade custom on this Coast 
as it is already in other sections of the country. 

At a luncheon given at noon in the Commer- 
cial Club, San Francisco, on May 25, J. A. Folger 
presided and the trade in general was told of the 
proceedings of the Seattle meeting. Mr. Coste 
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■was present and talked of the work of the Joint 
Trade Committee is doing. At the luncheon were 
present practically all the members of the green 
coffee and roasters’ associations of this city, about 
sixty men in all sitting at the tables. 

Tiie San Francisco Markets 

Custom imports of coffee at the port of San 
Francisco during the month of March have just 
been made puhlic. They show a total of 21,052,362 
pounds valued at $4,030,098 entered here during 
that month. This is by far the largest month’s 
coffee business in the history of San Francisco 
customs. 

Records kept by green coffee men for the first 
four months of the year show lhat 457,754 hags 
were received here as compared with 364,754 for 
the same period a year ago. 


A PLEA FOR TEA 

New York Brokers Say the Low Per Capita 
Consumption Rate in This Country Is 
Due to Laxity in the Trade 

O NE of the reasons why the per capita con- 
sumption of tea in the United States remains 
almost stationary ai about one pound is lhat there 
is almost entire absence of effort on the part of 
those handling tea to place forcibly before the 
public the benefits of tea drinking. This is the 
opinion of the tea brokerage firm of Macy Bros. 

& Gillet, Inc., New York, who make this subject 
the feature of their June trade circular. It is 
pointed out that in other countries tea is con- 
sumed at the rate of three lo seven pounds per 
capita; and further stated: 

“Many people in the trade do not sec what is 
to he gained by increasing the consumption of tea, 
and some of those dealing in tea feel that ihe 
percentage of profit does not compare favorably 
with that obtained on other articles, owing to the 
small volume of the business. The Tea Associa- 
tion of the United States of America, however, is 
endeavoring to put the tea business on a proper 
footing, thus making it more attractive lo buyer, 
seller and consumer. 

“ There is no reason why the volume of business 
in this country should not be doubted or trebled, 
and there has never been a more opportune time 
than the present to increase the consumption of 
tea. To aid in the accomplishment of this pur- 
pose the Tea Association of the United States of 
America ... is at present exerting every 
effort to obtain funds from the countries of pro- 
duction for the purpose of carrying out this ad- 
vertising campaign, but what it needs more than 
anything else at the present moment is the co- 
operation of merchants throughout the country 


who deal in this article, not only through I:, ; r 
joining the Association, but also due to their 
assistance in the carrying out of its present pur- 
pose, and through suggestions from them a. t t, 
how this campaign of education can be made 
effective.’’ 


HOW TO DOUBLE TEA SALES 

Two Ways by Which Jobbers Can Educate 
Consumers to Using Quality Teas and 
to Increase Consumption 

J OBBERS can easily increase the consumption 
of tea, and educate their customers to caliim; 
for quality teas, without detriment to the sale 
of coffee or cocoa, in the opinion of the J, i. 
Whitney Co., Chicago tea importers. Here i- 
what the company urges every jobber to do: 

First, get your salesmen to urge the use a: 
afternoon lea every day in the home, in the fac- 
tory, in the office, in the shop; second, send jour 
salesmen into the big factories to demonstrate 
afternoon tea. 

Send your private brands intn the factories. 
Tell your salesmen to get the employer's permis- 
sion to serve his employes. Tell him that serv- 
ing tea will increase the efficiency of his force. 

Sell the employer on the increased efficiency 
idea first , then get permission to set up your 
kettle, brew your tea. and at the same time give a 
little tea talk to the employes. Tell the workers 
about some of the different kinds of tea-how 
they taste and what they do. Provide samples 
of several of your brands, so that a choice oi 
tea is offered. Emphasize the many, many dif- 
ferent kinds of tea you handle. The novelty ot 
this will appeal to men and women who have 
only known of tea as “green" or “black 
people who have no idea in the world that 'here 
are more than 2,000 different varieties of tea. 

Very likely before your salesman leaves t t 
factory a lot of workers will want to know " t: - 
they can get tea like that which has been servo 
them, and this will give the salesman a leurag 
on the local grocer. . . , . 

Increase of tea consumption is simply an 1 
cational process. You must continually instr 
people how to make good tea. Promote 
higher priced teas you carry; have your sa es 
explain that there are more cups per poun 
the higher priced package. . 

Push the idea that tea is an economica 
age— in fact, the most economical beverage ^[1 

to man. Tell how even medium grade t 
yield 300 cups of full strength beverage 
pound. 
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There’s a wonderful story in tea:— first, ihe 
numerous varieties, enough to satisfy every in- 
dividual taste; second, the economy of ten with 
i, s 300 cups to the .pound: third, the stimulating 
properties of tea, which exhilarate without leav- 
ing a come-back of depression. All these points 
should be brought out in the factory talks and 
in talks urging the grocer to promote tea as an 
afternoon drink among his customers. Thus tea 
sales may be stimulated without interfering in 
any way with the sale of coffee and cocoa, which 
also, in their proper place, are excellent bever- 
ages. 


’ « Hviniic.i panicle In-ini 

,lK sl, rruU!Kli.u; envelope of w,t,' 'ufirl, 
non-conductor of vlvoi ri'ii v The u \ 


A JAPAN TEA BOYCOTT 

Hijili Prices Askeil in Primary Markets 
Cause American Importers to Cancel 
Orders Until Quotations Arc Lower 


ELECTRIFIED TEA AND COFFEE 


A Retired Army Commissary Officer In- 
vents a Device Designed to Give an 
Electric Charge to Beverages 


D \ means of a device he recently patented. 
C' Major J. E. Bloom, a retired U. S. Army 
commissary officer, claims that tea, coffee, cocoa 
and other beverages can be so charged with 
electricity that the flavor and qualities of die 
drinks are not only not affected detrimentally but 
die electric charges entering the body aid elimina- 
tion of body wastes and tone up the system, in 
other words, the device gives the beverage an 
‘electric kick,’ as the Major calls the process. 

I be apparatus consists simply of an elect rifier 
'ii'd means of attaching to an electric light circuit 
in connection with a soda fountain, in the kitchen 
|‘ r :it ^ ie dining table. In the dining room it can 

a,ta ched to a spoon setting in tea, coffee, cocoa. 
0r other h eve rage. 

in describing the benefits of electrified bever- 
<ts Major Bloom says: 


a dvantages of ‘Electro-therapy’ arc now 
,® llt tW . s improvement, though sr.nic- 
,l‘ > .l * ln . fficreto, is yet materially different, in 
rietl l .Ju l c l ectl *i c ity of one kind only, is car- 
c U . ,. e Average into the inmost of the body- 

•o t^ aS d ls hnguished from an electric application 
, v ..i , e^erior surfaces of the body by a current 
“Th i P OS *£ Ve an< ^ n *gative electricity. 

. e elected beverage does not carry any 
^ wat’ V ^° kodv, but merely something like 
r : . llc eharge of one sign only, advantageously 
rest n' C e j trons ’ ^at i s positive electricity, at 
sU ch m SU ■ ^ P ar dcles of the beverage • blit when 
cells a. ,n “ e .body circulatory systems or tissue 
then charged or negative particle, 

oftc-ji ?v inat,on ffie two opposite results, 
alil Cs j aT1 attending precipitation of undesir- 
Iju a _j ensuing elimination from the system, 

TvSwS? ° ther ^ wastcs - 


Particles 
ihe mouth 


some of the charges on the foot 


- uii me r 

the beverage are lost or neutralized .. 
or en route, but the vast majority wil 


F° R s< " m ' ,;, "V 1«M Aiui'i it‘;ui u,, m.pg.uux 
have till that Japan was asking tun high ti 
price for her Ira. Umist i|iuntly whin the market 
opened this season at prices ranging inmi 15 to 50 
per cent higher than la -1 mmm»h many linns, in- 
cluding broker- and importers, cabled camill.v 
tions ol ‘ buying orders ami derided to wait until 
prices should cine down t< , wli.ii they rounder 
to he a more normal ami equitable basis, 

Some of »he huger lirms have been circnlariz- 
mg the trade Miggisting that the tea buyers in this 
country agree not to buy Japan tea*, at the prevent, 
level oi prices, lrwin-1 larrisons K Cm-field, Inc,, 
New York, had this p> >ay: 

“This is a -erif.u* mam r to tin u<n hint > in 
I he l oiled State.*, ingavid in the Japan tea Ium- 
i>^' and wlio have it-* )k*- 1 niim-t*. at lx an. 
When you realize that all of die Japanese crop 
exported is marketed in the l uilcd Stales and 
Canada, it is clear that the remedy is in our hands 
if we only exercise it. and we would suggest that 
merchants who have placed orders with exporters, 
notify them at once that they do not want them 
executed on the present imp.esibk ImsU. 

“ \\ ith a general disposition all over tin country 
to try to lower prices on merchandise, the can- 
cellation of many orders given to manut'aninei 
the reduction of loans by the [V-lnal Kea nu 
banks, the scarcity of money, the great delays m 
moving freight by rail, the large expense of doing 
business, a,nd the guu -rally nmitthil condition-, 
it seems absurd tor iitlelligem men hams to siarl 
a season on such a high basis, in fart, the highest 
known, which only means loss ami dw-atisfar- 
iion all through the season. 

“ Xow is the lime to act, while stu b a 'omliiion 
ran be averted and we have cabled to our R. V, 
Irwin in Shidzuoka to stop buying on the present 
basis, and similar cables from all the large buyers 
in the United States will have a salutary effect 
and prove to he a good thing for the Japanese 
themselves, for the present prims will drive the 
consumptive demand away from these leas. 

Macy Bros. & Gillef, Inc, the New York 
brokers, report that their latest cable advices 
from Japan quote prices at 50 per cent higher 
than last year and that where orders are king 
executed they are generally for only halt the 
quantity. 
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"It is our opinion lhat at any such advance in 
price as indicated by the opening of the market, 
the consumption of Japan tea in this country 
would be greatly curtailed, as many of those now 
using it in hlends would largely reduce the pro- 
portion in their mixtures.” 

The J. C. Whitney Co., Chicago, reports open- 
ing prices running between 20 ami 30 per cent over 
the period last year with which the comparison is 
being made, and stales that hut for the financial 
panic which swept Japan last April prices would 
probably have hern higher, “as it held the larger 
operators in tea for home demand from operating 
to as large an extent as last year. 

“Home consumption demand is perhaps the 
greatest factor in fixing prices, for the 60,000.000 
people using Japan tea three or four times a day 
will have iheir supplies, and being able to pur- 
chase good tea they create a market estimated at 
any where from 60,000,000 to 120,000,000 pounds 
per annum. It is, therefore, like ‘the tail wagging 
the dog’ to speak of the 30,000,000 or 40,000,000 
pounds that are exported, and which cover all 
grades and siftings as well, as being the deciding 
factor in fixing the market for Japan tea. 

“When the merchants in Japan operate, the 
market is practically fixed by them, although of 
course, with the numerous foreign buyers all com- 
peting against each other in the purchase of the 
small stock available for export, an added incen- 
tive for the seller to advance his price is created, 
for he naturally gets all that he can out of his 
product, the same as all merchants do throughout 
the world. 

“We were due for some advance on the simple 
ground of increased cost of production. Wooden 
boxes have doubled in price, general labor for the 
packing of bulk tea and all other items entering 
into manufacturing costs are up 35 to 50 per cent. 
Labor in the fields for the picking of tea has ad- 
vanced 100 per cent, so that these items, combined 
with anything like the ordinary demand for tea 
would, of themselves, mean increased cost. 

“As there can be but a small stock of strictly 
high grade Japan tea in the United States, and as 
first crop tea will be off the market in Japan in 
about thirty days time (the end of June) mer- 
chants will be forced to decide whether they can 
market Japan teas at a higher relative cost than 
any other tea, and either purchase on about the 
present market, or be without this grade of Japan 
tea throughout the season. It is pure guess work 
to say what will happen.” 

BRITISH BEER TAX HELPS TEA 
(From a Staff Correspondent) 

London, May 5, 1920. — A helpful factor, per- 
haps, for the tea and allied beverage trades is to 
be found in the fact that new heavy increased 
taxes on beer and spirits have been applied, with 
higher duties on wine and an almost crushing 
ad valorem tax on champaign. Beer, wine and 
spirits, therefore, have gone up in price, some 
brands substantially; # and upon the assumption 
that people turn to cheaper beverages when 


other of their favorites get dearer, tea and coffee 
in particular hope to benefit. — T. R. 


PREFERRED COFFEE SHIPMENTS 


In the Present Transportation Tangle 
Roasters Should Ask Priority for 
Coffee as a Food Product 


I N the opinion of Felix Costc, manager of the 
*■ National Coffee Roasters’ Association, cof- 
fee is entitled in the present congestion of rail- 
road transportation to the priority that is bciti* 
granted to food products. In a recent circular 
to members of the association he says they 
should not fail to remind railroad and exprc.C 
officials that coffee is a food and therefore 
should have preferential treatment. He continues: 

“One large shipper reports that good results 
have been obtained by conferring with local rail- 
road and express officials, and that by marking 
packages and bills of lading ‘ food for human 
consumption’ he has secured preferential treat- 
ment even when embargoes were in effect. 

“In localities where the transportation situa- 
tion is so serious that freight movements have 
been restricted to perishables, roasted coffee may 
be classed as a ‘ perishable ’ on account of its 
rapid deterioration. Requests that are granted 
at some shipping points may be denied at others 
but there is no lack of precedent for expeditim 
coffee shipments on the grounds here set forth 

“Until railroad conditions become settler 
more immediate results can be accomplished L 
individual roasters or local associations, making 
such priority claims each in their own district, 
than the National Association can hope to gain 
by a formal appeal to the national transportation 
authorities. 

“To escape a shortage of stocks, roasters have 
as great an interest in obtaining priority privi- 
leges for green coffee as for roasted coffee.’ 


EXCESSIVE TEA PROFITS CHARGED 
Gimbel Bros., Philadelphia, is the first depart- 
ment store to be charged with profiteering in ,ea 
and cocoa. During the month Federal authori- 
ties arrested the officers of the firm, including t e 
president, alleging that the defendants knowing) 
made unreasonable prices on certain speci c 
food stuffs. In the case of tea it is alleged sof ™j 
bought at the rate of 41 cents a pound waS 50 
at 65 cents. Cocoa bought for 36 cents a 
was sold at 65 cents ; bologna sausages boug f 2 ‘ 
21 cents a pound less 3 per cent discount 
priced at 60 cents. 
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TO ADVERTISE ICED COFFEE 

Publicity Committee Will Feature It Dur- 
ing the Hot Months and Asks Retailers 
and Wholesalers to Help 

D URING June and July the Joint Coffee Trade 
Publicity Committee will feature iced coffee 
in i is national advertising and is urging whole- 
salers and retailers to get behind tile movement. 

To encourage dealers to push coffee sales dur- 
ing the hot weather season, the Committee has 
prepared electrotypes reproducing the lull page 
iced coffee ads which are to appear in the June 
26 and July 24 issues of the “Saturday Evening 
Post,” suitable for local newspaper advertisin'' 
and in two column widths. There is room under 
each cut in which each dealer can insert a few 
lines of type about the brands oi coffee he 
handles. 

Many of the coffee wholesalers are expected 
to boost the iced coffee idea in their own adver- 
tising, as well as assisting their retail customers 
to carry on the work. The electros can lie ob- 
tained through the wholesalers or can be ordered 
direct from the Committee. 

The June advertisement shows a man at a soda 
fountain (or he may be in a restaurant) about to 
grasp a tall glass of iced coffee. Beneath the 
sketch appears this text : “When your collar starts 
to wilt . When the thermometer gets to hit- 
ting the nineties . When the asphalt burns 

your feet and you pray for a breeze . When 

your friends torment you with, ‘Isn't it hot?' . 

Drink Iced COFFEE— -the best of all summer 
drinks.” 

The July ad shows a housewife seated on a 
porch, and these words : “More than merely cool- 
ing. Iced COFFEE is substantially refreshing. 
Delightfully cooling— but with a sustaining qual- 
ity that revives lagging energies and lightens the 
dragging fatigue of hot days.” 


green coffee men rack campaign 

During May the different branches of the 
peeu coffee trade of New York held four mect- 
'ngs to discuss the matter of renewing subscrip- 
tions to the national coffee advertising campaign. 
Gut of these assemblies developed a comr4ttcc 
01 fifteen whose duties -are to solicit subscriptions 
fr om other members of their trade. The com- 
mittee consists of (brokers) Benjamin Peabody, 
T. Barbour, Brown & Co.; W. H. Bennett, 
Jr>; G. A. Fairchild; Geo. W. Lawrence; Walter 
lake, of Williams Russell & Co.; Geo. W. Van- 
er h°ef; (jobbers) J. Aron, of J. Aron & Co.; 


USM 

Stephen lK>rr; Walter Stuart, ui lieu II Mul-.u! 
den Bros.: Lett Israel, of Leon Lr.nl \ !:,ov; 
V C. Israel; uuikl coffee l T. O. 1 Vl.ilu-1,1 ,.f i 
Amsinck & Co.; I!. U. Rifles; L 1. \\ n \ tAn 
and Ralph Bal/ac. 

Ml:m 1’. Anus, ,,f the |,, m i (\,fu,- 1 r„„, 

miltvv, suites tlvit ;il| suUseri'.et s h ium tine, up 
1" tile lirst of June |,.„l | ^, u . 

>ul)scii]nion>. 

COFFEE CAMI’AIGN FIN AMIES 

Dill-in;: till- First Year llruxil Conlribiilnl 
$250,000 and tin- T. S. Tru.lr 
$59,0(1(1 

J N a siatenieni "I ihe Intaneial ruieratinn. nf ihe 
national coffee advrriLing campaign is>uvd 
during the inomli by the Juim Coffee Trade I’nl.- 
licity Committee it is staled that during the lit si 
year of the campaign, ending April, l‘»20, the mi- 
lee trade of the Luited Stales coiitribmeil 
$59,048. Tile Snciidadc Piiminliua da Defesa <ln 
Cate of Brazil gave $250,000. which, according to 
the terms of the agreement, can be iwd only for 
magazine and newspaper publicity. All the other 
expenses of the campaign, including organization, 
administration, rent, art work, engraving, printing, 
postage and all forms of publicity except paid 
advertising, must he met by funds raised in the 
United Slates. 

In addition to meeting organization and admin- 
istration expenses, this United States fund 
financed a publicity and information department 
which has been responsible for the publication in 
newspapers and magazines of articles favorable 
to coffee. 

The United States fund financed the produc- 
tion and distribution of a coffee motion picture, 
128 prints of which have been sold to roasters 
who will exhibit them in theatres throughout the 
country. It also financed the organization of a 
national “coffee week.” 

Plans for the Second Year 
In addition to continuing this work, the Com- 
mittee plans lo have conducted at the Massachu- 
setts Institute of Technology a scientific research 
to furnish authoritative information for use in 
the advertising and publicity campaign against the 
attacks of the substitute manufacturers. It wishes 
also to prepare and place in thousands of schools 
and colleges throughout the country a “coffee 
exhibit” to teach the coming generation the bene- 
fits of coffee. The scientific research will cost 
$10,000 and the exhibit from $5,000 to $15,000, 
depending upon the extern of distribution. 
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The Committee, also, wants to buy more prints 
of the motion picture for the use of the Govern- 
ment Bureau of Economics and other agencies 
which will keep them in circulation for the next 
two or three years before audiences aggregating 
millions, without further expense to the Com- 
mittee. 


SUGAR TO BE RATIONED 


Department of Justice to Appoint a Joint 
Distribution Committee to Regulate 
Supply to Various Trades 

P HARACTER1ZING the sugar situation as 
now more acute than at any time during the 
war, A. W. Riley, Assistant Attorney General of 
the Department of Justice, announced June 5 that 
it is the Department’s intention to inaugurate a 
system of sugar rationing to be carried out in 
cooperation with a joint trade committee com- 
posed of representatives of brokers, refiners, con- 
fectioners, soft drink, ice cream and bakery in- 
terests. 

The formation of the committee is the result of 
the plan worked out at a conference in Washing- 
ton with sugar importers about the middle of May. 
Such leading firms as the American Sugar Re- 
fining Company, Lamborn & Company and Ar- 
bucklc Bros., were represented at the hearings and 
gave their opinions in regard to the high price of 
sugar and the apparent scarcity, and how the situ- 
ation could be changed for the better. 

Officials of the Department of Justice state that 
since there is no law under which sugar rationing 
can be controlled, the whole movement rests upon 
the cooperation of producers. Savings in sugar 
consumption by candy and ice cream manufac- 
turers are expected to result, if the competitive 
bidding of these manufacturers against retailers 
for the refined product can be controlled and sales 
to manufacturers decreased. 

In the event his efforts to< enforce the proper 
distribution of sugar by the refiners and brokers 
are unsuccessful, Mr. Riley said he would en- 
deavor to have their licenses revoked. 


NO COFFEE TAX TO RAISE PRICES 
[From a Staff Correspondent] 
Washington, D. C., June 5, 1920. — There is no 
basis in fact for the inference contained in a 
market letter sent out recently by a New York 
coffee supply firm that there would probably be 
an advance in the price of coffee “ in view of the 
possibility of an import tax of three cents a 
pound.” There have been no bills introduced in 
Congress asking for a three cent tax on coffee, 


and of course it is impossible that any such bill 
could he introduced and passed at this time. This 
Congressional session ends today, and Congress 
will not reconvene until some time in December 
— Lamm. 


TO DISCUSS GUARANTEED PRICES 
[From a Staff Correspondent] 
Washington, D. C., June 4, 1920.— The coffee 
trade, in common with other manufacturers, is 
very much interested in the case which is being 
worked out by the Federal Trade Commission 
guaranteeing prices against decline. There are 
several specific cases pending before the Commis- 
sion, the best known being that of the Helvetia 
Milk Company. The Commission has sent ques- 
tionnaires throughout the country on this subject. 

Some time ago the Commission announced that 
it would hold a general hearing on this subject, 
but up to the present time no date has been set 
for these meetings. Officials of the Commission, 
in view of the very general interest which is Being 
taken in this matter, have stated that they will 
announce the date a long time in advance of tin* 
hearing so that all who wish will have an oppor 
tunity to be present or to be represented.- 
Lamm. 


LESS COFFEE FROM MARACAIBO 
[Speciat. Correspondence] 
Washington. D. C, May 28, 1920. — The grad- 
ual decline in the shipments of coffee from Mara 
caibo, Venezuela, since December, 1919, is ac- 
counted for by a slight decrease in price, advise: 
Consul Dwyrc in a recent report. Exports oi 
coffee from that port in January amounted v: 
43,877 bags, in February to 40,846 bags, and ir 
March to 39,400 bags (1 bag contains 132 pound: 
of coffee). Of this latter amount the United 
States took 37,282 bags; Curacao, 2,022 bags; anc 
England 96 bags. During the month of March 
last year, 87,985 bags were shipped from the purl 
of Maracaibo. At that time coffee was advancing 
in price; this fact, therefore, stimulated the re- 
moval from storage in the Maracaibo district oi 
a portion of the large quantities placed there dur- 
ing the war and occasioned their exportation*" 
B. W. R. 


EXPRESS RECEIPT SYSTEM CHANGED 
Shippers of merchandise by express will be re 
quired by the American Railway Express Com 
pany after July 1 to issue receipts in duplicate 
giving the carbon copy to the express driver 
agent. In the case of prepaid receipts, t r 
copies will be required. 



TEA AND COFFEE SIGNS OF THE TIMES 

q H°w the renaissance of tea and coffee is being brongbt abort,, as 
illustrated by the latest developments in advertising, merchandising and 
the making and serving of our most popular beverages. 


TEA ADS WITH “ATMOSPHERE” 

How the Widlar Company Has Injected 
Individuality Into Some of Its 
Recent Publicity Matter 

'THE series of advertisements which the Widlar 
1 Company, Cleveland, has been using of late 
to introduce the C. W. Brand of tea, are so far 
off the beaten publicity path that in a recent issue 
of " Printers’ Ink ” an advertising critic is moved 
to comment favorably upon them, and to call at- 
tention to the fact that " the so-called ‘ necessities 
oi life,’ and particularly food, are susceptible of 
limitless methods of advertising treatment. 
Everything that human beings use in an intimate 
tray may be approached from as many angles of 
interest as the human mind itself. Herein is one 
"f the reasons, perhaps, that advertising, so 
versatile and kaleidoscopic in many of its visual 


aspects, offers opportunities in bewildering 
variety for new and heller ways of presentation.” 

The keynote of the Widlar ads, two of which 
are reproduced herewith, is the " atmosphere " 
brought out in their pictorial backgrounds. An 

outstanding feature which the critic dwells 

is the linking up of tea and fortuue-ielling. Each 
ad ot the scries gives a different way to tell your 
fortunes by means of the tea leaves li ft in the 
bottom of tile cup. One advertisement contains 
this line: l)n you know how to read fortunes 
in tile teacup.' Here is one sure sign” and 
then a fortune idling slum is described. An- 
other ad has this: “Twist the empty rttp three 
times around. Make a wish. If a leaf remains 
near where you place your lips, the wish will 
come true.” 

These advertisements have been appearing in 
newspapers in the Middle West and have at- 
tracted wide attention among consumers and 



“The Cup that Cheers 

The Tea yS/’Eveij Taste 

No matter what kind of Tea you 
like — you w Hilda it BEST, i 
it heart the name, C W Brand. 

Wknlur yeux tat. be toe T«. from J.,« or tadva. 
Ckiia^ or Ccyloa. you ibould <«l tLc r«Ir«ib.Bg 





Be your own fortune-teller with the 
aid of tea leaves. 

Plato tka cup apaida-dowa is iba iouo«r a ad «ur» it 
arouad tlrao fine*. Eiaaime tl» uu.de lllkroa taaeif 
fora a tnaaflo oa tka li da. to «ke angir it porteni a 
•peady nimfe as tka named roeuuaforxuea good luck 

Wool C W BruJ U ». Vd I.-—' 'T- 

THE WIDLAR COMPANY ^ ^ 

VAfurrns^ 

Horn and Better lew 
Cop* Par Pound 




T 'V0 Tea Ads Which an Advert, sing Expert Selects as Mur , els for foot, PunuctTv 
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dealers. Appearing coincident with the revival 
of the Ouija board, and with the increased in- 
terest in spiritualism, the fortune telling stunts 
seem to have a popular appeal. 

TEA AND COFFEE IN THE NEWS 

Fact and Fancy, Comment Wise and Frivol- 
ous, Gleaned from the Press to Show 
the Trend of the Times 

H ERE arc some of the best facts and fancies 
that recently appeared in the press and show 
the trend of public thought in regard to tea and 
coffee : 

Tea Drinking In Business Hours 
The English habit of afternoon tea has had a 
certain social vogue in New York for many years, 
but it has never interfered with business. The 
custom is said to be observed by a few firms 
which keep up such traditions as the quill pen 
and the manuscript form of correspondence, but 
these are so few as to be oddities rather than 
examples, 

Tt has remained for the Russian custom of 
tea drinking to make the first inroads upon the 
busy afternoon of the metropolitan district. 
Since prohibition this idea has become more and 
more prevalent in many industrial sections. 

The latest manifestation of the tea habit is in 
a barber shop in North Hudson, N. J., where the 
demands of the workmen are said to have in- 
cluded a half hour off for tea each afternoon. 

In the old days men used to slip out the back 
door of a shop and into the side door of a saloon 
for a gfass of beer, with no one but the bar- 
keeper being the wiser. Tea drinking, however, 
partakes of a formal function. It requires at 
least half an hour and also the company of one’s 
fellows to be properly enjoyed. Beer could be 
drunk in silence — tea, never . — New York Evening 
Sun. 


Have a Cup of Tea 

Now comes the Art Club, once a spot where 
heady glasses clinked convivially, with the an- 
nouncement that it will continue to cheer its mem- 
bers without the faintest sign of inebriating them. 
The medium is to be that saint of soothing and 
strengthening potables— tea. The management 
hopes to lure the wary ex-cocktail enthusiasts with 
the subtle Pekoe, the placid English Breakfast, or 
the delicate Oolong. If they still cry for more 
violent intellectual stimulus, there will be the 
checker-board, the chess-table and the innocently 
exhilarating domino. 


One might discern in this move a constructive 
thrust in the direction of calm Augustan diversion. 
Interesting contrasts could be drawn by future 
historians between the humors of Dr. Johnson 
and other coffee-sippers and those of the present 
day drinkers of tea. Shall our generation finally 
be written down as even more placid than the 
placid subjects of Queen Anne? 

At any event, the new " drive toward tannin " 
shows how easily the popular appetites may be 
diverted. America, for instance, has long been 
known as the home of steady meat-eaters. Yet 
the amount of this commodity in the native diet 
has deepeased about eight per cent in twenty 
years. “ People are eating more milk, butter and 
cheese than they were two decades ago,” remarks 
the Osteopathic Magazine. Part of this change is 
chargeable to the high cost of meats, but another 
part is beyond doubt an unconscious corrective 
evolution. If Uncle Sam, once tile patron of 
beefsteak, can see the merits of milk, there is no 
reason why he should not pass without many tre- 
mors from the whisky-decanter to the teapot.- 
Philaielphia Press. 


How to Make Good Restaurant Coffee 
The essential feature of good coffee, it is 
agreed, is getting it from the pot or other vessel 
in which it is brewed to the consumer with as 
little loss of time and as few handlings as possi- 
ble. Coffee consists largely of volatile matter, 
and the loss of this means the loss of the aromatic 
quality which gives coffee its taste. This means 
that the coffee must be freshly roasted. It is un- 
wise to lay in over a week’s supply of ground 
coffee, and freshly prepared. Herein lies the chiei 
fault of most coffee made in quantities. There t- 
always the temptation to prepare coffee, espe- 
cially if an urn is used and large lots are ncede , 
in maximum amounts, and to attempt to carry u 
for several hours,' if not for several meals. \U»k 
it is claimed for the urn, which is kept in £ c0 
condition, that there is no danger of coffee sour 
ing under four hours, after that time there is no 
assurance that the coffee will be in the best po.-t 
ble condition. The obvious lesson is to prepa 
coffee for only one meal and not to attempt 
use that which was prepared for breakfast, 0 
lunch, and dinner as well. 

It would be far better, when it is necessary ^ 
prepare special meals, to brew the coffee 1 
smaller pot, and not to draw it from the urn. 
chef who would have good coffee shoul n ? ^ 
gin its preparation in advance of the mea 1 ^ 
Coffee is coffee as soon as contact bet '' ceI! ., in „ 
finely ground portions of the berry an 
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hot water has been established. The coffee is not 
I0 he boiled, but as soon as the hot water has 
served to extract the aromatic and volatile ele- 
ments, which are easily soluble, it is ready to be 
drunk. * * * One of the faults of which many 
restaurants are guilty is attempting to buy coffee 
that is too cheap. * ♦ * Economizing by attempt- 
ing to gdt the maximum amount of liquid out of 
a given amount of coffee is another mistaken 
notion. A little good coffee is far better than a 
great deal of bad. 

Coffee is the one thing almost every one orders. 
It is the one thing upon which a restaurant can 
safely build a reputation, for about every cus- 
tomer drinks coffee. Further than this coffee 
offers a splendid profit, a greater profit than can 
be realized on any other article perhaps sold. 
Therefore, buy good coffee.— TAe American 

Restaurant. 

Humorous Tea Ads Pay 
In an effort to break away from seemingly 
labored and serious copy, Joseph Tetley & Co., 
Inc., tried the leaven of a little humor to brighten 
its “Tetley’s Tea” selling messages. 

The first experiment in humorous copy in a 
national campaign was made in the summer of 
1919. In this campaign, described in Printers’ 
Ink of July 17, 1919, sprightly words were put in 
the mouths of animated tea-glasses and animated 
slices of lemon. 

The Tetley company undertook this new cam- 
paign despite the fact that the copy has been criti- 
cized as being “too flippant.” In the opinion of 
the company its copy contains good humor in 
abundance. It believes that good humor, seriously 
used, will sell tea, especially when the selling 
argument is brought into the copy by a dexterous 
twist of wordy lightness. 

One of the scries of ads that has been pointed 
out by Tetley as an example of good humor in 
which the selling point creeps in in a modest, un- 
assertive way is a line-drawing of an animated 
cup hurrahing, waving a pennant, and saying: 
The cup that cheers. No, it really isn’t the cup 
'hat cheers! It’s you who are cheered by the cup 
when filled with Tetley’s fragrant full-flavored 
r ‘<nge Pekoe Tea! It sort of gets under your 
s and makes you feel good all over. You for- 
that there was ever such a word as tired.” 
ls ^yle of advertising is no longer consid- 
f re d an experiment by the Tetley company. It 
^tends to continue the same style this summer, 

■ e !j!j™ n S to the iced-tea idea, 
ba- \ < * ec * s * on to continue using this copy is 
Th : Upon reports which show increased sales. 
^Yroi? r e *^ en * or S an l zat ion, Graham 

ng t, says: "No small part of our satisfaction 


wnh this style advert Eing was dm 
pleasing tiguro cm our salts slice - 1 
has shown a larger percentage of = 
the previous.”— Print, rs Ink 


to :1 k very 
each month 
fc'UMse than 


My FkAi.K.wr Cn m [ t A 
When I am tired of work or play, 

And all niy nerves arc raw 
With things I did, and ihings 1 said 
And things 1 merely saw. 

I hasten home and donning mules 
And flowing negligee. 

Get out the spirit-lamp and make 
A fragrant cup of tea. 

I pour the steaming amber drink 
In china thin and fine. 

Gold-banded, bordered daintily 
With wild-rose flower and vine. 

Add cream and sugar or condensed, 

And sipping slowly sec 
A film of far-off scenes unroll, 

The drama of the tea. 

A garden underneath the moon. 

A quaint pagoda hung 
W ; ith lanterns like a glowing chain 
Of colored jewels strung, 

Tsicn, bracclcterl with jade, 

Beneath a mulberry tree, 

And glistening with evening dew 
The growing shrubs of tea. 

Down muddy rivers go the junks 
With patched and dingy sails, 

To where the quaint freighters wait 
The boxes and the bales. 

Before typhoons and hurricanes 
The racing liners flee 
That I may fill the silver pot 
And have a cup of tea. 

See! At the bottom when the last 
Ambrosial drop I drain, 

I read my fortune in the leaves 
That picture-like remain: 

Good news, a lover fond and true, 

A journey on the sea, 

But nothing more delightful than 
My fragrant cup of tea. 

Oolong, young Hyson, gunpowder, 

Like petals tightly curled, 

Orange pekoe— delicious brews 
To please a thirsty world— 

I know not which I love the best. 

Oh! will you drink with me 
Some afternoon at five o’clock 
A cup of fragrant tea? 

—Minna iRviso^in Leslie’s Weekly 
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WHO’S WHO IN THE TRADE 

An Appreciation of F. W. Lotz, Manager 
of the New York Branch of Handelma- 
atschappy “Transmarina,” Inc. 

r\UR!NG the past two years the name of 
Handelmaatschappy “ Transmarina,” Inc., 
has come to mean more and more in the tea 
trade of the United States. The firm has been 
operating for years in Europe, where it has its 
headquarters in Amsterdam, hut not until a 
branch was opened in New York in 1917, under 
the management of F, W. Lot?., did it begin to 
become widely known in the American trade. 

The position the firm holds at present as one 
of the leading factors in this country’s tea trade 
is dye largely to Mr. Lotz’s force, energy and 
general knowledge and his ability to pick capable 
department managers. Having spent thirty-five 
years in the importing business, in responsible 
executive positions after a brief clerkship as a 
youth, Mr. Lotz was fully qualified to direct the 
destinies of the New York branch. 

The name Lotz has been known in the Ameri- 
can coffee and tea trade for more than a half 
century, the father of Mr. Lotz having been 
identified for many years with the West India 
import and export firm of Schmilinsky, Lotz & 
Company of New York. 

Born in Brooklyn, N. Y., in 1865, the subject 
of this sketch went abroad at eleven years of 
age to attend schools, returning to this country 
six years later and entering the employ of G. 
Amsinck & Company as a clerk. In the early 
’90s he had joined Elmenhorst & Co. (now 
Gravcnhorst & Co.), later going with A. S. 
La sc: dies & Co., as manager of that firm’s Far 
Eastern produce business. He has made two 
trips around the world, visiting all the Oriental 
countries to get first hand knowledge of trade 
condiiions and methods. 

When appointed as general manager of the 
Transmarina’s New York branch in 1917 he was 
well equipped to develop the firm's business in 
importing and exporting tea, coffee, spices, wool, 
hides and a large number of other commodities. 

Mr. Lotz has resided on Staten Island for 
thirty-five years, and has always made it a rule 
to leave his business cares in his New York 
office when he sets out for his island home. He 
lias four sons and a daughter. Two sons were 
senior lieutenants in the U. S. Navy during the 
war and are now in the merchant marine service. 
Another son, Alfred W., is assistant manager of 
the Transmarina New York branch. 


MAINLY ABOUT PEOPLE 

News About Men in the Trade at Work 
1 and at Play 

W. R. Ruffner, of Ruffner, McDowell & Burch, 
Inc., Chicago, is now engaged in enjoying ;i 
month's holiday, according to his annual custom. 

Sir Thomas Lipton, tea merchant and sports- 
man, is due to arrive in New York on June lu 
to attend the international yacht race, in which 
he hopes his Shamrock will finally succeed in lift- 
ing the cup. 

W. J. Lloyd, of Barry & Co., tea and jute ex- 
porters of Calcutta, arrived in New York, May 
21, on a business trip in the interests of his firm. 
He made his headquarters at the offices of Han- 
delmaatschappy “Transmarina,” Inc., 94 Fulton 
street, New York. 

William T. Hartranft, of Hard & Rand, 
New York, who has been in Florida enjoying a 
well-earned vacation, returned to New York bn 
May 20 by way of Los Angeles and San Francisco. 
On his trip across the country, he stopped off A 
Chicago, St. Louis and other points, where he 
called upon many of his trade friends. 

W. G. Powers, of the J. C. Whitney Co., New 
York, visited Chicago during the month enrontc 
to Canada. 

Fred A. Tillmann, president of Tillmann Jc 
Bendcl, San Francisco, passed through New York 
during the month on his way to Europe, where for 
the next three months he expects to combine busi- 
ness with pleasure. 

L. C. McDowell, of Ruffner, McDowell 
Burch, Inc., Chicago, has recovered from his re- 
cent illness and is now on the Pacific Coast pro- 
moting the interests of his firm there. He i> 
making his headquarters at the firm’s San Fran- 
cisco office and is in constant touch with tiv 
Chicago office by the company’s direct wire be- 
tween the two cities. 

Frank B. Connolly, the veteran trans-conu- 
nental traveler and state secretary of the Ca»* 
fornia retail grocers, shepherded a group of Cali- 
fornia merchants about New York the latter 
part of May. The visitors came East to die 
grocers’ convention in Atlanta and then paid the*! - 
respects to New York before returning to -u 
Pacific Coast. 

S. F. Guggenheimer, president of the A rat ‘ 
Coffee Company, Richmond, Va., and F. ( ,u - 
genheimer, his son, were visitors in the 
York market during the month. 
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IN THE EDITOR’S MAIL BAG 


Here Will Be Found Letters From Readers 
Who Say Something Worth While 

NLY letters which deal with subjects of gen- 
eral trade interest are published here. 
Readers should remember that when they write 
ior this department they can best serve tliun- 
wlves and the Editor by being brief. Many lit- 
ters cannot be published here because of their 
length. 

Does Not Approve op Committee’s Aiis 

This writer thinks the Joint Coffee Trade l J ul>- 
licity Committee’s general magazine advertising 
lacks push: 

Aberdeen, S. D., 

May 7, 1020. 

W, H. Ukers, Editor, The Tea and Coffu: 

Trade Journal, New York, N. Y. 

Dear Sir: 

I am, and for a number of years have been a 
subscriber to “ The Blue Book of the Trade.” 
Even were I not a coffee, tea and spice salesman 
on the road, I would eagerly read each issue for 
its entertaining and interesting articles of facts 
pertaining to coffee and tea. 

But what I started out to say is particularly on 
the subject of “coffee publicity” in the U. S., of 
which a lot has been printed in the last year or 
two. While the Committee at 74 Wall street, 
Rev York, turned out really fine models in the 
magazine, which will he, to a degree, effective 
when reproduced locally by the merchants, they 
indisputably lacked the push primarily planned to 
have the people drink more coffee, to reach n 
you please, the court of last resort— The House- 
wife. Whatever increase per capita has taken 
place has been because of prohibition, and the 
flush money times during and since the war. 

William E. Dick. 

India and the Tea Campaign 
How some tea men in India regard the pro- 
posed campaign in behalf of tea in the United 
States is told by this writer, long a resident of 
Calcutta and in close touch with trade matters 
there : 

Calcutta, April 22 , 1920. 

^ • H. Ukers, Editor, The Tea and Coffee Trade 
Journal, New York, U. S. A. 

Hear Sir : 

Our Indian Tea Association has had a brain 
Mor m ! You will remember that a few months 
a 5 G our Association turned down the sugge^ 
of the U. S. Tea Association that India 
'hould subscribe to the great scheme afoot to 
tottvert America to the liberal use of tea. Well, 
p at is a back number now. One or two of our 
.jOmmitteemen have got some common sense in 
J’ r clothes and at a recent meeting of the Com- 
ee they carried the day. And now it is only a 


tjinsin'n ui tin- dollar* and .is y ‘ u will agree 
with tin*, it is a Rival question. 

Bill the I. 1. A haw ;i silunu in raise the 
dough. As you know, we haw an expoii ia\ mi 
n-a which the government kindly collects and 
passes on the proceeds to mir Indian lea Cess 
Committee. This fund amounts to aln.ut $2tH 1,000 
a year, hut spread out over the world it look- 
lather thin, does it not? Now the gnat idea is to 
raise another $1C0.(KK) to help ns \\\ the \mencau 
campaign and the Association has asked out gov- 
ernment to do it for them, li so. we shall join in 
the war dance. 

But 1 have had a hrain wave mystli after that 
meeting and it amounts to this; The government 
ni India collects for our tea propaganda ahum, as 
I said above. $200,000 per annum and out of <utr 
tea exports it collects for itself $250,000. Now 
this tax was pill on to us as a war measure to find 
funds to prosecute tile war. The war is now over 
and 1 have suggested in print and out of print that 
'■nr government might spare u< home of the 
hoodie they are getting away with to help us oil 
our weary way. 

Tlu* government really dne< tmt wall! the money 
but we tea people want it more than a little girl 
wants ice cream soda. The position is this. We 
have lo>l half our foreign and colonial trade. 1'. 

S. A., Canada, Australia and other countries are 
only taking from Calcutta railur under 40 per 
cent, of what they took two years ago. We have 
got to get that trade hack or we shall ft ml our- 
selves in the maw of the London sharks, and in 
London, mercy is about as plentiful as blizzards 
in Hades. 

It is not for nothing that our hard headed men 
propose to fix a minimum price. With our rupee 
worth -18 cents gold and the English shilling 
worth about 25 cents Mcx., you can understand 
that we have not found a Klondykc when our tea 
sells at Is. 5d. average in London. 

Ciiaki.es Judge. 

CAFFEI N DETERM 1 X AT I ON 

E. Vautier reviews methods of caffcin deter- 
mination (Mitt. Lcbensm. Hyg., 10, 272 - 7 , 1919) 
and from the results of his investigation he con- 
cludes that methods of analysis which give results 
with coffee checking only within 0.05% on dupli- 
cates are not sufficiently accurate for application 
to mixtures of coffee and substitutes which con- 
tain less than 20% coffee, nor lo “caffein frets’^ 
coffee. 

In the analysis of such coffees ot I6\v caffeuf 
content a larger sample than usual should be 
employed, i. c. at least 10 grams. The purifica- 
tion of the extracted caffein by Phillippe’s subli- 
mation procedure (Ibid., 6, 177-91, 235-47, 1915) 
is not sufficient. The proper method is to extract 
the crude caffein with chloroform, then evaporate 
the solution with from 0.1 gram to 0.2 gram of 
.odium carbonate, re-extract the residue five or 
six times with dry chloroform, collect the liquid 
extracts, evaporate to dryness and weigh.- 
Trioc. 




Put listed the 10th of each month for the tea, 
coffee, spice and fine grocery trades by The Tea 
AND COFFEE TRADE JOUENAL COMPAN Y, lO Wall 
street New York, N. Y„ telephones Hanover 1655 
and 1656; Cable address, Teatbade. The address 
of the company is also the address of the af&cetu. 


Subscriptions : — In the United States and Pos- 
sessions, $3.00 pi*r year ; Canada, $3.25 ; all for- 
eign countries, $3.50; single copies 23 cents. 
Remit by money order or draft ; send currency by 
registered mail. Advertising forms close the 3(1 
of each month ; rates upon application. 
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bountiful days for coffee 

These are record breaking days in the coff. ee trade j* ^”ty"t 

cent " 5 We tw have The" IrJaTe* «pt Z “the history of the trade, incite of the 
fact that the import price averages eighty per cent higher than m 1 J ^ J ; ^ nne oi 

What are the reasons for present conditions? Better coffee ™ ercn “, ° ttenMrl on 
the leading factors. The National Coffee Publicity campaign has focused publ ^ a 

coffee and to a considerable extent has brought about ra e . alcoholic stimulants 

situation favorable to increased consumption of ffee house idea has not 

who seldom drank coffee before now use it regular y. counters have 

expanded as rapidly as some anticipated, nevertheless coffee cafes and _ lunen 
sunnlanted hundreds of saloons. The popularity of the soda fountain lunch has iU t[ 

their employees, served during the lunch hour. The coffee p th eir cottef 

“growler.” ^ The 2,000,000 American soldiers who went overseas and I there ^ 

three times a day, learned to have a keener appreciation o : coffees bene , d flu 

ing to civilian life are using it more than ever before /S gra de coffee a"< 
coffee business. Consumers are not averse to paying good prices tor mgn g 

are consuming it in larger quantities. . ■ difficulty in filing or Y 

The demand for coffee is so great that many packers are ; e becn refflo^' 

This condition is reflected in the large number of roasting plants that have 
and enlarged during recent months. 
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The progressive coffee merchant is taking full advantage of the present favnrahle miiii- 
lion and 1S laying plans not only to maintaiii the volume of trade Imt to incre-ise it lie 

is pushing quality coffees, He is finding new uses for coffee, and conveying tins inf„rmiui,i„ 
his trade. He is educating both dealers and consumers regarding proper hrewiu-*- ami 
grinding- Ide is capitalizing the national publicity campaign and is searching mu mu m,| 
undeveloped sales markets. He is doing his part to build a bigger and better office 
business, Consumption has not reached the saturation point, nor will it fur some time m cum-. 
Intelligent and honest merchandising will enable the trade to retain its present uK im.ige 
!U id bring about a still further increase in coffee consumption.— S. 


MEANWHILE, TEA SALES DWINDLE 

Are the tea interests satisfied to permit tea consumption in this country to dwindle while 
coffee sales grow? It is estimated for the iqjo fiscal year that coffee imporls have 
increased forty-two per cent and tea imports have fallen off twenty per cent. This is a reflec- 
tion on the enterprise of the tea trade. 

There is a fine opportunity to increase the demand for tea in the United States. America 
js the greatest potential tea market in the world— because it is the least developed. If con- 
sumers were made to know the delights and benefits of tea drinking it ought not to be difficult 
lo effect a decided increase in consumption. There is no time to lose. Nearly a year has 
passed since Prohibition presented the tea interests with the best opportunity (hey ever had 
to make millions of converts to the tea cup. Meantime the markets are Hooded with beverages 
of less merit— -and higher price. 

This is a matter that concerns not only the tea producer and importer, but also the packer 
and distributer. Most wholesalers seem satisfied to let this beverage follow in the wake of 
coffee. Why not put some constructive salesmanship back of tear There is an undeveloped 
market for it, and individual packers and distributers can do much toward fostering its use 
without interfering with coffee sales. They already have the sales organization and contact 
with the trade. Demand is merely a matter of education, and this comprehends promoting the 
sale of good tea, and teaching consumers how to brew it properly. 

Once created there should be a constant market for tea. It is an all-weather beverage 
and is appetizing at all hours of the day. Consider its possibilities as a soda fountain drink, 
both summer and winter. Is there a dealer who has gone after the fountain trade aggres- 
sively? How many distributers have done constructive work in creating the afternoon tea 
vogue? In the homes? The factories? The hotels? The dansants? The theatres? The 
dubs? The restaurants? The department stores? 

While the individual packer and distributer can materially help increase tea sales, it 
requires the organized effort of the trade as a whole to take full advantage of the opportunity 
hat lies within the grasp of the tea industry. The Tea Association of the United States in, 
its endeavor to raise funds for a tea campaign deserves the co-operation of every one 
interested in the tea business— S. B, 


TIIE MENACE TO THE FLAVORING EXTRAC I TRADE 

Certain short-sighted flavoring extract manufacturers are selling their products in a trimmer 
that conflicts with the national prohibition law, thus placing the entire industry in jeopa ,rdy. 
A" extremely delicate situation has confronted the extract trade ever since he p ~ " 
"dry” law, In the opinion of many the life of the industry depends upon the careful 
observance of the regulations governing the use of alcohol m e tracts, 'or ' sl ^ e ™ h • 

>he officials of the Flavoring Extract Manufacturers' Assoc, at, on have devo, ttd muc* of h 
energies to protecting the business against nnfa.r leg, slation, cooperating with the authorities 

Jn d interpreting the law to the trade. npnalties Without 

The illegal use of alcohol in flavoring extracts carries wi , - firm to take the' 

“«idering the moral side of the question, it is poor business policy for any firm to 

rhances that this illegal traffic involves. , , ld t be overlooked. 

The retail distributer has a responsibility m thi„- ma - h sence of Jamaica 

Jtaows the kind of people among his customers who would J ue5 his 

I ger > 0r other extracts, for beverage purposes. refuse to sell extracts to 

Nation and has proper respect for the laws of the land he will reuse 

any 0n £ likely to misuse them. — W. G. 



TEA AND COFFEE RESEARCH BUREAU 

<J A department of scientific research under the editors’ direction in which will 
^ be found short, popularized reviews of current and older worEs of phy 

cal-chemical character, fugitive paragraphs, references and articles dealing 
with the history, pharmacology and technology of tea, coffee and spices. 


SACCHARIN IN TEA AND COFFEE 

Because of the Moderate Quantities Re- 
quired for Each Cup Saccharin May 
Well Be Substituted for Sugar 

T HE sugar situation and the rapid develop- 
ment of our coal-tar chemical industry have 
combined to make saccharin of vital interest 
to commercial users of sugar, to the general 
public, and to American chemical manufactur- 
ers. The issuing of a circular by the Monsanto 
Chemical Works advising the use of saccharin 
instead of sugar to sweeten tea and coffee makes 
the matter worthy of the attention of the trade. 

Saccharin has been the subject of much con- 
troversy ever since its discovery. In the United 
States this culminated in 1916 in the opening 
of a suit by the Government against the Mon- 
santo Chemical Company on a charge of vio- 
lating the Pure Food and Drugs Act by the sale 
of saccharin. No ultimate decision having been 
reached, this litigation was revived before the 
United States District Court at St. Louis during 
the latter part of 1919, and unfortunately again 
failed to establish the legal status of saccharin 
owing to a disagreement of the jury. The Mon- 
santo Chemical Company requested the Court 
to proceed immediately with a new trial, but the 
Government attorneys refused to try the case 
until the next term of the court, an action which 
can only be interpreted as indicating a lack of 
confidence by the latter in their case. 

The Discovery of Saccharin 
The material which is the topic of this polem- 
ical discussion is variously known as saccharin, 
benzo-sulphinidum, glusidum, neosaccharin, glu- 
kusin, sycose, saccharol, Sucre de Houille, to- 
luolsiiss, zukerin, and sacarina. It was dis- 
covered in 1879 by Fahlberg, a German chemist, 
during the course of his research on the toluene 
sulphamides with Remsen at Johns Hopkins Uni- 
versity. Subsequent to the observation of its 
great sweetening power, Fahlberg returned to 
Germany and started, to manufacture it on a 


large scale from coal-tar derivatives. Up 
1891, the commercial product contained alwut 
40 per cent of a tasteless isomeric compound, 
hut refinements in the process of mamifacutr, 
since that date have accomplished the commer- 
cial production of a practically pure product 
having 500 times the sweetening power of cane 
sugar. 

Fahlberg considered that “it is nothing more 
than a condiment or spice, and should never 
be tasted in the pure state, because taken ii: 
too large a quantity it will act upon the nerve- 
in such a way as to paralyze the sense of taste, 
just as powerful music stuns or deadens the 
auditory nerves, or a very bright light acts upon 
the optic nerves.” Folin, however, .states tin: 
“its taste, an extreme sweetness in dilute solu- 
tions, merges quickly into an intense and per- 
sistent bitterness when the concentration o! the 
product is materially increased.” Even ill the 
more dilute solutions the quality of the tas:e 
is slightly different from sugar and on con- 
tinued use the persistent sweeiness sometimes 
becomes objectionable to certain individuals. 

Saccharin’s Physiological Effects 
In the course of the prolonged discussion over 
the physiological effects of saccharin much 
scientific data has been produced both support!" 1 -' 
and discrediting this compound. By careml se- 
lection of the references cited, either the ca* 
for or that against saccharin may be definite.' 
proven, and in giving testimony, both sides can 
secure expert witnesses to support their cast 
The prejudice against the use in foods of y 
product derived from coal-tar operated to tie 
disadvantage of saccharin for quite a while, 111 
this opinion is gradually disappearing as is a -‘ 
the belief that the ingestion of a few “ ra '"' 
of saccharin makes harmful and unneccssju. 
work for the kidneys. Much of the car'^ 
physiological investigation was of nccc.s 
crude, and the results of even the better P° 
tions of that work are now largely inapp ir “ 
as the commercial product is now muc P 
than that used for those experiments. 

(Continued on page 703) 
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FACE ABOUT! 


Distributors finding it difficult to handle (Iran China 
and Japan teas profitably owing to abnormally high 
prices would save themselves considerable nervmis 
strain, and at the same time render a real service to the 
consuming public by pushing good black tea— 

JAVA 

CEYLON, INDIA 
and FORMOSA 

Why not acknowledge the corn courageously and work 
along the lines of 

Better Tea for Less Money 

All clever sales-managers will see the point and instruct 
their selling forces to 

DO IT NOW! 

Telephone 680 Beekman 

Handelmaatschappy “Transmarina,” Inc. 

(Trading Company “Transmarina”) 

94 FULTON STREET, NEW YORK, N. Y. 



And Creative W ork 

Sometimes a Merchant wants to start a package 
from just about zero — knows that he needs a good 
name and a good package, and wants someone to 
supply them outright. 

Again he has a good brand-name and is looking 
for someone to visualize it for him in a snappy 
package. 

Zhe UNION DUPLEX BAG particularly 

welcomes such opportunities — because those are 
the real opportunities. 

UNION BAG & PAPER CORPORATION 

PRINCIPAL OFFICES ■ WOOLWORTH BUILDING ■ N 


This is the third of four display advertisements in behalf 

3 f Vhe UNION DUPLEX BAG._ The fourth 

advertisement will appear in the July issue of The 
Tea & Coffee Trade Journal. 

When Writing Advertisers, Kindly Mention The Tea and Coffee Thade Joeknai. 
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please don't be content with a 
mere picture of this “Bay and 
Climate” package. Write us for 
a sample of the actual bag and a 
sworn copy of the proprietor’s 
letter. 


Behind many of our fancy products 
there is an interesting story of 
creative work on our part. In 
detail, these stories are mailers of 
confidence between us and our 
Customers. But something of this 
work can be described without 
improper or unauthorized applica- 
tion to individual cases: 

Customers come to us and say 
Irankly, "This package of outs is 
not what it ought to be. We’ve 
known it for some time, but don’t 
know exactly how to change it for 
the better." 

Often enough the work requires 
starting fiom the bottom and re- 
building, Other times, a slight 
civange will do the job. 

The use of a poor retail package 
permits valuable ’"good will ’ to go 
to waste. A good retail package 
concentrates "good will.” 

*»1> ‘CAe UNION DUPLEX 

1 AG this can be accomplished at 
a cost considerably lower than 
raany unproductive containers. It's 
“igelv a matter of knowing how — 
_ " R are making that the biggest 

part of our business. 





S25SP 


r.\ T 5P and packed by 

KMS- HENRY CO. 

B °'EGO CALIF. U.S.a! 




Whi-ii WrltillK Ailv.Ttiwrs, Kill, M.v lli'ntiun Ti:e Tea and C,,h i:>' Tkai.k hmi 
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P AGES in Ladies Home Journal, color pages in various 
publications— a list of 25 in all, car cards, local news- 
paper ads in a big list all over the country all make the 
1920 G. Washington Coffee advertising campaign the 
strongest ever put behind a nationally distributed coffee! 
Keep G. Washington’s Coffee right up front— it will 
pay you. Attractive display material on request. 
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COFFEE 

Originated by Mr . Washington in 1909. 

G. Washington Sales Co., Inc., 334 Fifth Avenue, N. Y. C. 


When Writing Advertisers. Kindly Mention Tiie Tea and Coffee 1k\I'E T k 
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(Continued from page 60S) 
but for the benefit of those who desire to in- 
vestigate the case more thoroughly a compre- 
hensive bibliography is appended. 

Probably the most inclusive investigation of 
saccharin conducted and the one from which 
the fairest conclusions were drawn was that per- 
formed by Herter and Folin for the Referee 
Board of Consulting Scientific Experts in 1909- 
1911. The main general conclusions reached In- 
tfie hoard are as follows: 

(1) Saccharin in small quantities (0.3 gram 
per day or less) added to the food is without 
deleterious or poisonous action and is not in- 
jurious to the health of normaladults, so far as is 
ascertainable by available methods of study. 

(2) Saccharin in large quantities (over 0.3 
gram per day and especially above 1 gram daily) 
added to the food, if taken for considerable 
periods of time, especially after months, is liable 
to induce disturbances of digestion. 

(3) The admixture of saccharin with food in 
small or large quantities has not been found to 
alter the quality or strength of the food. It is 
obvious, however, that the addition of saccharin 
to food as a substitute for cane sugar or some 
other form of sugar must be regarded as a sub- 
stitution involving a reduction of the food value 
of the sweetened product and hence as a reduc- 
tion in its quality. 

Why Saccharin Might Replace Sugar 

As 0.06 gram of saccharin may oe considered 
to be equivalent to 25 grams of sugar (the 
average amount used to sweeten the usual sized 
cup of tea or coffee), it is difficult to see in 
the light of these conclusions how the use of 
saccharin for such purposes can be harmful to 
the person who consumes a moderate amount of 
these beverages. True, the substitution of sac- 
charin for sugar will lower the actual calorific 
value of these drinks, but insofar as their main 
dietetic value is not based upon the actual but 
rather upon their adjuvant food value and stimu- 
lative index, this decrease is unimportant. 

The main consideration of such a substitution, 
both for the merchant and the consumer, is 
whether the enjoyment of the cup of coffee or 
tea will be lessened or not. The person who 
sanctions this practise will be sufficiently agree- 
able to the usage to cause the psychological ele- 
ment to be eliminated. As in such moderate 
quantities the bitterness and after-taste are not 
apparent, the use of saccharin in tea and coffee 
J^cll may be sanctioned. Also, it should not 
^overlooked, that those persons suffering from 
a e tes, gout, and other kindred ailments, are 
* Us permitted without qualm 
0 enjoy their favorite hot 
rin k, sweetened to their desire. 



TRADE JOURNAL 


lhm.iiHiR vim v 

Ahclas. Wien. mini. \V»r|i„ iss',. Tvt 
Adducro and Mosso. G,iz. Chim. Turin issu 
Anon., Ann. fals., lii.v?. 

rin-m. Zeit. Kop.. /). lsu-207. 

l)rug and Chemical Markets. 6. ;t Hi-c. c-1. 

A. It. O., .1. Sue. Oliem. In*!., ,f7. U7R. (loisf 
Bajohrcn. fieri. Klin. Woch., •>, um>, u'.iuoi 
B atolli, Chem. Zentr.. /. 201, (lAd-li. 

Bcaumetz, Moult. Sclent.. 2, August is.ss. 

Berlin*, Chem. Zeit.. -mi. tlsmui. 

Best. Munch, incd. Wuehsehr., <>}, 1231-2, (U.HTi 
U-cycr. I'hciu. Zig.. x, T'.l-L’. ti:»11n. 

Bernstein. Ztschr. f. Klin. Med..’ jfi, 208; Vi-rhiindl 
( Cong. f. inn. Med., 16. 

Brmmrdcl, p..mhet. ami Ogier, Antmlrs d'llvgleiie 
Putdiipie. m*. :50t>. 

Bruy In ii is, .1. Unarm. Chilli.. f.SXX, 292 ; l',ni| ,1,, rv,...,! 

R«.v. do Beige, 2, 4f>4. (18$S) 

Buratschcnko. Farmazefi. 7. 1 1 .10. (1899) 

Burge, Science. r*4i». tljiisi. 

Caiilnni, I h<ui sch mod. Woch., 15. 278. (lss;i|, 
Carllnfanti and Seelbn, Bull, chilli, farm , 6i r« < ► .1 - 1 4 
541-9. 5K0-0, 013-26. 

Chasserant. R. do Sue. do Biol., to, •jon < 1 ItOl ) 
d? Clermont. Bull. Soc. Chim., 1HSU, 

L>ixon. “A .Manual of l»hariiiacolo«v.'’ 432 ( 1 1M f» > 
Kditorinl, .1. Amor. Mod. Assn.. /. 224. (I««s>. 
Editorial, Drug and Chemical Markets. <>. :.:t. il920|. 
hahlhorg, .1. Sue. Cliom. Ind.. 6, 5K7-9. { 1 > . 

Fischer and Rnkow, Thorn p. Momitsch.. ;x.s7, r» 
Francis and Fortescuo-Brhkdale. •* Tin* Chenii< al 
Basis of Pharmacology,” (1908). 

Gans, fieri. Klin. Woch.. /88y, 281. 

Hcdley, Tborap. Moiuitsrli., 18*6. 114. 

Honfiol. .1. Am. Pllarm. Assoc.. 7, 007 19, (1918) 
Hofmeistor. Wiener Klinik. JHM, 15n. 

.lesson, Arch. f. Hygiene, /<). <14. (1S90). 

Keller. Centralid. f. inn. Med., m, 707, (1898). 
Kohlsehiittir and EUilsxcr, Iieutsch Arch f. Klin. 
Med.. 4/. 17S. (1SS7). 

Kohnheiiu, Z. pliysik. Chem., 39, 830; Chem. Zentr., 
2, 80<>. ( 1903). 

Kuhn. Zeitselir. f. Klin. Med.. 21, 572. (1802). 
Dc-vinstoin, J. Sor. Chem. Ind., 5. 75-0, 421-2, (1880). 
Mathews and McGuigan, J. Am. Med Assn.. !,5, 844. 
May, "Synthetic Drugs,” !). 35, 180, fl'UK). 

Meillore, ,1. phnrm. chiin.. 16, 21-5. (1017). 

Nencki, Chom. Zeit. Ilep.. 23. 372. (1800). 

Neumann, Munch, mod. Woch., mi. lor,]. 

Paul, Bull, do l’Acad. Mod.. 32. (Isssj. 

Petscbek and Zerner. Centralld. f. pcs, Ther., 1*89, 321. 
Plugge. Schmidt’s Jahrb.. 221, 140. llSSOj. 

Kaimon. Giorn. farm, chim., 66, 5-13, (1017*. 
Rasbkovich, Bull, assoc, chim. suer, disf., 26, 353-62. 
Rcpetto, Rev. farnmcoutica. M, 407-10, (1017). 
Reigler, Archiv. f. exper. Path., 36, 300, (1804-5). 
Roger and Garnlcr, Arch. med. exp., J'J, 407-504, 
(1907). 

Salkowski. Virchow’s Archiv., 106, 40, (1880). 

Scafone, Biochem. Contralbl., 3, 1808. 

Schmitt. C. R. Soc. do Biol.. 373, (1001). 

Serger, Chom. Ztg., 86 , 820-30. 

Stoin, Intern. Sugar. .1., 10, 218 21 ; Z. nngew. Chem. 

21, 1004 : Chom. Ztg.. 32, 420. 

Stift, Bied. Centr., 18, 458-60 ; Zeltscfir. dor Ver. 
Rukenzuckind, 1898, 933. 

Solimann. “ A Manual of Pharinac ology,” 67, 507, 
(1918). 

U. S. Dept. Agr., Report 94, Nov. 1911. 

U. S. Dispensatory, 19th Ed., 234-C. 

Von Jaksch, Die Vergift, Nothnagol. Vol. I. 

Von Thumon, Chem. Zeit., 15, 634-5. (1891). 

Windlsch. Woch. fiir Brau., 17, 284-5, (1900). 

Worms, Hull, de 1’Acad. de Med., 20, 504, (1888). 


A LIVE BOOK FOB TEA AND COFFEE MV.\ | 
C. A. Lishawa, president, the Blyth Tea Co., Cin 
cinnati, writes : “ Enclosed find check fur our re- 

newal to The Tea and Coffee Teade Journal. It 
is a fine live book, and every tea and coffee roan 
ought to have it bandy. It is filled with good Ideae 
and suggestions.” 
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j MISCELLANEOUS TRADE NEWS | 

i <1 A department covering the activities j 
1 and developments of the manufacturing 1 
j and distributing tea, coffee, spice and fine | 
| grocery interests and the supply trades. 


A NEW SOLUBLE COFFEE COMPANY 

A $300,000 Corporation Organized in De- 
troit to Produce Soluble Coffee and a 
Coffee Base for Soft Drinks 

nPHE King Coffee Products Corporation, with 
* factory and main offices at 226 E. Jefferson 
avenue, Detroit, was recently incorporated in 
Delaware with a capitalization of $300,000. The 
stock issue consists of 30,000 shares of preferred 
stock, par value $10 a share, and 100,000 shares oi 
common stock, no par value. The officials of the 
corporation are: John E. King, president; L. C. 
Waldo, vice-president, and H. W. Burdon, sec- 
retary-treasurer. 

Under the articles of incorporation permission 
to indulge in the manufacture and sale of all prod- 
ucts and derivatives of coffee is granted. The im- 
mediate activities of this corporation, however, 
will be confined to the manufacture of soluble 
coffee and a coffee base for soft drinks. 

The organizer of the corporation, John E. King, 
is well known to the coffee trade as president of 
the John E. King Coffee Company, Detroit. Some 
fourteen years ago, believing that in soluble coffee 
lay the solution of many of the inefficiencies of 
the coffee business, he began preliminary work 
on the preparation of such a product. 

To intensify and facilitate his investigations he 
installed a Fellowship at the Mellon Institute of 
Industrial Research, Pittsburgh, in October, 1916. 
The chemical research work, which was conducted 
at this institution under the direction of C. W. 
Trigg, was not confined solely to the production 
of a soluble coffee, but comprehensively covered 
the entire field of coffee technology. Much valu- 
able data has been obtained from this inquiry. 
The only publication so far emanating from this 
work have been the paper on “Coffee Grinds and 
^jfckages ” which, together with a suggestive re- 
port on caffetannic acid, was presented by Mr. 
King before the November, 1917, convention of 
the National Coffee Roasters Association at Chi- 
cago, and the “Trigg” series on coffee published 
in The Tea and Coffee^ Trade Journal during 
the past four years. From now on further papers 


on the results of the work will be released inter- 
mittently. 

This chemically controlled research on soluble 
coffee, after successfully passing through tin- 
laboratory stage, was placed upon a small unit 
plant basis. Here the process was thoroughly 
tested and many improvements in the procedure 
were perfected. The product obtained at this 
stage was of sufficient merit to meet Mr. King's 
rigid requirements, so that, after providing it with 
strong patent protection, it was decided to in 
stall the process on a commercial scale. 

The soluble coffee which is to be manufactured 
will be packed by up-to-date methods in the con- 
ventional type of friction-top tin can. It will be 
marketed both under the corporation’s name and 
under private labels for jobbers, chain stores, mail 
order houses, etc. , 


AN IMPROVED PEANUT STONER 


Lambert Machine Company Announces a 
New Type Apparatus That Saves 
Time and Labor 


A P. GROHENS, president of the Lambert 
• Machine Company, recently announced a 
new type of peanut stoning machine which it is 
thought will revolutionize the method of cleaning 



shelled peanuts. In addition to saving time and 
labor, the apparatus is said to clean the raw pea- 
nuts more thoroughly than has hitherto been 
possible. 

In telling about the machine, Mr. Grohens sa>' 
it cleans the peanuts while raw, before they g° 
into the blancher and roaster, and remove an} 
size or weight stone that may be among the pea- 
nuts. He states that by the old method it ts 
necessary not only to stone after blanching, but 
that because the machines remove only the stonc. 
that are heavier than the peanuts it is neces>ar> 
to pick out the smaller ones by hand. The ne\> 
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machine is designed to do away with this hand 
labor. 

The new apparatus was developed only ; ,f u . r 
many years of costly experimental work. Patents 
have been applied for. 


NEW' YORK ROASTERS HOLD MEETING 
The New York branch of the National Coffee 
Roasters Association agreed at a meeting held 
May 18 to make up a new card of roasting costs 
cm a basis of one cent a pound and asked the’ 
national organization to have the cards printed 
and offered at cost to all roasters, whether mem- 
bers or not. Other matters discussed were the 
new National Coffee Roasters Association guaran- 
teed cost and freight contract, the advertising cam- 
paign, listing of coffee as a perishable food so a< 
to obtain priority in railroad transportation, and 
inviting the New England branch to he the guests 
of the New Y’ork body some time in the neat 
future, possibly during the time the America's 
cup race is being run off in July. 


ROASTING RATES INCREASED 
The new Philadelphia branch of the N. C. R A. 
held a meeting June 3, and agreed to change their 
toasting basis from three-quarters of a cent per 
pound to one cent, as prevails in New York. 
President Bonsor presided, and Allan P. Ames, 
the Joint Coffee Trade Committee’s publicity di- 
rector in the New York office, was a guest of 
honor. About twenty-five roasters were present. 


EDUCATING CONTAINER SALESMEN 
Charles P. Wellman, of the National Packaging 
Machinery Co,, Boston, has for some time past 
been preaching service with sales to his fellows 
in the folding box trade. Recently he got out two 
pamphlets, the first of a series, expressing his 
ideas on the subject, and sent them to salesmen 
at folding containers. The first was in the nature 
°f au introduction and was entitled “Are You 
a Salesman of Folding Boxes?”; the second bore 
the title “Are You Selling Service or Only Card- 
board?” More along the same lines are expected 
to appear in the near future. 


JAPAN TEA FIRM OPENS BRANCH 
Mitsui & Co., Ltd., New York, have opened a 
branch office in Chicago to take care of their 
growing tea business in that section. M. B. 
onant, well known in the Chicago trade, is in 
c ar ?t. This is the firm which recently made 
arra ngements with the Fuji Company of Shid- 
au oka to handle all its shipments of Japan teas, 
w 't the exception of Pacific coast business. 


. CROCERY TRADE DIGEST 

The most important news happenings i 
of the month boiled down for busy readers. £ 


RETAILERS HOLD CONVENTION 

I he Twenty-third Animal Meeting Was 

Notable Chiefly for Its Discussions of 
Association Policies 

TRADE practice:, are mu likely to be allivted 
materially as a result of the diwusduns at 
tlic twenty-third annual convention of the 
Xaiicnal Association of Retail Grocers held in 
Atlanta, May 17-19. 1 here was about the usual 

number of delegates in attendance, they coming 
from practically every state in the Union, and 
proceedings were largely confined to discussion 
of association policies. 

John A. Ulmer, Toledo, was reelected president. 
These other officers were also chosen : Vice 
President, Francis E. Kampcr, Atlanta; Past 
President, John II. Schaefer, Davenport, la.; 
Treasurer, John H. Spcas, Kansas City; Trustees, 
Frank B. Connolly, San Francisco, Philip A. I)c- 
Ptiyt, Rochester, N. Y., and George A. Amidson, 
Providence, R. I. Kansas City was chosen as 
the next convention city. 

Among the more important resolutions adopted 
were those disapproving the practice of manufac- 
turers guaranteeing prices against decline to the 
jobber unless the latter in turn protects the re- 
tailer; requesting that wholesale grocers return 
to the cash discounts withdrawn during the war; 
declaring commissary ventures operated by cor- 
porations or buying clubs promoted by manufac- 
turers to be a species of unfair competition: de- 
claring that co-operative buying by retailers to be 
a local matter, to be handled as such, rather than 
to make it a national issue; endorsing the 
Stephens bill; criticising President Wilson and 
Attorney General Palmer for their utterances 
holding the retailers accountable for the high cost 
of living; recommending legislation for the pur- 
pose of increasing production and thus reducing 
the cost of living; asking manufacturers and 
jobbers to give more attention to the packing and 
shipping of merchandise; naming a code of ethics 
to govern <he retailers in their business. 

Requesting manufacturers to submit their can- 
vassing plans to the local grocers in order to 
eliminate expanse of delivering fictitious orders; 
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condemning ilic practice of grocers who counter- 
mand orders given in good faith; insisting that 
manufacturers naming prices considerably in ad- 
vance of the previous season announce that they 
and not the retail grocer arc responsible for the 
advance; asking Congress to pass a garnishment 
law so that worthy Federal employes can more 
readily obtain credit consideration ; endorsing 
publications refusing mail order house advertis- 
ing; calling upon the Bureau of Markets to assist 
in overcoming the practice of allowing perishable 
freight to remain on railroad tracks during a 
slumping market to spoil and throwing the odium 
upon the food trade; commending the Federal 
Trade Commission for its rulings with reference 
to false advertising and misrepresentation in the 
sale of merchandise. 

Massachusetts Probing Grocery Prices 
The retail grocers of Massachusetts have been 
called upon by the State Commission on the 
Necessities of Life to disclose their margins ot 
profits on some twenty-seven staple articles of 
food. At the outset, the Commission expected 
answers to their questionaires from about 7,000 
retailers. Local fair price committees are ex- 
pected to examine the returns and report evidence 
of undue profits to the Federal Department of 
Justice. 


Rice Advertising Campaign Projected 
The Rice Millers Association, comprising all 
of the Louisana, Texas and Arkansas millers, 
met in New Orleans May 19 and adopted a five 
year schedule for a national advertising cam- 
paign. About ninety per cent of the rice in- 
terests at the meeting agreed to the publicity 
plan which is designed to promote both domestic 
and export business. Frank A. Godchaux, presi- 
dent of the Louisiana State Rice Milling Com- 
pany, was chosen president of the Millers’ asso- 
ciation. 


Southern Grocers Elect 
The twenty-seventh annual convention of the 
Southern Wholesale Grocers Association at St. 
Louis ended its three day session on May 14 by 
reelecting President J. H. McLaurin for the 
eleventh consecutive term. In recognition of his 
work he was voted a salary of $25,000 a year. 
The other officers elected were: E. A. Hum- 
phrey, Clinton, Okla., first vice president; A. 
McVay, Huntington, W. Va., second vice presi- 
dent ; W. D. Cleveland, Houston, third vice presi- 
dent; A. E. Gilster, St. Louis, fourth vice presi- 


dent; C. C. Higgins, Columbus, O., fifth \i,x 
president; Edgar Fowler, Seattle, sixth vice piv-i- 
dent, and W. G. Upchurch, Jacksonville, Fla,, 
treasurer. 

National Wholesalers in Convention 

A particularly attractive program has been pre- 
pared for the fourteenth annual convention of 
the National Wholesale Grocers Association a; 
Colorado Springs, Colo., June 9-11. Among ilk 
speakers are Fred Mason, W. J. Sears, Hon. \\ 
B. Colter, Henry C. Hall, of the Intersia'c 
Commerce Commission; William Sproule, presi- 
dent of the Southern Pacific Railway Co., and 
Asa E. Ramsey, of itlie Federal Reserve Bank 
of Kansas City. 

Charges Price Agreement Among Grocers 

Forty-five wholesale grocers in Kansas, thirty 
eight in Missouri and officials of the Theodore 
Poehler Mercantile Company have been accused 
of maintaining a price agreement in violation ui 
ihe states’ anti-monopoly laws. Attorney General 
Hopkins of Kansas has been investigating the 
charges and warrants were issued for the nix 
of F. H. Smilhmeyer, president, and George 
Kirchoff, secretary, of the Poehler Company. 
The complaints issued charged that an agreement 
was entered into “ to control and advance " the 
price of sugar, flour, canned goods, soap, cereals, 
coffee, tea. dried fruits and other articles to the 
consumer. 


Shredded Wheat Co. Absolved 
The Federal Trade Commission has withdrawn 
its complaint against the Shredded Wheat Com- 
pany in which it charged that the company had 
persecuted the Ross Food Company by bringing 
against it a “costly and vexatious” suit. Tht> 
referred to the .court action brought hv the 
Shredded Wheat Company against the Ross Com- 
pany to restrain it from making a biscuit l!»* 
was almost identical in form and charactei 
the well known Niagara Falls product. Short \ 
after action was begun, the Federal Trade G ,n ’ 
mission issued the complaint which has just 
been dismissed. 


Changing Cereal Distribution Methods 
In regard to its change of distribution chan"* 
from Armour & Company, the meat packers o 
wholesale grocers, the Armour Grain Cr.nipte^ 
says that about half the wholesalers in the Uni^ 
States are now handling its cereals. The c 
pany declares that the Federal decree again 
packers does pertain to its cereal business. 
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tea department 

J. ARON & COMPANY, Inc. 

COFFEE IMPORTERS 

416 POYDRAS STREET NEW ORLEANS, LA. 

New Direct Shipments 

Ceylon - India - Java 
Japan - China - Formosa 

TEAS 

Continually Arriving 

Stocks Carried in 

New York— Boston— Chicago— St. Paul 
Kansas City— San Francisco 
Montreal— Toronto 
Vancouver 

Before Buying Ask Our Broker to Show 
You Samples. Our Prices Will Interest You 


When Writing Advertisers, Kindly Mention The Tea and Coffee Trade Journal 
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PATENTS AND TRADE MARKS 

q Subscribers and advertisers may consult 
this bureau without charge, except that 
postage for reply must accompany all in- 
quiries ; there arc no fees for trade-mark 
searches. 

Trade Journal. 


PATENT OFFICE RECORD 


Patents Granted, Trade. Mark Applications 
Certificates Issued and Labels and 
Prints Registered During the Month 


(Staff Correspondent) 
Washington, D. C., June 1, 1920. 

. * ERE follows a complete record of the latest 
H activities of the United States Patent Office 
in so far as they apply to the tea, coffee, spice an 
general grocery trades. 


Solid Soluble Beverage Extract and Process of 
Manufacturing Same .— Jonathan K. Lippen, 
Battle Creek, Mich., assignor to Fostum Cereal 
Company, Battle Creek, Mich. (1,338,231.) A 
solid soluble beverage extract of a roasted, mix- 
ture including saccharine material, a dextnmzed 
grain-sorghum product, and rye middlings. 


End Folding and Sealing Machine for Cartons. 
—George A. Robinson, Quincy, Mass., assignor 
to Pneumatic Scale Corp., Quincy, Mass. 
(1,338,749.) A machine for folding and scaling 
the end forming flaps of a carton. 


Cooking Utensil . — Henry Grob, Detroit, Mich. 
(1,338,830.) The combination with a cooking 
vessel,’ of a handle therefor disposed vertically at 
one side and secured to the vessel by arms, and a 
shield having a pair of upwardly projecting 
integral spring arms coacting to detachably en- 
gage the lower handle arm whereby the shield is 
supported horizontally below the handle with its 
inner edge resting against the side of the vessel, 
said inner edge being curved to correspond to the 
curvature of the vessel. 


Strainer— Deborah V. Strong, Akron, Ind. 
(1,339,008.) The combination with a coffee pot 
having a hinged cover thereon, and a spout ad- 
jacent the upper end thereof, of a strainer 
hingedly conneqled to the cover at a point oppo- 


site the hinging point of said cover, said strainer 
when the pot is lilted being so positioned as to 
register with the spout opening and strain the 
contents of the pot as it is poured through the 
spout. (Illustrated.) 

Peanut Roaster .— Samuel C. Peckham, Mexia, 
Texas. (1,339,365.) In a peanut roaster, a 
frame, a rock shaft journaled in the frame and 
provided at either end with fixedly attached arms, 
a drum rotatably mounted between the aims, a 
driving medium carried on the frame and ail 
alarm also carried on the -frame, and a gear train 
connecting the driving medium with the drum 
and a second gear train connecting the drum with 
the alarm. 


Grinding Mill for Coffee - Kristen Severn 
Stenbo, Copenhagen, Denmark. (1,340,635.) In 
a grinding mill for coffee comprising an outer 
and an inner grinding member with grinding teeth 



Patents Granted 

.•or ribs, a number of grinding teeth or ribs in the 
said grinding members being equal both w aK 
the recesses between the teeth or ribs are eep - 
and where they are shallowest, the said grinding 
teeth or ribs on both of the said grinding mem- 
bers covering the grinding surfaces entire}, 
or more annular endless grooves in one or 
of the grinding members, the said grooves 1 
secting the teeth or ribs of the grinding mem 


■offee-Roasting Machine .— Frederick * • 
and Edward L. McGrory, Spokane, ing 
340,692.) The combination with the r ■- __ 
chine, of a condenser tank above the 
1 an air circulating fan below the roas > . ^ 

the machine, a suction pipe, from t e ^ 
condenser and provided with a en ^ 
idenser and said pipe extending ron1 
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The demand for Quality Teas is 
increasing. They are our specialty. 
Send us your inquiry the next 
time you are buying 

America. 0 ^ ^ beSt tCaS Wl!l ,ncrcase th ^ consumption of tea in 
a “ ki ' ,ds and ^s. Our specialty 
ronditimis— w^are^in^roritfo.i” , and ^asonal 


tea your 


ic WP arp : n _ „ , . "* v “ seasonal 

trade wants ' mp0rt any kind or 8 rade of 


The A. Colburn Company 

2228-42 North Tenth Street, Philadelphia 


Eat. 1857 


Branch: Daitotei, Formoaa 


7lM 


TELEPHONE— JOHN 4912-3-4. 

CABLE ADDRESS— MACILLET. 
CODES-BENTLEY'S, HEBERS, ABC-Sth. EDIT. 


CAPITAL — $ 1 00,000. 


MACY BROS. & GILLET, INC. 



OLIVER CARTER MACY 

President 

T. RIDGWAY MACY 

Vice-President 


TEA BROKERS 

98 WALL STREET 
NEW YORK 
BOSTON OFFICE: 155 MILK STREET 


LOUIS ALLSTON GILLET 
Treasurer 
HARRY E. HAYES 

Sacratary 


MANY OF OUR CUSTOMERS SAY THAT OUR INFORMATION, ADVICE AND 
EFFICIENT SERVICE HAVE BEEN VERY HELPFUL TO THEM. PERHAPS WE 
CAN HELP YOU ALSO. 

WRITE, WIRE OR TELEPHONE ONE OF OUR OFFICES WHEN YOU ARE IN THE 
MARKET, OR IF YOU DESIRE ANY INFORMATION. 

IF YOU ARE NOT RECEIVING OUR MONTHL Y BULLETIN WE WILL BE CLAD 
TO PUT YOU ON OUR MAILING LIST. 

aim to give both buyers and sellers a service not yet attained 
IN THIS country and believe we have the facilities for doing it. 


When Writing Advertisers, Kindly Mention The Tea and Coffee Thade Joubsal 
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denser to the roasting chamber and provided with 
an inlet nozzle therein, and a return pipe from 
the fan to the roasting machine and said return 
pipe having a portion below the tan and means 
for disposing of water of condensation in said 
portion. 

TRADE MARKS PENDING 
The following marks have been favorably acted 
upon. Any person who believes he would be 
damaged by the registration of a mark may 
within thirty days enter opposition to prevent the 
proposed registration. All inquiries should be 
addressed to The Tea and Coffee Trade 
Journal, 79 Wall street, New York, N. Y. 

Week Ending April 27, 1920 
“Senate.” (125,846.) J. F. Halladay & Son, 
Battle Creek, Mich. Coffee. 


“ Factor ” in shaded circle. (123,125.) D. 
Stuart Jones, Washington, D. C. Coffee and tea. 

“Dieu Ayde” on crest. (126,562.) Berestord 
B. de Montmorency, Chicago. Teas. 


Week Ending May 11, 1920 

“Porcelain” with design. (107,123.) Jacob 
J. Vollrath Mfg. Co., Sheboygan, Wis. Coffee- 
biggins, coffee-boilers, coffee-pots, tea-pots, tea- 
steepers, tea and coffee strainers, etc. 

“Vanity.” (126,526.) A. Kickbusch Grocery 
Co., Wausau, Wis. Food-flavoring extracts, tea, 
cocoa, rice, macaroni, and certain other named 
food products. 

“Nassac” (129,126) and “Royal Gem” with 
figure of. (129,127.) Chase & Sanborn, Boston. 
Tea. 

“Twin” with two figures. (129,294.) D. W. 
Thacker, Springfield, Ohio. Coffee. 


TWIN. 




SANTOSWEET 

/Xf. 



Joy.fx 3 


BURNS 

/3.r.*‘7 

n as sac 


rtlGHAVARK 



/•18.S 4(, 





RUMFDRD 




ni¥sv 



/ij.i'ij Z3o.sr*l 


Trade Marks Pending 


“ King of the Cup ” with crown on black. 
(127,774.) The Royall Coffee Co., Corsicana, 
Texas. Coffee and tea. 

“Segbro.” (128,410.) Seggerman Bros., 
New York. Chocolate packed in boxes and 
packages. 

W eek Ending May 4, 1920 
“ Blue Diamond ” with figure of. (116,734.) 
Austin Nichols & Co., New York. Coffee. 

“ Topsy ” with figure of colored girl. (120,744.) 
Clarke Bros. Stores, Scranton, Pa. Peanuts in 
shell and peanut-butter* 


“ Saniosweet.” (129,552.) The Woolson Spice 
Co., Toledo. Coffee. 

“King Appetite” with figure. (130,549.) 
Odclsa Mfg. Co., Oklahoma City. Coffees, teas, 
spices, food-flavoring extracts, rice, etc. 

Week Ending May 18, 1920 
“ Lamborn & Co." with figure of ktnih> i" 
Circle. (111,881.) Lamborn & Co., New York 
Tea, sugar, American wheat flour. 

“Ritmford Baking Powder" with 
(123,454.) Rumford Chemical Works, P f0 ' ! 
dence. Baking-powder. 
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FRANCIS PEEK & CO., Ltd. 

Head Office: 20 Eastcheap, London, E. C, 


SINGAPORE JAVA 

Laidlaw Batavia, Soerabaja, Bandoeng 

Buddings and Semarang 


SUMATRA 

Medan and 
Padang 


EXPORTERS of JAVA TEA 

and other Dutch East Indian Produce 


TIN RUBBER SUGAR 

COFFEE RICE TAPIOCA PEPPER CITRONELLA OIL, ETC. 

WRITE TO OUR BATAVIA HOUSE AND ASK TO BE PLACED ON 
MAIL LIST TO RECEIVE OUR JAVA MONTHLY PRODUCE REPORT 


JAVA TEAS OF 
DIRECT IMPORT 


JAVA PLANTA- 
TION RUBBER 


ROWLEY DAVIES & CO., Limited 

Exporters and Importers 

BATAVIA 

JAVA 


HEAD OFFICE : FENCHURCH HOUSE, 5 FENCHURCH ST. 

LONDON, E. C. 

Will Gladly Reply to Enquiries and Supply All Information 


When Writing Advertisera, 


Kindi, Mention Tb« Tia and Com® Taadd Jodbnal 
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“Bums.” (125,217.) Jabez Burns & Sons, 
New York. Machinery and parts thereof for 
treating coffee, tea, spices, baking-powder, cereals, 
nuts, and cocoa. 

“High Mark.” (126,863.) Johnson & Murray, 
Utica, N. Y. Coffee and tea. 

“Breeze.” (128,482.) Ades Product Corp., 

Philadelphia. Food-flavoring extracts. 


Trade Marks Registered 
This is a record of trade marks which have 
been registered and for which certificates have 
been issued : 

Negro Waiter, picture of. (130,703.) Duncan 
Coffee Co., Houston, Texas. Coffee. 

“Granuieco.” (130,736.) Grand Union Tea 
Co., Brooklyn, N. Y. Tea. 

“Konilla” (130,780.) H. Kohnstamm & Co., 
New York. Food flavoring extracts.’ 

“MEP” in wreath. (130,797.) Limpert Bros., 
New York. Extract having a maple-flavor and 
used for flavoring desserts, ice cream, confec- 
tions, and syrups used as food. 

* Resoleum .” (130,803.) McCormick & Co., 

Baltimore. Spices and certain named extracts 
and flavors. 

“ Loyalty, Honor, and Fidelity,” with shield 
and circle design. (130,877.) Wm. T. Reynolds 
& Co., Poughkeepsie, N. Y. Coffee, rice, olive 
oil, dried fruits, and butter. 

“ Housewife.” (131,002.) Woolson Spice Co., 
Toledo. Coffee. 

“ Paranilla.” (131,161.) H. Kohnstamm & 
Co., New York. Flavoring extract for foods. 

“Red Boy.” (131,230.) Russell Jobbers 
Mills, Oklahoma City. Tea, spices, peanut-but- 
ter, rice, food flavoring extracts, vinegar and 
prepared mustard. 

“Rayo" 031,244.) Stiles-Pellens Coffee Co., 
Cincinnati. Tea, spices, cocoa, food flavoring ex- 
tracts, rice peanut-butter, and pancake flour. 

“Orange Blossom.” (130,923.) Smart & Final 
Co., Santa Anna, Calif. Roasted coffee in 
packages. 

“Triacup Angel.” (130.722.) Gertrude H. 
Ford Tea Co., New York. Teas. 

Granted May 4, 1920. 


“Rice Hotel.” (131,312.) Gordon Sewall & 
Co., Houstpn, Texas. Coffee. 

“ Pacomi,” with head of woman in shield. 
(131,360.) Page-Connell Coffee Company, St. 
Joseph. Missouri. Coffee, tea, food flavoring 
extracts. 

Granted May 11, 1920. 


OBITUARY 


James W. Phyfe 

James W. Phyfe, one of the oldest members 
of the New York green coffee trade, and widely 
known throughout the country, died May 21 ;u 
his home in New York, age 60 years. Mr. Phyfe 
had been in the coffee business for forty-four 
years, starting at 16 years of age with James \Y 
‘Phyfe & Co., the head of which was his unde. 
He was with this firm for twenty-nine years, 
leaving in 1905 to enter the coffee importing busi- 
ness on his own. Six years ago he retired fro” 1 
active business, but was a frequent visitor thcr 
after among his former associates in Front stm 
Gordon Phyfe, a Front street coffee roaster, is 
son. 

Herman Bendel 

Herman Bendel, one of the founders of Ti! 
mann & Bendel, San Francisco coffee roasters an 
wholesale grocers, died early in May. Col. Ber 
del retired from active business in 1893, bein 
then well advanced in years. He was a vetera 
of the Civil War, going to the front in 1861 as 
captain of a Missouri company. One of his son 
is Col. Stockmar Bendel, a graduate of Wes 
Point and participant in the European War. 


Samuel H. Read 

Samuel H. Read, a member of the wholesalt 
grocery firm of Miner, Read & Tullock, New 
Haven, Conn., died about a month ago at 62 year: 
of age, as the result of a fall. Ralph M. Road 
a son, and formerly connected with the New 
Britain branch of the firm, is in Europe on 3 
business trip. 


Bernhard Berger 

Bernhard Berger, senior member of Berger 
Brothers, New York, wholesale and retail coffee 
and tea firm, died recently, aged 48 years. Born 
in Ccurland, Russia, January 14, 1872, Mr. Berger 
came to this country at the age of sixteen and 
a few years later organized the company of which 
he was head at the time of his death. 


COLOMBO TEA MARKET ACTIVE 
Cables from Colombo the latter part of M« 
reported that apparently the tea market the. 
had reached bottom and general heavy buying^ 
going on. It has been pointed out by a leadir 
American tea authority that the present P rirt 
cost equals the cost in production in rupee cent 
and unless this condition is improved soon, cm 
tailed production can be expected. 
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MARKETS OF THE WORLD 


[ Latest News Letters from Staff and Spe- | 
| cial Correspondents in Foreign and | 
Domestic Trade Centers 1 


THE NEW YORK MARKETS 


Special Market Reviews for “ The Tea and 
Coffee Trade Journal” 


New York, June 3, 1920. 

D URING the month business in Brazilian cof- 
fees continued quiet as a rule, and largely for 
the same reason noted in our last report, viz., 
unsatisfactory shipping conditions. In fact, it is 
believed that otherwise business would have been 
fairly good, as' it is considered reasonable to 
assume that interior roasters and distributors have 
reduced their stocks materially during the long 
period of freight congestion. 

The transportation situation and the resultant 
quietude have had little or no effect on price?, 
which show little change for the month. Indeed, 
the tone was distinctly firmer early in the month, 
especially on Rios and Victorias. Still, practically 
all of their gain of cents was lost subse- 

quently. Although Santos grades showed no 
marked change, the tone was decidedly firm, and 
it was said that really desirable selections readily 
commanded full prices. 

The general firmness was traceable largely to 
advices from primary markets, where prices were 
generally on the up-grade. This was especially 
true of Rio, where the official spot quotation 
gained about 1,000 reis during the month, or 
equivalent to about VAc per pound. The strength 
in Brazil was ascribed primarily to claims that 
the crop would be late instead of early, as orig- 
inally asserted. This naturally created uneasiness 
among shippers there, many of whom had sold 
somewhat freely for shipment from July to Sep- 
tember. As a consequence, it was stated, prices 
for future shipment showed a hardening tendency. 

Toward the end of the month buoyancy pre- 
vailed temporarily owing to reports of extremely 
cold weather in parts of Brazil. The Rio spot 
price advanced sharply; Santos futures gained 
32S to 650 reis in one day; and our market for 
futures also advanced rapidly. The official weather 
reports showed several minimum temperature 
records at or slightly below the freezing point, 
while private advices ^stated that frost had ap- 


peared at some places and that interior interests 
were the chief buyers of Santos futures. Subse- 
quently prices suffered a set-back in all markets 
and it was evident that fears as to possibility of 
frost damage were subsiding. It was pointed out 
that it was too early in the season for frost dam- 
age, although it was also argued that the big 
damage in 1918 was done by a June frost. At any 
rate, it was thought that cold weather would 
further delay the movement, as the bulk of the 
crop is picked and is curing in the fields. 

Firmness was also based partly on the general 
scarcity of cost-and-freight offerings from Brazil, 
Of course, there were some exceptions at times, 
but as a rule the prices quoted were far above 
our parity. This was especially true of coffee for 
prompt or nearby shipment. As a result, business 
was of moderate volume and confined largely to 
re-sellers who wished to take in profits and were 
able to undersell the “direct” market. The firmer 
views of Brazilian shippers were chargeable 
partly lo further material reductions in the Gov- 
ernment stock. One cable early in the month 
stated that the stock had been reduced to 385,(01 
bags; 300,000 having been sold to the L. S. and 
200,000 to Europe. Later another block of 90.00C 
bags was reported sold. 

Mild Coffees Variable 

Conditions in the market for mild coffees ban 
been variable during the month, but much oi tin 
time the tendency of prices has been toward 
slightly lower levels, losses for the month aver 
aging from / to H cent. It was evident that tin 
trade was buying only for immediate require 
ments. Although some fairly large blocks change* 
hands, big business was impossible most oi th' 
time because of financial conditions and the ship 
ping situation. In view of the heavier stocks an 1 
the light demand some say that prices held « 
markably steady. This was especially true oi t» 
better grades of washed coffees, whereas lit* un 
washed were irregular and in some ca?e? riuc 
below the relative Santos grades. For this reaso 
such grades are considered a good investment 
certain authorities, who argue that they J 
same their natural premium over Santos « 
pressure relaxes. According to some expeneno- 
and conservative merchants, quietude is not 
prising at this season, when everyone is -I 10 
to await the outcome of the new crop « ,tcl 
be ready for shipment between now and Ju 5 
This season, as usual during Presidents. } • 
the tendency to await political deve °P"^ 
also a check to business. The export ^ 
which was a gratifying feature last ^ 

been in evidence during the month. It ■>» . 

importers in San Francisco have so 1,n 





$1,000,000 a day for Coffee 


The Statistician of the National City Bank 
of New York estimates that the people of 
the United States have spent $365,000,000 , 
for Coffee during the year ending June 1st, 
1920, and that coffee imports increased 4 2 
per cent over the preceding year. 

You are not getting your share of the bene- 
fits of this phenomena] increase in the coffee 
business unless you are participating in the 
growing advantages of membership in your 
national trade organization. 

The growth and usefulness of the National 
Coffee Roasters Association have kept pace 
with the development of the coffee business. 
Less than two years ago the Association had 
only one salaried employee. 1 o-day there 
are six men and three women in the national 
headquarters of the Association, devoting 
all their time to the interests of the coffee 
trade. 

How Can the N.C.R.A. Help You? 

Ask any member nr ivrite to 

National Coffee Roasters Association 

74 WALL STREET , NEW YORK 

Carl W. Brand, President 

telix Coste, Secretary -Manager 


.. ... w, TKA and Corfu Tkadk Joubmal 
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mild grades very freely for immediate and future 
shipments at decidedly tempting prices, as a re- 
sult of which the interior is fairly well supplied. 

Tea Market Irregular 

Old crop Japan teas have supplied the feature 
of the market this month, being about the only 
exception to the generally prevalent dullness and 
easiness. Buyers in all quarters have taken the 
old crop Japans freely and prices have advanced 
from 2 to 5 cents. It is evident that buyers have 
determined to have a supply on hand to last them 
until something is done to bring prices down in 
Japan. Samples of the new crop Japan teas arc 
now coming forward and prices are the highest 
ever known, from 55 to 70 cents, against 45 to 50 
cents last year. In reply to the question as to 
whether the trade will buy on these levels, con- 
servative members say that buying will be greatly 
restricted. The opinion prevails that something 
of a deadlock may exist for a time, but that as 
America is practically the only market for Japan 
teas, prices there must eventually drop sharply, 
as they did in silk. 

Cables from Formosa stated that the market 
opened late in May with very active buying by 
Pouchong people and prices about 3 cents higher 
than last year. The Calcutta market opened at 
about the usual time with good reports on the 
crops. Owing to the excessive quantity of tea in 
England, India and Ceylon prices have been de- 
clining steadily. In the local market a small busi- 
ness was done in old green teas, but there was not 
much stock available to do business. Otherwise, 
as usual on a declining market, buyers have shown 
little interest. Of course, the state of transporta- 
tion has been one of the most discouraging factors. 

Spices Dull and Narrow 

Dullness and narrowness were the principal 
features of the spice market most of the month, 
although slight improvement in freight condi- 
tions led to a little animation toward the close. 
In the main, however, traffic conditions were 
strikingly unsatisfactory. This, coupled with the 
easier tendency in Europe, and the restriction and 
hesitation in other lines growing out of financial 
conditions and industrial unrest, created a some- 
what easier feeling. In some cases this softening 
proved only temporary, as it is realized that with 
consumption steady and imports extremely light, 
spot supplies are being reduced steadily and there 
is little chance for replacement within the next 
two or three months. — C. K. T. 

COFFEE MEN TAKE SATURDAYS OFF 

The New York Coffee and Sugar Exchange 
was closed the Saturday before Memorial Day, 
and will also be closed all day Saturday during 
June, July and August. 


NEW ORLEANS LETTER 


News of the Trade in the ** Logical Port ” 
as Gathered by Our Correspondent 

New Orleans, June 1, 1520, 

M AY in the New Orleans coffee market was 
a fairly active month, and during part of 
the time trading was good and deliveries large. 
There was no great change in prices, and the 
month ended with slightly lower spot quotations 
and light stock on hand with only a moderate 
amount of coffee afloat, about 200,000 bags in all. 

In the roasters' trade business was reported ac- 
tive all the month, though prices were unchanged. 
Even with indications of lower prices for green 
coffee it is likely that changes in roasters' rates 
will be slow' coming, as other items in the roast- 
ing business than the original supply help to make 
the cost high. , 

As a large proportion of the coffee arriving 
here is imported by or sold to interior houses, the 
supply for the local trade is not overabundant. 

The tea trade has been quiet during the month, 
with buying chiefly to fill in, but a firmer mar- 
ket is looked for, and indications of belter buy- 
ing by interior dealers is reported. 

A surprising number of fancy restaurants and 
small stands, wheic coffee among other things is 
sold, are springing up all over New Orleans' com- 
mercial center, some of them taking the places of 
old, familiar saloons, and the indications are that 
coffee drinking is taking a much stronger hold 
on the public than is generally supposed. ’‘Soft 
drinks ’ of all kinds have advanced in price in 
New Orleans to from 8 to 15c. per glass, and 
coffee in small cups is sold at 5c. and in larger 
ones at 10c. 

Sales of tea at similar places seems to be want- 
ing, but there have been suggestions of establish- 
ing “ tea houses/’ and it is not improbable that 
this will come about in time. Tea here has been 
used mainly in homes, though restaurants al- 
ways have had it, but the “ dripped " coffee ii 
New Orleans has always been one of the city: 
features. 

D. H. Hoffman, for a number of years presi- 
dent of the local Coffee Roasters’ Association 
recently resigned that position to his illness, he 
is recovering slowly from a recent illness, but > 5 
able to be at his office. 

Laz Aron, of the Crescent Coffee Company 
has been elected president in place of 
Hoffman, and has taken active charge, together 
with the committee in arranging for the meeting 
on June 8, at which Felix Coste, of the Nations 
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Coffee Consumption 
Increasing 

Statistics show a decided increase in coffee 
consumption. Many believe prohibition has 
had much to do with this gain. Without doubt, 
the campaign of the Joint Coffee Trade Pub- 
licity Committee has been an important factor 
in increasing the demand for the “ Universal 
Beverage,” and the Committee is to be com- 
mended for the course it is following. 

We believe that it is possible to bring about 
a further increase in the demand for coffee. 
Intensive sales effort and close co-operation be- 
tween roaster and importer will bring this about. 

Scattered buying means lost motion. Roas- 
ters taking advantage of our Direct from Santos 
Service through our offices in New York, New 
Orleans, Chicago and San Francisco, will avoid 
delays and eliminate middle men’s profits. 

J. Aron & Company, Inc. 

Importers COFFEE Exporters 

New York New Orleans Santos 

Chicago San Francisco London 
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Association, will address the roasters on subjects 
of importance in the trade. 

The Gulf Coffee Company has been organized, 
and has taken over the plant, machinery and good 
will of the late Frank Marshall in New Orleans. 
Ewing Harper, president, stated that the business 
which was extensive, will be carried on along the 
same lines as it was by Mr. Marshall. One of 
the main features of the business is to be pack- 
ing of private brands for jobbers and also a 
general roasting and bulk coffee business. 

The Wheeler & Pelas Coffee Company has 
opened a large establishment at Donaldsonville, 
La., and will handle selected grades of roasted 
and ground coffee, which will be prepared on the 
premises by modern roasting and grinding ma- 
chinery. They held a public reception and served 
coffee to the public on opening. — E. K. P. 


BRAZIL’S COFFEE TRADE 

First Hand Observations of Happenings 
and Conditions in the World’s Greatest 
Coffee Producing Country 


( $ FECI A L CORRESPO X DF.NCE ) 

Rio UE Janiero, April 17. 1920. 

A NALYSING the coffee shipping statistics for 
the 1919-20 half season one finds an interest- 
ing change in methods. For instance, one of the 
effects of the war has heen the substitution of 
liner transport for tramp tonnage. 

As lately as 1917-18, 37.1 per cent of all coffee 
exports was carried by tramps, and only 62.9 per 
cent by liners. In 1918-19 the tramp coefficient 
declined to 32.5 per cent, whilst that of liners 
rose to 67.5 per cent, and, finally, during the half 
crop 1919-20, the percentage of tramp vessels en- 
gaged in the trade was reduced to only 17 per 
cent and the liner percentage rose to 83 per cent. 

To some extent the increase in liner shipments 
is attributed to incorporation of tramp tonnage in 
recently constituted lines, such as the Norwegian 
and Japanese, previously classed as outsiders or 
tramps. The tendency of the regular lines to 
absorb the coffee carrying business seems. indis- 
putable and may be expected to increase as more 
and more tramp steamers arc absorbed. 

The Export Trade 

During the first half of the 1918-19 crop, ex- 
ports of coffee were greatly restricted owing to 
the submarine campaign and consequent shortage 
of tonnage, and fell to only 2,946,771 bags, the 
smallest recorded for the last ten half-crops. 

Directly peace was assured, the reaction set in 
that resulted in^ exports of 7,103,486 bags during 


the second half of the 1918-19 crop, which still 
continues, shipments during the first half of the 
1919-20 crop showing an increase of 2,591,663 
bags or 87.6 per cent on those of same period 1919. 

Exports of coffee per half-crops, Jan.-Dee. 

U. S. A. Europe Total % 61 

Av. 5 years, 

1910-14... 4,819,751 3,005,884 7,825,635 61.6 38.1 
Av. 5 years, 

1914-18... 3,253,426 2,915,241 6.168,667 52.7 17.:; 
1919-20 3,348,823 2,189,611 5,538,434 60.5 351.3 

Of the 3,253,426 bags exported on an average 
during the five half seasons 1914-15 to 1918-19. 
3,253,426 or 52.7 per cent were shipped to the 
United States and 2,915,241 or 47.3 per cent to all 
other destinations. 

During the half season just completed in De- 
cember last, the United States took 3,348,823 bags 
or 60.5 per cent of the total exports, leaving unit 
2,189,611 or 39.5 per cent for consumption of iht 
rest of the world. 

It, however, is a mistake to imagine that con- 
sumption of Brazilian coffees by the United Stale? 
is unprecedented, seeing that during the quin- 
quennium 1910-1914, exports to the U. S. were 
much greater, averaging 4,819,751 bags per annum, 
i. e., 1,470,928 bags or 43.6 per cent greater. 

A Banker ox the 1918 Frost 

In ‘‘The Americas," the editor, Mr. Todd, who 
was lately here on a short visit, predicts “that 
Brazil will never again produce coffee in the 
quantities of before the great freeze,” but "that 
the world’s demand will put coffee to so high a 
price as to more than make up the part of Brazil * 
buying power that was contributed by coffee.’' 

But later on he goes on to spoil his own assump- 
tion by adding that “the great frost of 1918 played 
havoc with the coffee plantations, and it will take 
the coffee area of S. Paulo State fully five years 
to get coffee-bearing back to what it was. Some 
great faccndas are not sending a pound of coffee 
to market this year (1919) and the crop is "sti- 
mated at 20 to 30 per cent of normal. The frost 
bitten coffee trees were pruned back sharply and 
are growing up again, but there are coffee men 
who say that the frozen plants must be entire!} 
up-rooted and the fields planted anew. ' 

It is risky work for anyone, much more novices 
to prophesy about coffee ! 

Experience of the last three big frosts goca to 
show that the trees recovered within three > ea ^ s 
and that crops then beat all records. The 1920 - 
will be the third season after the big freeze ot 
1918 and, as it is admitted that crop (1918- 
would, but for the frost, have beaten all r ecor j- 
it is difficult to understand on what Mr. 0 
bases his anticipations. Fazenda. 
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OUR LONDON LETTER 


The Latest News From Mincing Lane and 
the Continental Trade Centers 


Office of The Tea and Coffee Trade Journal, 
34 Cranbourne Street, London, W. C. 2. 

London, May 5, 1920. 

' I j OO much tea is being placed on the market 
* here. Furthermore, a very large proportion 
of it is decidedly inferior and below average; 
much of the leaf tea from India is rough, stalky, 
and unattractive. When to this is added the fact 
that country buyers are fairly well stocked with 
dearer bought teas, it is not surprising to have 
to report that values at last auctions tended to 
flatness for the best sorts and distinct drops for 
poorer qualities. The fall in Eastern exchange 
helped to lower values and the recent advance 
in the Bank of England official rate of discount 
has had a limiting effect on trading of all sorts. 

Market experts express doubts about the situ- 
ation and are at the moment apparently prepared 
to expect anything. Some optimists promise a 
general fall in all sorts of food prices and perhaps 
the tea weakness justifies their assumption. On 
the other hand, the British public has got so 
far accustomed to high prices nowadays— and per- 
petually increasing prices — that talk of general 
lower values for food and drink has lost almost 
all its old assimilable value. 

With regard to tea, however, it is difficult to 
see how prices can improve unless a bigger whole- 
sale demand springs up. Stocks in bond in the 
whole of this country on April 1st turned out 
again to be very heavy at 230,500,000 lbs. This 
compares with 157,500,000 lbs. at the same date 
last year. Total imports for the first three 
months of this year were 15.000,000 lbs. in excess 
of the home deliveries and re-exports combined. 
W. H. Pease, secretary of the Indian Tea As- 


sociation, has recently been pointing out the 
excessive burden that tea has to bear from high 
freight charges. Before the war the rate of 
freight on tea from Calcutta to London was $6.85 
per ton of 50 cubic feet, or say one-third of a 
penny (2 cents) per pound. During the past 
year the rate has ranged from $25.30 to $44.06 
per ton, the latter rate working out at about 
cents per pound. In the last eleven months 
279,000,000 lbs. of tea have been shipped from 
Northern India to the United Kingdom at an 
approximate cost for freight of $9,631,935. At 
the pre-war rate of $6.85 per ton the cost would 
have been $1,918,810. Freight has, therefore, 
played an important part in putting up costs. 

A glance at English market movements at the 
time of mailing this letter shows that good flavor* 
Ceylon tea is favored, whilst Java is a stead* 
trade. One other fact might be added, and that 
is that sales of tea in Ireland have been extremely 
small during the past month. 

Coffee Prices Going Down 

The coffee market also shows a quieter ten- 
dency, prices generally moving downwards. This 
is particularly obvious in regard to East Indian 
descriptions, which have been freely offered. It 
is declared that prices for the best qualities have 
recently been unduly inflated and with larger 
consignments coming along, lower rates must 
naturally ensue. The export trade remains ex- 
tremely quiet. The view here is that the weak- 
ness of the Brazilian market is ihc main trouble 
of the coffee trade just now. Java coffee has 
recently been bought in at auction, the importers 
considering that the price reserve was very mod- 
erate and that it would pay them to hold. 

The trade in cocoa has for once been firmer 
at the lower end of values than for the finer sort?, 
but West and Eqst African types are well held, 
especially the former. Stocks are ample and a 
certain desire to effect clearances has made itself 


PRIVATE LABEL 

Coffees T pas Spices 

Extracts and Grocers’ Sundries 

We are equipped to roast, blend and pack coffee under private label in any type of 
package. 

We also have complete facilities for packing teas, spices, flavoring extracts and grocers 
sundries. Your own brand or ours. 

For over sixty years we have specialized in work of this character. Let us demonstrate 
our ability to take care of your requirements. Write for samples and prices. 

DAVID G. EVANS COFFEE CO. 

St. Louis 

Established 1858 
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felt. There is. however, no real weakness in this 
trade, which is simply passing through one of its 
minor vicissitudes with respect to enquiry. There 
seems for the moment to be also a readier sale 
for Trinidad than for the closely allied 
Granada. — Thomas Reece. 


INDIA’S TEA TRADE 


The Latest Facts and Comments on Con- 
ditions Affecting Price and Production 

(Special Correspondence) 

Calcutta, April 14, 1920. 

W E have had a fairly successful trade in 
Calcutta this 1919-20 season. Of course 
our crop dees not come to market until May, and 
our regular auction sales are over by the begin- 
ning of April. This last season we have marketed 
81,500,000 lbs. up to March 30, in thirty-three 
auction sales, at an average price of 8 annas 1 
pie, which you may calculate at about 48 cents, 
U. S., to the rupee (a rupee containing 16 annas 
and an anna 12 pies). , 

The average price is no better than in 1918-19, 
but the quantity sotd is greater, in the previous 
season amounting to only 59,300,000 lbs. A 
feature, however, is that the London traders have 
got wise to our market. Before the war, every 
leaf used to be taken by the various buyers for 
foreign and British colonial countries, but now 
the London buyers are here in force and the con- 
sequence is that out of the 81,500,000 lbs., 36,500,- 
000 lbs. have been bought for London, the rest 
going to the other countries. The United States 
has taken over 6,000,000 lbs. during the year, 
Canada, 7,800,000 lbs., and Australia, 9,220,000 
lbs. These are our principal buyers now that 
Russia, who used to take about a half of locally 
sold tea, is down and out South America is a 
recent customer and bought 2,400,000 lbs. this 


season. Our trade with Eastern countries is not 
so bad. Bombay and Persia having relieved us of 

12.000. 000 lbs. and Africa, 2,700,000 lbs. The 
rest has gone here and there in small lots. To 
Britain wc have altogether shipped 303,000,000 
lbs., which is a record, and our whole crop is 

350.000. 000 lbs., against 316'000,000 lbs. last season. 

The tea estates after their winter rest are 

“ flushing ” again and leaf is growing like weeds 
after the rain. We intend to make even more 
tea this year, though it gets me beat to think who 
is going to buy it all, unless Russia stops drink- 
ing blood and vodka and elects to go “ dry " 
again. Still, the Indian tea industry has the luck 
of a U. S. Senator at draw poker, and we shall 
pull through as we always do. 

In the above figures, no green tea is included. 
We make quite a lot but it is never sold publicly, 
the dealers buying whole crops on private con- 
tract. It is mostly sold to transfrontier North- 
westers and Central Asians. Prices are better 
than for blacks, but it is not a favorite article 
with our planters, as it requires more care than 
black and if not quite right, the traders do not 
want it— Charles Judge. 


TEA RE-EXPORTED IN MARCH 
(Staff Correspondence) 


Washington, D. C, May 17, 1920.— The De- 
partment of Commerce reports that 188,605 
pounds of tea, valued at $82,173, were re-exported 
from the United States during March last, as 
compared with 245,437 pounds, valued at $98,862, 
in the preceding month of February, and 512,843 
pounds, valued at $156,533, in January, 1920. 
The quantities, in pounds, sent to each country 
specified, were: 


Czechoslovakia ... 99 

Germany 450 

Greece ' 532 

Italy 20 

Netherlands 21 


Poland and Danzig 1,028 


Other British West 

Indies 1-006 

Cuba -MT'i 

Virgin Islands of 

D. s 

Dutch West Indies <*-» 
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FLOYD W. ROBISON COMPANY 

DETROIT 

ISay 27 th, 1920 . 

vPqA'jfeferteaa C off 93 Company, 

417 st 'Ohio Street , 

Chicago, Illinois. 

Gentlamon: 

X have .your letter of Kay 10th asking if you are justified 
in <ft$lmin£ that Cultured Coffee will show a Java Character aB well 
as ah enhanced oodyv 

In> answer, I wish to call your attention to my articles in 
the Tea £. Coffee Trade Journal which explain why you may expect a 
distinctive character. and an enhanced body in Cultured Coffee- 

The action of the enzymes, produced by the Kioro-Organismfi 
in the culture supplied to you, gradually converts the insoluble 
constituents of the Coffee into soluble, and you can readily see that 
the result must be enhanced body. Your cup tests' will naturally shew 
a Java character as the Llicro-Organisms we use are always found in 
high grade Old Crop .Javas, and their activity produces the same re- 
sults i'h nature' as you get by duplicating natures work in your Plant. 

You have the advantage of being able to select just such 
Kioto -Org&nisms as produce, desired results and of leaving out all 
Undesirable ones, and there are very many of these, which explains 
way natur&s pm duct lacks the uniformity found in your Cultured 
Coffee. 

" ~ Yours very truly, 

natB j. hob 1 son company .■ 


-’Tloyd /fic Hobis 0 /, President. 


TO COFFEE ROASTERS 

If you are interested in the full character of a Java for blending 
purposes, and will agree to carefully compare our Coffee with a good 
grade of Java, we will be pleased to send you a good sized sample 
on application. 

If you like our product you can depend on its uniformity and can 
be assured of getting it at a reasonable price. 

PAN AMERICAN COFFEE COMPANY 
417 West Ohio Street 
Chicago, Illinois 
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Rouxnania 4,002 

Turkey In Europe. 5,773 

England 20,210 

Bermuda 3,720 

British Honduras. 514 

Canada 41,581 

Costa Rica 346 

Guatemala 1,101 

Honduras - - 338 

Nicaragua 224 

Panama 13,128 

Salvador 252 

Mexico 9,796 

Newfoundland and 

Labrador 130 

Barbados 1,930 

Jamaica 3,720 

Trinidad and 
Tobago 540 


Haiti 236 

Dominican Republic 572 

Argentina 19,044 

Brazil 325 

Colombia 3,217 

Ecuador 32 

British Guiana • • 245 

Dutch Guiana . . . 4,982 

Peru 39,706 

Uruguay 532 

Venezuela 1,603 

Chosen 96 

Belgian Kongo ... 51 

British West Africa 11 
British South 

Africa 43 

Canary Islands . . . 952 

French Africa ... 53 

Kamerun, etc. ... 31 

Liberia 30 


TEA IMPORTED DURING APRIL 
(Special Correspondence) 
Washington, D. C., May 27, 1920. — Super- 
vising Tea Examiner Mitchell's report of teas 
examined, rejected and passed during the month 
of April, 1920, shows a net importation for all 
districts in the United States of 6,335,291 pounds, 
with 140 pounds rejected as being below the 
quality standard. The quantities in pounds of 
each variety passed and rejected were: 


Variety. 

Formosa Oolong 

Passed. 

. . . 273,959 

Rejected. 

80 

Congou 

India 

Bind. Ceylon and India.... 

Java 

Sumatra 

. . . 386,433 

. . . 2,323,458 
500 

; ; ; j 444,809 


Ping Suey Green 

Country Green 

Japan 

. . . 210,695 

35,960 
. . . 169,534 








Scented Canton 

Canton Oolong 

33,882 

4,926 

60 

Here are the quantities 

in pounds passed and 

rejected by each inspection district: 


Variety. 

Boston 

Chicago 

Honolulu 

Puget Sound 

St. Paul 

San Francisco 

New York 

Passed. 

. . . 1.187,711 

54,822 

. . . 28,218 
. . . 206.633 

23,120 
. . . 279.656 

. . . 4.535,131 

Rejected. 

80 

60 


SALIENT TRADE NOTES 


G. H. McFadden & Bro.,* New York, have 
opened an office for their coffee department at 79 
Front street. A. Haeussler is in charge. 

Ridgways, Inc. ; has ordered a Burns tea mixer 
of 1,000-pound capacity installed in the New 
York warehouse. There will be a 1,000-pound 
feed bin over the mixer, and the mixed batches 
will be discharged direct into cars for transfer to 
storage bins. 

The New York office of The A. J. Deer Com- 
pany has been removed from the corner of Broad- 
way and 63rd street to the building owned by the 
company at 73 Front street. 

The New Orleans Coffee Co. expects soon to 
add to its equipment two large coffee roasters 
built by the Lambert Machine Co. 

Alex. H. Purcell & Co., coffee brokers of New 
York, recently arranged for exclusive representa- 
tion in the United States of Maurice Bloch, Le- 
peltier & Cia. of Santos and Sao Paulo, Brazil. 

The J. A. Bull Grocery Co., Greenville, S. C., 
will soon install a new coffee roasting plant, in- 
cluding a 500-pound Jubilee roaster with com- 
plete cooler and stoner and other connections. 
This plant will take the place of a small Burns 
outfit with which the roasting of the company’s 
own coffee has been developed. 

A. L. Carpenter, former manager of the E. B. 
Harral coffee firm in New Orleans, and Andrew 
Pabst, lately connected with the Steinwender- 
Stoff regen Company, St. Louis, have joined forces 
and organized the coffee brokerage firm of 
Pabst & Carpenter, with office in the Board of 
Trade building, New Orleans. 

B. T. Babbitt, Inc., has combined the premium 
and advertising departments under the manage- 
ment of J. B. Miller, who was formerly in charge 
of premiums and -now succeeds E. C. Looker, Jr- 
in handling Babbitt advertising. 


Pioneer Builders of 

CANNING AND PACKAGING MACHINERY 

For weighing, fi lling and capping 
square or round containers or cartons 

Guaranteed speed of 100 per minute. Any package — any product. Thirty- 
four years practical experience. 

G. T. Small Manufacturing Co. 

6761 Vernon Avenue St Louis 
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“A Good Campaign To Tie Up To” 
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publicity 
com. / 


Trade Paper Advertising 


Salesmen's Supplies 


Merchandising Counsel 


Scientific Research 


Magazine Advertising I 


Newspaper Advertising 


Medical Advertising 


Domestic Science Department 


Information Service 


Motion Picture 


School Exhibits 


Trade Paper Advertising 


National Advertising 


Merchandising Counsel 


Dealer Helps 


Advertising Service 


Coffee Week 


Prize Contests 


CONSUMER 



NATIONAL CAMPAIGN TO INCREASE THE CONSUMPTION AND 
SALE OF COFFEE Begun April, 1919 

Estimated increase in consumption during first year between 1 5 and 25 per cent. 


JOINT COFFEE TRADE PUBLICITY COMMITTEE 

74 WALL STREET, NEW YORK 


When Writing Advertisers, Kindly Mention Tin Tea and Corral Trade Journal 
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The Mono Service Co., Newark, N. J., is add- 
ing a three story 100x175 foot building to its 
plant, at a cost of about $200,000. 

Fred Kunz, manager of the New Orleans office 
of Ruffner, McDowell & Burch, is expected to re- 
turn from Brazil about July 1. During his ab- 
sence, the office is in charge of John Dupuy. 

The Hudson Bay Co., which operates large 
stores and trading posts in many of the leading 
towns of Northwest Canada, has just placed an 
order with the Lambert Machine Co. for a No. 1 
Class A coffee roasting plant, to be installed in the 
wholesale grocery department of their Winnipeg 
store. 

The A. J. Sheldon Co., New York, importer of 
tea, coffee and olive oil, has moved its offices to 
68 Thomas street. 

The Ginter Co., Boston, which operates a chain 
of stores, will soon install a Burns green coffee 
mixer of 20 bags capacity in the warehouse at 369 
Congress street. 

Paul Oehmig, Jr., of Paul Oehmig & Co., Chi- 
cago, recently visited New York and Vermont 
stone quarries to perfect arrangements for get- 
ting a constant supply of stones used in the manu- 
facture of his firm's grinding equipment. 

The C. D. Kenny Co., New Orleans, has ordered 
two more Lambert coffee roasting and cooling 
outfits, each having a capacity of two bags. 

The North American Tea and Coffee Company 
has leased a store and basement at 156 Water 
street, New York. 

The Kofee Products Co., 3567 Howard street, 
Pittsburgh, recently installed a Burns No. 11 cof- 
fee grinding mill. 

The Peerless Tube Co., manufacturer of col- 
lapsible tubes, is adding a 48x60 storage ware- 
house to its plant at Bloomfield, N. J. 

E. F. Kemp has ordered for his factory at Som- 
erville, Mass., a large capacity peanut blancher, a 
peanut butter mill and a hand peanut picker of 
Lambert make. 


The Dill Co., Norristown, Pa., has joined the 
American Specialty Manufacturers' Association. 

The Samuel Mahon Co., wholesale grocer and 
coffee roaster at Ottumwa, Iowa, will enlarge the 
grinding department by a new installation of 
Burns equipment including a No. 1 and a No. 5 
granulator. The installation will be made com- 
plete by Jabez Burns & Sons, including two 
bucket elevators and the necessary electric motors 
and connections. 

Irving L. Hunt, for fifteen years buyer and gen- 
eral manager of the B. F. Leighton Co., whole- 
sale grocer and provision dealer, Haverhill, Mass., 
has taken a position as buyer, manager and ad- 
visor for the co-operative stores of the General 
Electric Company of Lynn. 

Morris Rosenberg, Los Angeles, has found it 
necessary to enlarge his peanut roasting plant and 
has placed an order with the Lambert Machine 
Co. for another No. 1 peanut roasting outfit. 

The Hummel & Downing Co., Milwaukee, has 
moved its Detroit office to 309 Sun building. 
Walter M. Giles is in charge. 

D. C. Winebrener & Son, wholesale grocers at 
Frederick, Md., have ordered complete equipment 
for roasting coffee with gas fuel. The plant will 
have a Jubilee roaster of 500 pounds capacity, 
Tiptop cooler and stoner, and No. 1 granulator 
with chaff remover. The business of this gro- 
cery house was established in 1824, and there 
are branches at Brunswick, Md., and Charles 
Town, W. Va. 

The Monroe Fibre Board & Paper Co., Mon- 
roe, Mich., has been incorporated with $2,500,000 
capital by V. R. Phillips, C. M. Flyer and 0. L. 
Hankinson. . 

The Frank H. Gibson Co., dealer in teas and 
coffees, Omaha, has placed an order for a special 
Class A coffee roasting plant with the Lambert 
Machine Co. 

W. H. Oehmig, .of Paul Oehmig & Co., left Chi- 
cago on May 22 for a trip to New York and 
Virginia. 


Always On the Market 

Never Over the Market 

Often Under the Market 

We have the largest stock of the finest roasting and drinking coffees of all description. 

We offer teas of every variety. All of fine cup quality. 

JONES BROTHERS TEA COMPANY, Inc. 

107 Front Street, New York 

GUSTAVE E. KRUSE J0Hfi J ‘ McNAMARA 

Manager 

CoffeXa^tmen. T “ D<p “ tm “ t 
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The Inside of 
Your Package 

Does the container you are now using protect your com- 
modity from the effects of atmospheric moisture? 

Does it bring your product to your customers as fresh 
as when it left your factory? 

CANISTERS are lined inside with either parchment or 
glassine paper and insure the contents being kept at their 
best until they reach the consumer. 

Made in round, square and oblong shapes, with jfriction 
tops, screw tops, slip covers and sifter tops. 

Samples will be furnished on request 

The Canister Company of New Jersey 

Sales Office: 19 Battery Place, New York City 
Factory: Phillipsburg, New Jersey 


When Writing Advertisers, Kindly Mention Thb Tba and Coffss Trad® Journal 
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The S. S. Corrugated Paper Machinery Co., 
Brooklyn, N. Y., has purchased property adjoin- 
ing the present plant and will erect a large fac- 
tory building thereon. 

The New Orleans office of Jules Maes & Co., 
located at 443 Gravier street, will soon 
be equipped with complete Burns apparatus for 
testing samples of green coffee, including a 4-cyl- 
inder sample roaster, revolving table with grani- 
toid top, motor-driven sample grinder, keltic out- 
fit and cuspidor. 

Davenport-Warriner & Co. have been organized 
at Tulsa, Okla., to conduct a wholesale grocery 
business with $50,000 capital. John S. Davenport 
is president; A. J. Green, vice-president; J. L. 
Cole, secretary; J. J. Warrincr, treasurer. 

The J. F. Garvey Co., Lincoln, Neb., will soon 
install additional machinery in their peanut butter 
manufacturing department, this addition to con- 
sist of elevators, storage tanks and one of the 
latest Lambert stoning apparatus. The contract 
for building this machinery has been awarded to 
the Lambert Machine Co. 

The Kuebler Grocery Company has been in- 
corporated for $25,000 at Oshkosh, Wis., by F. J. 
Kuebler and J. A. Vrooman. 

The Page-Connell Coffee Co., St. Joseph, Mo., 


will soon add to its coffee grinding equipment a 
Burns No. 1 granulator with chaff remover, and 
a No. 11 mill. 

The California Packing Corp., San Francisco, 
has joined the American Specialty Manufacturers’ 
Association. 

The Crown Chocolate Co., McKeesport, Pa., is 
installing new machinery and equipment, includ- 
ing an Economic No. 3 Class M Lambert peanut 
roasting outfit. 

The United Consumers of America Company, 
capitalized for $1,000,000, has filed incorporation 
papers at Bridgeport, Conn. The concern will 
transact the business of wholesale and retail mer- 
chants and will also manufacture. The incorpora- 
tors are Charles F. Greene, Arthur F. Connor and 
William T. Meyer. 

Hard & Rand’s New York office on the west 
side of town is located at 202 Franklin street. It 
will soon be equipped with new testing apparatus, 
including a Burns sample roaster with three 
cylinders. 

Pure Food Factory “ Hansa,” Mamaroneck, N. 
Y., has joined 'the American Specialty Manufac- 
turers’ Association. 

Clyde M. Hesmer, Evansville, Ind., manufac- 
turer and dealer in food products, will soon add 


M. S. GOOD & CO. 

Coffee and Sugar Brokers 

Foreign and Domestic Letters of Credit 

St. Louie 


MURA! TRADING COMPANY, Ltd. 


TEA DEFAKTIUENT 

96 FRONT ST. 
NEW YORK 


TEAS 

BEANS 


Successor to ‘ 

MEIJl TRADING COMPANY, LTD. 

{Formerly Furuya A Nithimura) 

JAPAN FORMOSA OOLONG INDIA CEYLON JAVA 
OILS SPICES CHILLIES GINGER 


Chicago Branch 
Lake-State Building 


Montreal Branch 
55 St. Francoii Xavier St. 
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The BLICKMAN COFFEE 
URNS are the result of very careful 
scientific experiments. 

They brew coffee with that delicious 
flavor that only an expert can appre- 
ciate — with the use of a lesser quantity 
of coffee. 

The same careful attention is given 
to the design, construction, appearance 
and selection of materials of only the 
highest quality to insure a product of 
maximum efficiency. 

IV rite for our descriptive booklet. 

Address Dept. T 

S. BLICKMAN 

199 Lafayette St New York 


BLICKMAN QUALITY URNS 

All Sizes — All Styles 
Immediate Delivery From Stock 
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to his line of business the manufacture of peanut 
butter. He has placed an order with the Lam- 
bert Machine Co. for one of their peanut roasting 
outfits. 

A new chain of groceries is being formed in 
Kern County, California. Several stores have 
been merged to form the Economic Stores Com- 
pany. A warehouse has been established at 
Bakersfield, and the various stores will be supplied 
by truck. W. H. Coons, of Coons & Price, Mari- 
copa, is buyer and manager of the new concern. 

E. & L. Carnes, Washington, D. C., have just 
ordered a Lambert electric peanut blancher. 

The William Davies Co., Inc., Chicago, has 
joined the American Specialty Manufacturers’ 
A ssociation. 

Another Burns roasting plant will soon be in- 
stalled by the C. D. Kenny Co., Baltimore. This 
will be located at Buffalo and will include a 300- 
pound Jubilee roaster with Tiptop cooler and 
stoner, etc., arranged so that another roaster can 
be added. The Kenny Co. have recently installed 
in their branch at Wheeling, W. Va., a Burns No. 
11 grinding mill with motor; and at Columbus, 
Ohio, a Burns No. 1 granulator with chaff re- 
mover. 

The San Francisco office of M. Levy’s Sons will 
be located at 205-207 California street after June 


1. The building has been remodeled and is situ- 
ated in the heart of the San Francisco coffee 
district. 

On June 1 the offices of the G. Washington 
Sales Company, Inc., were moved to 522 Fifth 
avenue, corner of 44th street, New York. 

The name of the Continental Paper Bag Co , 
New York, has been changed to Continental 
Paper & Bag Mills. 

Dailey Products, Ltd., Hamilton, Ontario, has 
ordered another No. 1 Burns granulator with 
chaff remover, duplicating equipment already in 
use for the production of “ steel-cut ” coffee. 


HUNT & CO. 

The Oldest Japan Tea Exporting House 
in the Orient 


JAPAN TEA :: CHINA TEA 


96 Water St., New York 

CHICAGO MONTREAL 

222 N. Wabash Ave. 3 St. Nicholas St. 

Agencies in Important Cities 


Seggerman Bros., Inc. 

Brokers in 

COCOA BEANS 

AND 

CHOCOLATE PRODUCTS 

A service, thorough in all departments, is offered 
to manufacturers who require attention to detail, 
and are particular as to their gradings of the 
various cocoas. 

S. T. Smith, Mgr. 9 1 Hudson St. 

Cocoa Department New York City 
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MARK YOUR SHIPMENTS 

WITH A DIAGRAPH 

A Size for Every Need (Built to last a Business Lifetime) 

SIMPLICITY, SPEED, ENDURANCE — these, plus new improved features of vital 
importance not to be had in any other machine, have made the DIAGRAPH famous 
everywhere for 17 years. They assure permanent satisfaction. The DIAGRAPH 
performs a broader and more useful range of necessary work than is possible by any 
other construction. That's why you cannot now name the leading shippers in any 
leading industry anywhere without naming owners of DIAGRAPHS in quantities of 
from 1 to 100 or more machines. (Also hundreds used by U. S. and British armieB 
and navies and other departments). That’s why it will pay you to see and try the 
DIAGRAPH first. 

A DIAGRAPH pays for itself. Simply ask us today to send you one prepaid. Give 
it a thorough trial. Buy if you like it. Otherwise return it at our expense. You 
need a DIAGRAPH right now — why wait? 

DIAGRAPH STENCIL MACHINE CORP.IVIS^: 


A 35% Increase In Coffee Imports 

New Orleans continues to make rapid strides as a coffee port. 

In 1918-19, 1,496,305 bags were imported. It is estimated that 
the 1919-20 importations will total at least 3,538,965 bags — an 
increase of 35%. 

New Orleans grows as a coffee port because it has unexcelled 
facilities, and is the most advantageous coffee shipping point for a 
large portion of the United States. 

In spite of car shortage and freight congestion, coffee ship- 
ments flow steadily from New Orleans to interior points. 

As one of the leading New Orleans coffee importing firms, we 
are seeking the opportunity to demonstrate to green coffee buyers 
that New Orleans is their “ logical coffee port.” 

S. PFEIFER & COMPANY 

Brazilian and Mild Coffees 

310 MAGAZINE STREET NEW ORLEANS 


When Writing Advertisers, Kindly Mention Ths Tia and Co Win Thadi Jotjn.VAt 




FOR BETTER DELIVERY METHODS 

fl A department for discussion of delivery problems, designed to 
be of real help to present and prospective users of motor trucks 


OHIO WHOLESALERS FOR TRUCKS GROCERY STORES ON WHEELS 


Grocers’ Association Endorses Shipments 
by Motor Transport and Discusses the 
Advantages of the System 

A FTER investigating the delivery methods 
USC< 1 'by members of the Ohio Wholesale 
Grocers Association, a committee on motor true s 
issued a report a few weeks ago h.ghly endors- 
ing the system and urging improved highways 
and the placing of the motor truck fleets m more 
responsible hands than at present. The h.gh 
lights of the report are: 

“ The traction lines ushered in a new era o 
transports and made possible the delivery of 
goods to a great many points not touched by 
steam roads. But it has remained for the auto- 
mobile industry through its motor trucks to make 
it possible for us to actually lay our merchand.se 
down at our rural customer’s door step. 

“As shippers it (the motor truck) presents to 
US a medium of delivery from our warehouse 
direct to our customers, representing less handling 
of our commodities with a consequent reduction 
of loss through breakage; quicker delivery; and 
the opening up of territory which otherwise 
would not be readily accessible. Likewise it 
means all of this to our customers who recognize 
its advantages. 

“Based upon the amount of goods our house 
ships by these trucks, which will actually average 
« noo oe r week, I would say conservatively that 

SSVk .. ww-u, 

shipped 'by wholesale grocers alone in he State 
of Ohio during 1920 by motor trucks. This 
amount will be greatly increased from year to 
year as territory opens up.” 

‘ The report ended with the suggestions that 
members do all they could to get the highways 
improved and extended; to induce insurance 
' companies to issue policies covering loss damage 
and theft during transit; to adopt a uniform bi 
of lading for truck delivery which would be 
recognized in the courts af a binding contract. 


Describing a Special Motor Truck Rody 
Fitted Up to Carry a Complete Grocery 
Stock to the Housewife’s Door 

(I'TJIE last word in grocery stores," is the 
1 term used by the Lockwood Store at Your 
Door Company, Chicago, to describe briefly its 
special motor truck body, which of late has been 
creating considerable interest in the Middle West. 
The Store at Your Door is a Union motor truck 
equipped with a grocery store body. The body 
contains a complete grocery store in miniature. 



“Stoke at Your Door 


in Use in Illinois 


Everything that the housewife needs is contained 
in Wire racks or on glistening wh.te shelves, 
canned goods, bread, butter, milk, meats and 
dozens of other staple articles are P™ 0 f 

The housewife enters by a door at the 
the body and passes around an aisle inside ^ 
she helps herself to what she wants f ^ 
racks, all with the price plainly marked. V ^ 
them in her market basket and passes 
driver, who checks up the contents of the » 
takes her money, and rings it up on a cash 

handily placed. „.ari inside. 

The whole thing is compactly ar g is 

is well ventilated by windows in 
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Star A 

— FOR 

i Freight 

Boxes 

jhbt Express 

ARE 

Parcel 

Fairly mf 1 

Post 

Priced * 

” Shipments 


STAR CORRUGATED BOX COMPANY. INC. 

‘ront, Gouverneur and South Streets NEW YORK CITY 


W. M. GIFFORD COMPANY 
M,LD Coffee Brokers brazil 

11 India Street Boston, Mass. 

Our direct connections with Coffee Shippers give us the opportunity of securing 
good Coffee at all times. 

We work for those who need our services. Superior facilities for taking care of the 
needs of Green Coffee buyers. 

Cost and Freight — Spot New York and Boston 


FIDELITY CAN CO. 


BALTIMORE, MD. 

Manufacturers of 


Tin Cans and Tin containers 

Manufacturers of BOX SHOOKS and BOXES for ALL CONTAINERS 


When Writing Advertisers, Kindly Mention The Tea tsu Coffee Trade Joobaal 





73 4 


THE TEA AND COFFEE TRADE JOURNAL 


June, 1920 



How Goons Are Arranged in the “Store At Your Door” Motor Truck 
C ustomers enter the truck and help themselves, paying the driver-manager as they leave. 


heated from the engine exhaust in the winter 
and is electrically lighted. Across the back is a 
big refrigerator for perishable goods. Up in the 
front end of the top is a rack where brooms may 
be kept. * 

The trucks run on specified routes. Every 
housewife knows when the truck is scheduled to 
make its appearance and she is ready with her 
market basket. If she is going to be away she 
may leave her order in a previously arranged 
place and put up a call card in the window. Then 
the truck will stop, fill her order and take the pay 
out of a coupon book like an ice book. Weekly 
printed price lists are furnished to the house- 
wives. 

This is the maximum in service. With this 
type of grocery store expenses such as rent, heat, 
light, water, telephone, and wrapping are all 
eliminated and one clerk, the driver, can take care 
of all customers. Even the middleman’s profit 
is gained, cost of delivering groceries from whole- 


sale houses to stores and extra handling are not 
necessary. .It is claimed that a saving of from 10 
to 20 per cent, will be saved to the housewife. 


TRUCKS RELIEVE FREIGHT TIE-UP 

During the height of the recent freight em- 
bargo, the St. Louis Paper Can & Tube Co. main- 
tained an emergency fleet of Packard and Pierce- 
Arrow trucks for hauling raw material to its plant 
and for overland shipment of the finished pro- 
ducts to its customers. By means of this service, 
several Middle West packers of teas, coffees, and 
spices were supplied with containers in spite of 
conditions. The St. Louis Paper Can & Tube 
Co. states that had it not been for motor trucks 
it could not have served its customers, and many 
packers would have been without containers, with 
the consequent possibility of shutting down their 
plants, thus demonstrating once more the economy 
and utility of the motor truck. 


ARCHIBALD & LEWIS CO. 

Importer* and Grinders 

SPICES, SEEDS AND HERBS 

Three Hundred percent increase in our business is proof of the striking superiority of our goods. 

/ Quality assures success. We have solved the quality problem for others. Let us co-operate with yo£ 

IS - DESBROSSES - STREET Esta6lish«& J 1890 NEW YORK 

: i. ‘ 
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Ritchie’s 


ALL FIBER CANS 
TIN TOP AND BOTTOM CANS 


The ideal container in place of expensive tin cans, Ritchie’s Paraffined or Parchment lined cane 
hold the aroma, are airtight and non-absorbing. The ideal package for Coffee, Tea, Spices, Cocoanut 
and all dry foods. 

• Quotations and samples promptly forwarded 

W. C. RITCHIE AND COMPANY 
414 SO. GREEN ST., CHICAGO, ILL. 


USE A TRICOLATOR 

And Make Better COFFEE 

Roasters (now) send TRICOLATORS to complaining cus- 
tomers. They know that the clean, sweet, fresh Paper Filter, 
the^ fool-proof Aluminum Top and the China Urn will make 
their coffee right. 

Send for circular and prices on Home or Hotel size 
TRICOLATORS and Filter Paper. 

THE TRICOLATOR CO. 

54 WEST LAKE STREET CHICAGO 


Coffee Roasting for the Trade Only Coffee Separated 

(No Spice Grinding. No Coffee Selling) 

JOHN W. HAULENBEEK CO. 

(Ettablirhed (or 38 Years) 

NO ACCOUNT TOO LARGE FOR US TO HANDLE. WE MAKE A SPECIALTY OF 
HANDLING OUT OF TOWN ACCOUNTS 

{ 217 

218 NEW YORK 

219 
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I THE FLAVORING EXTRACT TRADE 

A department devoted to the interests of manufacturers 
and dealers in Flavoring Extracts and Essential Oils. 


LAST WARNING FOR EXTRACT MEN 

National Association Officials Announce 
They Have Ceased Pleading and Will 
Act Against Law Breakers 

T HE Flavoring Extract Manufacturers’ Asso- 
ciation of the United States, Charles D. Joyce, 
president, .has lost patience with certain members 
of the extract trade who are said to be violating 
the prohibition act, and in Circular 100 announces 
that "it does not seem to us that any further 
general circularizing will accomplish any good, 
and our next move in this matter will be to act! ” 
In the forepart of the circular it is stated that 
the association has continually been receiving 
complaints that certain extract manufacturing 
firms are selling extracts, particularly essence of 
Jamaica ginger, "in a manner that is in utter 
disregard of the regulations and the law.” 

" These firms are reminded that they are not 
only placing themselves in a position where they 
are liable to have their permits to purchase 
alcohol for any purpose canceled for one whole 
year (thereby putting them out of business), also 
liable to fine or possible imprisonment, in addition 
to having to pay to the Government heavy addi- 
tional taxes on the alcohol that they have used, 
and other special taxes (thereby taking from them 
all profits they may have made), but also plac- 
ing the flavoring extract manufacturing industry 
of the United States in jeopardy. 

“ This association has fought too hard and too 
long for its very existence to put up at this 
critical time with any practice on the part of any 
firm, whether a member of this association or 
not, that is jeopardizing the existence of this 
association and the extract business at the very 
moment when the efforts — the almost superhuman 
efforts — of the association have been crowned with 
at least temporary success. It will not See the 
dearly earned results of its hard work uprooted, 
and its victory lost, because of the misdoings and 
utter indifference of any firm. 

“ This association has circularized its members 
on the subject of the meaning of the prohibition 
laws, and has explained to them the manner in 
which they must do business to comply with these 
laws; and it will not be accepted as an excuse 
from any member that he did not know the law. 
And as to those who £*e not members of this 


association it is not only unfortunate for them, 
that they are not of our membership, but it is 
their duty to know and obey the law. 

" The officers of the association wish to advise 
the membership at this time with regard to the 
sale of flavoring extracts, particularly Jamaica 
ginger, that if any member of this association is 
proven guilty of having wilfully disregarded the 
law and regulations of the prohibition officials, 
and the repeated warnings sent out by this asso- 
ciation against the sale of flavoring extracts for 
improper purposes, such member will be dealt 
with by the executive committee as severely and 
unceremoniously as it lies within the power of 
the committee so to do. Such member will not 
only be denied the privileges, advice and assis- 
tance of the association, and expelled from the 
organization, but will also be dealt with in other 
ways. 

"As the firms that do not belongvto the asso- 
ciation, and who disregard the law, the executive 
committee will take steps to see that they are dealt 
with by the government officials who are in a 
position to reach them and deal with them, accord- 
ing to the law. 

"All of our members should understand, as 
fortunately the vast majority of them do, that this 
is an association to foster and promote the wel- 
fare of the industry, not to tear down and destroy 
it. Those members, and only those members, 
who can work in harmony with the object named 
are entitled to mingle in our midst and be ofie of 
us. 

" There are marty of our members whose flavor- 
ing extract business is their main business, which 
has been built up after a lifetime of effort. 
These members have their money and all of their 
worldly goods invested and at stake. They can- 
not afford to — and as good citizens would, not-- 
take chances; and they cannot afford to sit idlv 
by and see others take chances that in the end 
will not only ruin those others, but ruin them te 
well. t 

" We feel that all of our members have 
thoroughly advised by circulars as to how the} 
can legitimately conduct their extract busmen, 
and have been warned to conduct it*” in no ot.rc 
way. But if there are any of our members 
have not received these circulars and who ha', 
not been warned, and who honestly do not kncm 
how to live up to the law, we refer them to o> 
general counsel, Thomas E. Lannen, 123b 1 * 
National Bank building, Chicago, HL f° r bl, .jj 
information as they may require, which he u 
be glad to give.” 
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Comores 

Bourbon Vanilla Beans 
We are direct receivers 
from the Islands. 

Tahiti 

Vanilla Beans 
Yellow Label 
Shipments received at 
regular intervals. 

ANTOINE CHIRIS CO. 

18-20 PLATT ST. 

NEW YORK 


Connoisseura Use 

UNGERERS 

VANILLA BEANS 

VANILLIN 

COUMARIN 

AND 

FLAVORING 

INGREDIENTS 


UNGERER & CO. 

NEW YORK 

^Wtielplia Chicago San Francisco 


Price's 

Vanilla 



ON’T be misled by the 
greater per cent of profit 
imitation vanilla extracts offer. 
And don’t be misled into think- 
ing you are doing your custo- 
mers a favor in selling them 
extra strength vanilla. In sell- 
ing extracts you are selling ser- 
vice rather than a commodity 
and you should realize what 
quality in vanilla really means. 

Price’s Vanilla pays you the 
per cent of profit you need to do 
business profitably, but it is 
made not with profit as the big 
idea but with quality, rich, mel- 
low flavor and that just-right 
strength which assures good 
baking results. 

Dr. Price’s extracts are packed in 
fall 4 ox., 2 oz., and 1 oz. bottles, 
also 25c and 20c bottles. Order 
from your jobber or write us.' 

Price Flavoring Extract Co. 

In Business 67 Years 
CHICAGO, U. S. A. 
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COLGATE CANS IN ART MUSEUM 

Talc Can and Soap Boxes Whose Designs 
Were Copied from Ancient Objects 
Were Displayed in New York 

I LLUSTRATING how ancient designs can be 
adapted to modem packages, the Metropolitan 
Museum of Art, New York, recently had a display 
of Colgate packages that had been designed from 
art objects in the museum. 


New Colgate Talc Can and Detail of 
Its Design 

The exhibit contained Colgate & Company’s new 
Florient and Cha-Ming talc cans and Chelsea and 
La France Rose soap boxes, each being shown 
alongside of the object from which the design had 
been taken by an artist. 

The accompanying cuts show a Florient talc 
can with a Japanese textile of ancient weave. It 
was from this textile that, the artist took the 
motif for the design of the box and all containers 
of the new Florient products. 


EXTRACT CO. ENLARGES LABORATORY 
The Price Flavoring Extract Co., Chicago, has 
enlarged its chemical laboratory and will extend 
its research work into new fields, with A. F. 
Wussow in charge. Mr. Wussow is a graduate 
of the University of Illinois, with the degree of 
Master of Science. He has specialized in bio- 
logical chemistry, food and nutrition, and has 
,been analyst for the Referee Board, U. S. De- 
partment of Agriculture ; biological chemist to 
Illinois state institutions; first assistant, depart- 
ment of Nutrition, Ohio Agricultural Station; and 
experimental chemist with Armour & Co. Dur- 


ing the war he served as an officer food expert 
in the Food and Nutrition Section, Sanitary 
corps, in camps in this country and for a year 
with the A. E. F. in France. 


EXPECT BIG EXTRACT CONVENTION 

The response to the first notice sent out in 
regard to the Flavoring Extract Manufacturers 
Association convention to be held in Springfield, 
Mass., July 7-9, indicate that this year’s meeting 
will have a larger attendance than ever before. 
It is believed that this convention will be one of 
great importance to the trade. 

L. K- Talmadge, association secretary and 
member of the convention committee, says in 
regard to the reports of the officers and chair- 
men of the several committees that “no extract 
manufacturer can afford to fail to attend the con- 
vention to get first hand information with refer- 
ence to conditions in the industry.” Among the 
entertainment features already settled upon are an 
old fashioned New England clam bake and a trip 
to the summit of celebrated Mt. Tom. 


CAPSICUM IN GINGER ALE 
(Staff Correspondence) 
Washington, D. C, May 15, 1920. — Inspector! 
of the Bureau of Chemistry are keeping a sharp 
watch on shipments of ginger ale coming within 
the jurisdiction of the Federal Pure Food and 
Drug Act to see that bottles are labeled in accor- 
dance with the provisions of the law as outlined 
in Food Inspection Decision 177. This decision 
provides that if capsicum, an extract from red 
pepper, is present in ginger ale that fact must be 
stated on the label. — B. R. W. 


DUTY DRAWBACK ON EXTRACTS 
(From a Staff Correspondent) 
Washington, D. C., June 1, 1920.— The 
Treasury Department has announced the allow- 
ance of drawback on flavoring extracts manu- 
factured by Jaburg Brothers. New York, with 
the use of domestic tax-paid alcohol and also 
drawback has been allowed on lemon and vanilla 
flavoring extracts manufactured by John Roibs- 
child and Company, San Francisco, with the in' 
of domestic tax-paid alcohol.— L amm. 


UNFAIR COMPETITION CHARGED 
(From a Staff Correspondent! 
Washington, D, C-, June 1, 1920.— The re 
eral Trade Commission has cited the Ex- 
Food Products Company, Milwaukee, in a 
plaint of unfair competition in trade. Forty a; 
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OUR SPECIALTIES: 

ALCOHOL 

... and ... 

ESSENCE 

o/GINGER 

AT LOWEST PRICES 


Estimates on bulk or 
bottled extracts to suit 
your trade will be cheer- 
fully furnished. 


ALLIED DRUG AND CHEM- 
ICAL CORPORATION 
2413 Third Avenue New York 


COLLAPSIBLE 

TUBES 

of Pure Tin and Com- 
position Metal. Both 
Plain and Decorated 

SPRINKLER TOPS 


Ask for Prices and Samples 


WHITE METAL 
MANUFACTURING CO. 

1006-12 CLINTON STREET 
HOBOKEN, N. J. 



to other Flavor- 1 double strength 
Grocers, Take Notice 

Formerly women used flavoring extracts 
only when fruits, etc., were not handy. 
Now women are preparing more table de- 
lights than ever before — and it’s all the 
result of Virginia Dare Ex- 
tracts. 

Virginia Dare Extracts get for 
your store the big business these 
Absolutely Pure Flavoring Ex- 
tracts bring in. Real business 
and profit from dependable flavor- 
ing extracts. 21 Flavors. 

Welcome our Saletman when 
he call*. Watch the AdcertUing 
Consumer satisfaction absolutely 
guaranteed. Money refunded by ns 
on slightest complaint. 

GARRETT & CO n Inc. 

FOOD rtODUCTS BTAUISHED IPS 
Buah Terminal — Building* 9 and 10 
Brooklyn, N. Y # 



VANILLA 

BEANS 


THURSTON & BRAIDICH 

27 CLIFF STREET 
NEW YORK 
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are allowed for the filing of answer after which 
time the case will be set down for trial on its 

merits. _ 

The Ex-Zact Food Products Company manu- 
faetures fruit nectars, syrups, flavoring extracts 
and similar products. The Commission cited the 
company to answer averments that it follows the 
unfair practice of giving cash commissions to 
salesmen of wholesalers and jobbers handling its 
products and the products of its competitors, 
thereby creating a direct and personal interest in 
pushing the sale of its products in preference to 
products of its competitors.— Lamm. 

EXTRACT TRADE NOTES 

F. A. Marsek, recently in charge of the United 
Drug Company's perfumery and toilet cream de- 
partment, is now doing special development work 
for the Palmolive Company, Milwaukee. 

W. G. Ungerer, of Ungerer & Co., New York, 
has returned from a lengthy visit in Switzerland, 
France and England. During his stay abroad he 
made agency arrangements for his firm with 
Etablissements Vidal & Charvet, Paris, perfumery 
raw materials. 

Frederick E. Rueckcrt, vice-president of the 
White Metal Manufacturing Co., Hoboken, N. J-, 
died May 9 from wounds inflicted by a burglar in 
his home. 

George V, Gross, head of Geo. V. Gross & Co., 
New York, reached New York early in May after 
a four months trip to Spain and France. While 
abroad Mr. Gross obtained exclusive American 
agencies for the Union de Desstiladorcs de 
Escencias de Espana, Malaga, Spain, distillers of 
essential oils, and F. Varaldi, Cannes, France, 
producer of a large variety of essences and essen- 
tial oils. 

The Sethness Company, flavoring extracts, 
Chicago, has opened a branch office in Denver in 
charge of E. H. Allen. The company has also 


established a branch in Pittsburgh, under the man- 
agement of L. L. Balch. 

F. E. Watermeyer, president of Fritzsche Bros., 
Inc essential oils, New York, was recently hon- 
ored by associates and employees in celebration 
of his completion of twenty-five years continuous 
service with his firm. 

0 A. Brown & Co., Inc., essences and essen- 
tial oils, recently occupied new quarters at 246 
Pearl street, New York. President Brown is now 
in Europe and is not expected to return before 
the middle of July. 

William D. Henderson, president of the Hen- 
derson Lithographing Co., Cincinnati, died May 5. 
He was well known in the extract and toilet 
preparations trades. 

The Whannis Products Co., Augusta, Me., has 
been incorporated with $100,000 capital to manu- 
facture flavoring extracts, non-alcoholic beverages 
and similar products. 

The T. J. Smith Co., 8 East 45th street, New 
York, has been incorporated with $100,000 capital 
to manufacture beverages. 

SPICE ASSOCIATION ELECTS 
Routine business was the order of the day at 
the fourteenth annual meeting of the American 
Spice Trade Association held in New York on 
May 12. These officers were reelected: Presi- 
dent Benj. H. Old, Vice President John Clarke 
and Treasurer J. Melville Morris. The directors 
arc: R. M. Littlejohn, of L. Littlejohn & Co; 
P. S. Weeks, of Chas. F. Smillie & Co.; C. A. 
Thayer, of Austin Nichols & Co., and Chas. D. 
Joyce, of A. Colburn Co. 

The Spice Grinders Section elected these mem- 
bers as their executive committee: Geo. Id- 
Carter, of D. & L. Slade Co., chairman; H- 
Madison, of The Widlar Co. ; C. A. Thayer o 
Austin, Nichols & Co.; Francis J. French, ot • 
T. French Co.; W. M. McCormick, of McCor- 
mick & Co. 


NON-ALCOHOLIC VANILLA COMPOUND 

A delicate flavor is the distributor’s best advertisement. Oak ^ ran 
Vanilla Compound will build a reputation P wK for a 

Trade uses- it with success and complete satisfaction. 

samp!e - -Taste Will Tell — 

VICTORY PRODUCTS CO. 

nivORS EMULSIONS 

ESSENCES FLAVORS PITTSBURGH, PA- 

434-26-28 SECOND AVENUE -* 
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VANILLAS 

of every variety 
ESSENTIAL OILS— ETHERS 

M. L. BARRETT & CO., Importers 

Oldest Vanilla Dealers in U. S. A- 

233 W. Lake St. Chicago 


WHEN PRICES BREAK 

how much loss will you 
have to take on slow- 
selling goods that were 
bought at higher figures? 

Van Duzer’s Certified 
Flavoring Extracts 

cost no more than they did. And their 
price will remain the same when artifi- 
cially high prices are reduced. Safe to 
stock. Safe to sell. Safe to use. 

Van Duzer Extract Co., 



Trade Mark Service 

We Have Standardized the Btttinett 

Can You Read Your 
Titles Clear ? 

— Inquire oh- 

Trade Mark Title Co. 

Established ISOS 

FT. WAYNE, IND. 

Washington, D. C. New York, N. Y. 



FLAVORING 

EXTRACTS 


FOR 

PURITY STRENGTH 
AND FINE FLAVOR; 

WINNER OF 
17 HIGHEST AWARDS? 
AT AMERICAN AND 
EUROPEAN 
EXPOSITIONS 

LARGEST SELLING BRAND 
IN THE UNITED SINES 

32 FLAVORS AND 
OLD VIRGINIA 
FRUITTI' PUNCH 

TEc C.F.SAUERC9 

Bjchmojvd.'VA.. 




A MESSAGE! . 

There '.nay be better tubes than those of Peerless, we 
seldom see them, nor those better decorated, and surely 
none so clean. The combination makes you feel like put- 
ting a flower in your button bole for you’ll be as proud 
of your containers as we are. May we prove it? 


218 Broadway 
New York 
N.Y..U.S.JL 


PEERLESS TUBE CO 
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THE COCOA AND CHOCOLATE TRADE | 

q A department devoted to the interests of importers, | 

manufacturers and distributers of Cocoa and Chocolate. 


U. S. CONSUMING LESS COCOA 

New York Broker Says We Will Use Less 
in 1920 Than in 1919— Business Is 
Sub-Normal 

T HE amount of cocoa consumed in the United 
States during 1920 will be less than used in 
1919, according to S. T. Smith, manager of Seg- 
german Bros.’ cocoa department. On the other 
hand he reports that during the first two months 
of 1920 the world consumption increased over the 
corresponding period of 1919 by some 42,900 tons, 
which would seem to indicate that international 
trade, in a small measure at least, is getting back 
to the pre-war status. 

However, Mr. Smith believes that European 
consumption can have no hearing on the New 
York market at the moment. As an exhibit of 
conditions in world trade he has compiled these 
comparative statistics for 1920 and 1919: 

Tons. 

World stock of cocoa beans on Dec. 31, 1919. 126,000 
Daring Jan. and Feb., 1920, crops of all coun- 

tries were 6o,ooi 

World stock beginning 1920 and crop to end 

World^onsumptionVur'ing Jan. and Feb.. 1920 78.000 

Krc^b^SnVari a°n n d% 2 2k 1920 M.'SS. 
World crop between Jan. 1 and Feb. 28, 1919 66,000 

Less than 1919 ■ 2 - 169 

World consnmption between Jan. 1 and ten. 

28 1920 * u.uuo 

World consumption between Jan. 1 and Feb. 

28, 1919 36,000 

More than 42,900 

In reviewing present and future conditions of 
the cocoa market Mr. Smith says the whole eco- 
nomic condition precludes any dependable judg- 
ments. He states that at the moment the New 
York market is very weak, with consumption lim- 
ited, and lower levels for all cocoas are expected. 
At the end of May further price declines charac- 
terized the market. Business transacted was small 


in volume, grinders filling in for blending pur- 
poses and actual needs only. Cables from primary 
points indicate shipment prices below the spot 
market here, but offerings were small. This, with 
further evident weakness, has curtailed any busi- 
ness to speak of for forward positions. 

It is beyond Question that lower levels will be 
reached by all cocoas. Further freight congestion 
is to be looked for; in fact, the whole situation 
will become much worse before any betterment 
can be expected. Should any turn of events bring 
business to even a normal condition, it will be 
found that the stocks of finer cocoas are available 
in only small quantities. 

THE UNITED KINGDOM’S CACAO 

Since the End of the War the Trade Has 
Increased Nearly Three Fold Over 
the Pre-War Period 

S TATISTICS recently issued by the Board of 
Trade of London show that the cacao trade 
of the United Kingdom has taken a great spurt 
since the end of the war. The figures indicate 
that, as compared with the period immediate > 
preceding the beginning of the war, the 1919 and 
1920 imports have grown nearly three fold. 

The development is shown by the returns is- 
sued by the Board of Trade for February, 19ZU- 
These give the figures representing the unpor ; 
for the first two months of the current year, as 
well as those for the corresponding periods o 
1913 — the pre-war year— and 1919. In Januarj 
and February of 1913, the amount of cacao im- 
ported for all purposes was 164,581 cwt., and t 
figures may be taken as representing the norm 
pre-war trade. In 1919 and 1920, howeser, 


NEW YORK BAKING POWDER CO., Inc. (of Delaware) ALBANY, N.Y. 

Manufacturer* of High Grade Baking Powder* 

Packers of Cocoa, Corn Starch, and Soda 

Private Brandt Our Specialty Largat <u$ortmcnt of Stock Label‘s 
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Hooton’s Cocoa and Chocolate 

Insures Quick Sales and Repeat Orders 

AMERICAN and DUTCH PROCESS COCOA POWDER 

Packed in 

Barrels, Half-Barrels, Fifty and Twenty-five Pound Drums 
“MOGUL” Brand SWEETENED COCOA 
Packed in y lb. tins — ioo lbs. to case. 

“HARVEST” Brand SWEETENED COCOA 
Packed in i lb. tins — ioo lbs. to case. 

“HARVEST” Brand SWEET CHOCOLATE and PREMIUM CHOCOLATE 

Packed in lb. Cakes — ioo lbs. to case. 

“HARVEST” Brand BREAKFAST COCOA 
Packed in y lb. tins — ioo lbs. to case. 

Samples and quotations furnished upon request. 

HOOTON COCOA COMPANY 

NEWARK NEW JERSEY 



iiiuiiiiiiuiiituiiiiiiiiiaiiiiuiiiiuiiiiiuiiiiuiiuiiiiiiiiuiiiu'iiiiiiiiiiiiiiiiiiiiiiiiiiijiiiuiiiiiiiiiiii 

An economic lesson devel- 
oped by the War is cocoa 
packed in cartons ; will 
keep equally as good as tin 
— and cheaper. 


MANUFACTURED BY 

W. H. BAKER, Inc. 

RED HOOK WINCHESTER 

NEW YORK VA. 



A Quality Cocoa 

In A Sales Winning 
Package 

You can safely rec- 
ommend Opler Broth- 
ers’ Cocoa. It will 
mean repeat orders 
for you and, what is 
more, an adequate 
profit. 

The glass jar shown 
illustrates our most 
popular type of pack- 
age. 

We offer you Opler 
Brothers’ Cocoa 
backed by a forceful 
consumer advertising 
campaign. 

Write for samples and prices 

OPLER BROTHERS, Inc. 

692 Greenwich St. 130 No. Welle St. 

NEW YORK CHICAGO 
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entries for the corresponding periods had risen to 
481,425 cwt. and 409,131 cwt. respectively, an enor- 
mous increase. The bulk of this was due to the 
rapidly increasing production of British West 
Africa, no less than 365,052 cwt. coming from 
this source in 1919, and 283,381 cwt. in 1920, as 
compared with 52,080 cwt. in 1913. 

An interesting feature in the returns is the rec- 
ord of the amounts of cacao imported for home 
consumption. In 1913 the figures under this head 
for January and February were 164,581 cwt. in 
1919 and 1920, 194,683 cwt. and 207,547 cwt. respec- 
tively were recorded. These figures illustrate the 
increased consuming capacity of the people for 
chocolate and cacao. Before the war the taste 
for chocolate — mainly among the fair sex— was 
developing, and the effect of the war has been, by 
increasing the spending power of the people, to 
develop largely the consumption of cacao prod- 
ucts. Like the craving for sugar, that for choco- 
late has arisen as a sequence of the diminished 
consumption of alcohol ; and even if the Board of 
Trade figures did not show it, the chocolate-be- 
decked shop windows do. 

Another interesting fact brought out by the re- 
turns is that Great Britain is becoming more and 
more of a distributing centre for cacao. This is, 
of course, due to the closing of Hamburg, for- 
merly the world's distributing centre. The amount 
exported in January and February, 1913, was 
28,539 cwt.; during the corresponding months of 
1920, 166,751 cwt.— C. W. I. 


COCOA AND CHOCOLATE IN CANADA 
The selling value at the factory of all articles 
made in the cocoa and chocolate plants of Canada 
during 1918 (latest year for which statistics arc 
available) was $6,306,379, of which cocoa and 
chocolate contributed $4,670,669, spices $15,499, 
and miscellaneous products $1,620,211. The total 
capital invested in the industry in the Dominion 
was $3,694,339, distributed as follows : Land, 
buildings, and fixtures, $956,300; machinery and 
tools, $744,091 ; materials on hand, finished pro- 
ducts, fuel, and miscellaneous supplies, $1,331,992; 
and cash, trading and operating accounts, and bills 
receivable, $661,956. 

The aggregate of wages and salaries was $742,- 


112 for 451 male and 625 female employees. The 
fuel consumed cost $69,438; miscellaneous ex- 
penses totaled $840,043. The delivered cost at 
the factory of materials used during the year was 
$3,835,469, the principal items making up this 
total being: Cocoa beans (8,494,322 pounds), 
$1,234,410; cocoa butter (2,241,982 pounds, all of 
which was imported), $672,903; milk powder 
(854,370 pounds), $235,895; sugar (6,605,509 
pounds), $683,126; starch and glucose (132,129 
pounds), $22,949; spice materials (27,907 pounds), 
$8,798 ; flour (2,200 barrels) , $27,704 ; essences and 
essential oils, $14,117. 


DRY SPELL THREATENS COCOA CROP 
(From a Staff Corkespondent) 
Washington, D. C., June 2, 1920.— A late re- 
port from the American consul at Puerto Plata, 
Dominican Republic, in connection with the cocoa 
crop, says in part : 

"The continued hot and dry weather prevail- 
ing throughout this district for the past month 
or more has made sad inroads upon the produc- 
tion of cocoa. The estimate for the crop con- 
tinues to dwindle, and against the yield of nearly 
50,000,000 lbs. last year, at present a crop of 40,- 
000,00 lbs. would be considered fortunate. If 
ample rains do not come soon the yield will be 
much below this. Also prices for cocoa are fall- 
ing rapidly and the value of this year's crop will 
not be over 65 per cent of that for last year's 
crop." — Lamm. 


BAHAI CACAO CROP IN 1920 
Late reports from Bahia, Brazil, indicate that 
the cacao crop for 1920 will probably he 132.000,- 
000 pounds. 


NEW CHOCOLATE FIRM IN CANADA 
Melbourne’s Chocolates, Limited, is the name 
o£ a new firm organized in Toronto, to manufac- 
ture both package and bulk chocolates, confec- 
tionery and novelty confections. 

NEW YORK COCOA COMPANY MOVES 
J. & C. Blooker, cocoa manufacturers, recently 
moved to 254 Greenwich street, New York. Tht 
firm was formerly at 46 Hudson street. 


PUREST AND BEST BAKING POWDERS 

Cream of Tartar and Pure Phosphate 

Buyers Private Brands at Attractive Prices 

Alao High Grade Cocoas under Private Brands 

MANHATTAN BAKING POWDER CO., 264 Spring St., New York 
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KNOWN HIGH QUALITY 


The reputation of 

Baker’s Cocoa 
and Chocolate 


preparations for 
flavor, purity and 
excellence is such 
that they are the 
favorites with 
consumers and 
are easily sold. 

WALTER BAKER & CO., Ltd. 

Established 1780 Dorchester, Mass. 



m cocoa 

IN BARRELS AND DRUMS 

| Also packed in tins under your 

Private Label 

& We make American and Dutch 
| Process Cocoa 

Write for our Latest Prict List 
State Style of Packing and 
Quantity Required Annually. 

Tell us where you saw this 
Advertisement. 

AMBROSIA CHOCOLATE CO. 

331-333-336 FIFTH AVE. 
MILWAUKEE. WIS. 


THE PROGRESSIVE CHOCOLATE AND COCOA 

MANUFACTURERS _ 

jTn_mr n rr -*■ 


Recent Porto Rican 
Experiments 

proved that eight-year-old trees, 
which yielded 205 pounds of hulled 
coffee to an acre, increased their 
yield to 402H pounds after an 
application of 

Nitrate of Soda 

Valuing the coffee at 15 cents a 
pound in Porto Rico, the use of Acid 
Phosphate and Nitrate of Soda made 
each acre’s yield worth $30 more 
than without Nitrate. 

Write for free books on coffee growing. 

Dr. William S. Myers 

Chilean Nitrate Committee 

25 Madison Ave. New York 


Sales Manager 

An exceptional opportunity for 
a high grade man possessing 
necessary qualifications. Suc- 
cessful applicant must have sat- 
isfactory record and experience 
in both wholesale grocery and 
pharmaceutical soft drink prod- 
ucts. Position demands man 
of proven ability, desirous of 
connecting with a strong organi- 
zation, located in Detroit, pre- 
paring to market nationally a 
superior coffee product. To ob- 
tain interview replies, which 
will be treated confidentially 
must give full details of past ex- 
perience, salary, age, etc. 
Address:— 

King Coffee Products Corp. 

226 Jefferson Avenue 
DETROIT 
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PRICES CURRENT 

Wholesale and Retail 

Aw of June 2, 1920 

Price $ to Wholesalers 

GREEN COFFEE 
(250 Bags or Over) 

Brasil Grades. Line or Grade Price. Cup Selected Price. 


Santos 7 

1#H 

w M 

“ 6 

22 

22 % 

" 5 

23 - 

23 H 

“ 4 

23)4 

24 

*■ 3 

24X 

24)4 

“ 2 

25 

25 

Rio 7 

15 


“ 6 

16H 


“ 5 

17)4 


“ 4 

19)1 

(No Rio Cup 

“ 3 

19J4 

Selections) 


2 . 


Green CorraE, Mild G hades — Line or Grade Prices — 


Maracaibo — 

Truxillos 19)4(5 

Bocono 20)4 fa 

Tovar 20)4 fa 

Merida 22 fa 

do washed. .23)4fa 
Cucuta — 

Ordinary 20)4(5 

Fair to good. .21)4 fa 
Primetochoice 23 fa 
Fancy 28 fa 

do washed.. 22 fa 
Porto CabeUo.l9)4fa 
do washed, .21)4(3 

Colombian— 

Ocana 20 fa 

Bucaramanga21 )4fa 

Tolima 25 fa 

Bogotas 17 fa 

Medelin 18 (5 

tManixales . . . 17 fa 
Mexican — 

Cordoba 20)4 fa 

do washed.. 24 fa 
Coatepec.. . .22 fa 
do washed. 25 fa 

•Oaxaca 22 fa 

♦do washed. 24)4fa 
Costa Rica — 

Common 17)4 fa 

Fair to good. .26 fa 
Primetochoice. 26Hfa 


(250 Bags or Over) 


Ban Salvador. .. .20 

do washed 23 

Nicaragua — 19)4 fa 

do washed 23 

Guatemala Coban — 

Common 17 

Fail to good . . . 23)4 
Prime to choice.26 
do unwashed ... 20 
Puerto Rico — 


Unwashed 

,.21 0 

5)22 

Washed... . 

..23 fa 

$26 


Unwashed. . . 

.... ( 

3 

Washed 

..22 0 

3)24 


Ordinary 

.17H< 

a 18 

G’d ordinary. . 

.18 fa 

|18>S 

Washed 

,.22 fa 

$23 


East India — 

Padang Int 

Corinche 

Kroe. 

Timor 

Private Estate . . . 

Fancies 33 

Abyssinian 

Mocha — small.. . . 
Liberian — 

♦Strait* 15)46 

♦Surinam 15 6 

Pamanoekin. . .17)4 fa 


♦Nominal because of Bmall arrivals. 
tCommon to fancy. 


>34)4 


TEAS 

China and Japan — Line Prices 
(75 or More Packages of One Number) 


Fooehow — 
Common . . 

Fair 

Good 
Superior. . 
Fine 


Formosa — 

Fair 

•Good 


Fine. . . 
Finest. 


COUNTRY GREEN 
Gunpowder — 

Extra 65 @ 

Firsts 47 @ 

Seconds 42 fa) 

Imperial — 

Firsts 46 @ 


19 f 

$20 

Thirds 

22 

$24 

Young Hyson— 

26 < 

328 

Extra 

36 

|37 

Firsts 

42 { 

|43 

Seconds 

57 « 

|62 

Thirds 

70 1 

$75 

Hyson— 

1.004 

$1,20 

Seconds 


Pinheads . . . 

.54 

@58 

Pan fired 25 

Extra 

.48 

@49 


Firsts 

.42 

343 

Congou — 

Seconds. . . . 

.32 

@35 

Common 26 

Thirds 

.24 

@25 

Good 28 

Iperial — 



Superior *. .32 

Firsts 

40 

@41 

Fine to finest.. .45 

Seconds 

.35 

@38 

Choice to choice- 

Thirds 

.31 

@33 

est 60 


India and Ceylon — Line Prices 


Pekoe Souchong.24 . 

Pekoe ...26 @30 

Orange Pekoe. . . 32 @35 
Ceylon — 

Pekoe Souch’g26 @30 

Pekoe 30 @36 

Orange Pekoe. 35 @55 
B. O. Pekoe @ . 


Darjeeling- — 

Fancy Orange. .90 
Java — ■ 

Pekoe Souchong24 

Pekoe 25 

Orange Pekoe.. 31 



@27 

@30 

@34 

@50 

@75 


@ 1.00 

@28 

@30 


SPICES — First-Hand Prices 


Black Peppers — 
Singapore .... 14 fa 

Aeheen A K 

Acheen B fa 

Aeheen C fa 

Lampong 13 )4fa 

White Peppers — 
Singapore. . . .24)4fa 

Penang fa 

Muntok 24)40 

Heavy' — 

Aleppy 17 fa 

Tellicherry. . .20 fa 

Red Peppers — 
Mombassa.. . .23)4(1 
Japan. Chil. . .32 fa 
Cloves — 

Zanzibar 46 fa 

Amboyna 49 ( 

♦Penang fa 

Pimento 8)4 fa 


.24 


Cassia — 

Saigon rolls, .. .38 < 

China, rolls 12)4( 

do sel, bk.. . . 10>4( 

Kwangsi 17 ( 

Batavia, Ext. . . 18 < 
do short stick 16# I 

Cinnamon — 

Ceylon 39 fa 

Ginger — 

Japan 13)4(2 

Cochin-ABC. . . 18)4fa 

do D fa 

Lemon 18)4 fa 

African 13)£faj 

Jamaica, 39 fa 

Nutmegs — 

75s to 80s 30 fa 

105a to 110s.... 30 § 
Mace 36 fa 


Accra. 

St. Thome 

Bahia 

Caracas 

Costa Rica. . 
Guayaquil* — 

Arriba 

M&chala . . . 


Caraques, 
Cuban. . . 


COCOA— -Fiebt 

Hand Prices 



..15 

® .. 

Dominica 

... 

$ 

..16 

@17 

Grenada 

-18)4( 

ii9 

-.13 H 

@15)4 

Hayti 

.12)4( 

813 

..19)4 

@20 

Jamaica 

•13)4( 

)15 

..16 

@17 

Maracaibo 

.34 

135 



Porto Cabello. . 

.23 

m 

..21 

@21)4 

Para 

■ 15 A 

m 

..23)4 

@24 

Sanches 

.13«C 

$14 

-.23)4 

@24 

Surinam 

.18 

$18)4 


a. , 

Trinidad Eat . . . 

• 18HC 

il9 


Prices to Retailers 

COFFEE 


(Bag Lots — 130 Poundb) 
Kind of Coffee. Green 


Santoa 

From 
.... 24 

To 

29 

Santos Peaberry 

.... 27 

33 

Rio 

.... 15 

19 

Maracaibo 

.... 22 

27 

Caracas 

.... 24 

29 

Bucaramanga 

.... 26 

30 

Bogotaa 

.... 25 

31 

Mexican 

.... 27 

32 

Costa Rica 

.... 26 

32 

Guatemala 

.... 26 

32 

♦Jamaica 



Padang 

.... 34 

. 40 

Mocha 

.... 37 

40 

♦Abyssinian 

33 

40 

Java 

Porto Rico 

.... 28 

32 


♦No quotations are being made. 


TEAS 

(Single Package Lots) 

Formosa 

Foochow 

Congou 

India 

Ceylon 

Gunpowder 

Young Hyson 


From 

29)4 

33 

18H 
27 K 

29) 4 

32 

30 ) 4 

33 
32 
32 

41% 

45 

40 \i 
34)1 


To 

35)4 

40K 

23)4 

33 

35)4 

36*4 

87H 

39 

39 

39 

m 

m 

m 

39 


From 
. 23 

! 26 
,. 25 
. 28 
. 28 
,. 35 
. 24 


To 

33 

60 

43 

47 

49 

50 
50 
36 
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CHICORY 


HENRY FRANCK SONS, Inc. 

FLUSHING, N. Y. 


a Growers, Dryers, Roasters and Manufacturers of Chicory 

ITRADE-MABM in a Il iu Various Forms 


COFFEE SRY-HY??? 

DON’T WORRY— YOU CAN SOLVE THE PROBLEM 
WITH OUR SCIENTIFICALLY PROCESSED 

COFFEE SUBSTITUTES, COFFEE FILLERS AND CHICORY SUBSTITUTES 


BEST ON EARTH 


SAMPLES AND PRICES ON REQUEST 

AMERICAN CEREAL-COFFEE COMPANY 

315-317-319 WEST CHICAGO AVE. CHICAGO, ILLINOIS 


Excellent for Reducing the Cost and Mixing with Coffees 

HILLIS TRIUMPH CHICORY SUBSTITUTE 

King Quality (Dark Draw) Best Blending 

(Medium Draw) (Mild Draw) 

Assures the Packer using them a satisfactory, profitable and 
permanent Ground Coffee Business. 

Now is a good time to start 

Samples, prices and mixing information mailed on request. 

HILLIS CEREAL MFG. CO., Rodney and Ainslie Sts., Brooklyn, N. Y. 


Tho*. P. Monahan G. A. Schmidt 

MONAHAN BROKERAGE COMPANY 

(Incorporated) 

DEPENDABLE BROKERS IN COFFEE 
506 South 7th Street, St. Louis, Mo. 

IF YOU WANT “SERVICE”— Command us 


E. B. MULLER & CO. 

Importers, Growers and Manufacturers of 

CHICORY AND 
COFFEE SUBSTITUTES 

... OF EVERY GRADE 

21 ' FRANKLIN STREET, NEW YORK 


DENISON HARWOOD COMPANY 

Coffee Importers and Roasters 


341-343 River St. 


CHICAGO 
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THE PRACTICAL RETAIL GROCER 

4} A department devoted to the discussion of problems which vex retailers; 
telling how to arrange, display and sell goods; how to systematize; how to 
advertise; how to obtain the maximum efficiency in the grocery business. 


ONE WAY TO SELL MORE COFFEE 


Inviting Consumers by Postcard to Attend 
a Demonstration Has Proved Profit- 
able in Actual Practice 


By William E. Dick . 

Aberdeen, S. Dak. 

pOR about two and a half months each spring 
1 and fall I demonstrate either tea or coffee on 
Saturdays, never both the same day. Any sales- 
man will do well in the larger towns and cities 
to demonstrate every Saturday. In smaller towns 
in farming sections it does not pay during the 
dead of winter, or the heat of summer. 

I invite customers to attend my demonstrations 
by postcard sent through the mails. I get up a 
new card each season and distribute fifty or 
seventy-five. Here is the one I’m using this 
spring : 


Things to Worry About 
One is bow to make good coffee every day. 
Often a man's temper the whole day is governed 
by the coffee he drinks for breakfast, and if 
weak or rank it will Interfere with his business. 

At the Quick Action Grocery, Webster, S. D., 
on Saturday, April 17, 1820, Mr. Dick, repre- 
senting the Denison Harwood Co., will* be here. 
Of course SEMINOLE, the choicest drinking 
coffee sold in this town, will be served. He 
will explain the best ways to make coffee. 
You are cordially invited to come In and have 
a cup or more and feel at home. 

Special Prices that day 
No one importuned to buy. 


Nothing I have ever tried has brought such 
direct results. 

For instance, a woman comes into the store: 
** Oh ! I will have a cup of coffee — yes, I just will 
have a second, your card said a cup or more!" 
Or she says "I don't care to drink coffee so 
^oon before dinner, but are you the man to tell 
the best ways to make coffee? I want to know 
how to make good coffee every day. The above 
and many others too numerous to mention, are 
actual lines of talk which come to me. 

This invitation appeal to the member of the 


household who is constantly having trouble with 
these most criticized items on the table. In my 
collection of various data about coffee in the 
homes, I find eight out of ten families still using 
open coffee pots. I teach them how to make 
coffee in these by using two pots. 

Often a year after, “on a return engagement,” 
a man or woman tells me: “ Mister, you sure got 
me right in making coffee, that fear I useter have 
is gone — for I don’t worry ’bout its not being 
good coffee now every time.” 

At times I think I am a true missionary of 
health and happiness. 


COFFEE-FLAVOR WINDOW DISPLAY 


An Exhibit of Appetizing Foods Made 
From or With Coffee Is Certain to 
Draw Attention 


/~\NE reason why M. Scher, Richmond, Va., 
was awarded the first prize of $100 in the 
Southern District during the recent national coffee 
window contest, was that he departed from the 
beaten path in making up his display. His win- 
dow struck an unusual note, and can be profitably 
adapted by other retailers of coffee. 

The motif of the Scher window was a iarg 
variety of foods which had been made from 0 
with coffee. Among them were coffee Wane 
mange, coffee custard pie, coffee jelly roll, coffe< 
eclairs, coffee sponge cake, coffee pound cake 
coffee cream puffs, coffee pastries, coffee jelly 
coffee othellos and moca tarts. 

This galaxy of good things to eat made a dei 
inite hit in Richmond, and many people wen' 
blocks out of their way to look at the display 
expressing astonishment that so many appetizing 
things could be made from or with coffee. Thi-‘ 
was educational advertising with a vengeance. 

To link coffee up with the foods, Mr. Scher 
had a sign in front naming the articles in p- 
window and explaining “Everything in this 
dow made from or with coffee.” The floor un- 
covered with green coffee, showing the entire 
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A Consistent Fair Trade Policy ' 

has won for us the enthusiasm, respect and co-operation of 
four hundred thousand distributors of 


Shredded Wheat Biscuit 

A clean, pure, wholesome, nutritious food has won for us millions of con- 
sumers. We shall endeavor to keep both distributors and consumers by the 
same fair-trade policy and by the same cleanly and sanitary methods of 
manufacture. Considering Its high nutritive value Shredded Wheat is the 
most real food for the least money. There is no substitute for it It is 100 
per cent, whole wheat. 

Made only by 


The Shredded Wheat Company, Niagara Falls, N.Y. 



When Writing Advertisers, Kindly Mention The Tea and Coffee T^ade Journal 


750 


THE TEA AND COFFEE TRADE JOURNAL 


June, 1920 


Aragon blend handled by the store. The back- 
ground was made up of Aragon package coffees. 

In the opinion of S. F. Guggenheimer, presi- 
dent of the Aragon Coffee Co., Richmond, which 
firm supplied the coffee, it is essential in making 
a display of this kind to show the coffee itself 
as well as the foods which can be made from or 
with it. 

The retailer wishing to make a display of this 
kind can probably have the foods prepared at his 
home, or possibly he can arrange with a neigh- 
borhood baker to do the work; it would mean 
good advertising for the baker as well as the 
grocer. Recipes can be found in almost any 
modern standard cook book. 

RETAIL GROCERY STORE COSTS 

An Analysis of Operating Expenses in the 

Year 1919 Which Indicates a Slight 
Increase in Costs 

T HERE was in increase of 0.6 per cent in the 
total operating expenses of typical retail 
grocery stores in the year 1919 as compared with 
the preceding year. This is shown in Bulletin 
No. 18 recently issued by the Harvard Bureau of 
Business Research under the title of “Operating 
Expenses in Retail Grocery Stores in 1919.” 

The reports forming the basis of the bulletin 
came from 263 retail grocers in 37 states and 
Canada, the volume of business ranging from 
$8,500 to $653,000 annually. Reports from only 
175 retailers were found sufficiently complete to 
be available for the final tabulations. 

It is stated in the bulletin: “A comparison of 
the reports from 73 stores that sent in statements 
for both 1918 and 1919 shows that in these stores 
the common figure for total expense in 1918 was 
14 per cent and in 1919 14.6 per cent— in other 
words, an advance of a little over one-half of 1 
per cent.” 

The expenses for 1919 are shown in detail in 
this table: 

NET SALES— 100%. 

Low- High- Oom- 

est. est. mon. 

Wages of sales force 2.22% 10.54% 4.9% 

Advertising 0.01 3.0 0.2 

Wrappings and other selling 

expense 0.11 1.52 0.6 


Low- High- Com- 
'est. eat. mon. 

Total selling expense 2.98 11.60 5.U 

Wages of delivery force 0.32 4.06 1.4 

Other delivery expense 0.01 2.96 1.0 

Total delivery expense 0.65 6.17 2.4 

Buying, management and office 

salaries 0.69 4.85 2.0 

Office supplies, postage and 
other management expense.. 0.01 0.91 0.1 

Total buying and management 

expense 0.99 5.25 2.1 

Rent 0.17 4.19 u 

Heat, light and power 0.03 1.15 0.23 

Taxes (except on buildings, in- 
come and profits) 0.01 0.63 0.2 

Insurance (except on bnildings) 0.01 0.75 0.15 

Repairs on store equipment ... . 0.01 0.8 0.07 

Depreciation of store equipment 0.01 1.27 0.27 

Total interest 0.33 3.66 1.0 

Total fixed charges and unkeep 

expense 1.2 8.72 3.2 

Miscellaneous expense 0.05 3.26 0.5 

Losses from bad debts 0.01 1.45 0.3 

Total expense 6.57 25.35 14.5 

Some of the representative items covered by 
the bulletin which show its value as a guide to 
retail grocers are : 

Wages appear to have advanced slightly faster 
than the increase in price of merchandise, the 
common figure for 1919 being 4.9 per cent of the 
total expenses as compared with 4.6 per cent in 
1918. 

There was a slight decrease in delivery expense. 
Seventy per cent of the stores delivered over one- 
half of the merchandise they sold. Stores that 
used cooperative or union delivery systems 
showed a substantial saving in delivery expense. 

The losses from bad debts were smaller than 
in any of the years the Bureau has collected 
figures. 

The average net profits in the stores that sub- 
mitted reports for both 1918 and 1919 were no 
higher than in the preceding year. 

' The store with the lowest total expense had 
a stock-turn of 13.2 times a year. The lowest 
rate of stock-turn was 0.55 and the highest 29.2 
times. 

In stores granting credit (as 89 per cent of the 
total reporting did) from 50 to 75 per cent of 
their sales were on credit. A large number of 
grocers are using ratings of retail credit agencies. 

Some 117 grocers purchased over 75 per cent 
of their goods from wholesalers. Thirty-seven 
stores reported that they purchased part of the 
merchandise from cooperative buying associations, 
the general tendency seeming to be to buy cereals 
and flour from these sources. 



Settles the 
Question 


A Quality Brand Backed by Persistent Consumer 
Publicity 

It Will Build Your Coffee Trade 

MEYER BROS. COFFEE & SPICE CO. 


ST. LOUIS 
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Sell two pounds of Ryzon 
where you sold one before 

To make RYZON sales for the grocer doubly easy, we are 
making an unusually attractive offer to consumers. 

It is this: 

Without charge we will mail the new Ryzon Baking 
Book, originally priced at $1.00, to any one who 
purchases two or more pounds of RYZON Baking 
Powder and sends us her grocer’s name. 

This offer is being extensively advertised in newspapers and 
magazines throughout the country. 

Grocers will find that this offer will meet with a ready response 
from their trade. The RYZON Baking Book is well known as 
the last word in modern baking efficiency and housewives will 
be only too glad to get it and to try RYZON under these attrac- 
tive conditions. 

Don’t wait for your customers to ask for two pounds of 
RYZON. Tell them about our book offer yourself. 

Tell them about the high quality, the economy and the 
reliability of RYZON— and assure them that they run absolutely 
no risk in buying two pounds because R^: ZON keeps perfectly 
in the closed can. 

You can increase your sales by taking advantage of this offer. 

GENERAL CHEMICAL t£X 

FOOD DEPARTMENT 
NEW YORK 


THE PERFECT BAKING POWDER 
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QUALITY GOODS WIN SUCCESS 

How a Cincinnati Tea and Coffee Merchant 
Developed His Business Into One 
of the Largest in the City 

B Y selling only quality goods a merchant can 
make a success of the tea and coffee business, 
in the opinion of C. A. Lishawa, one of Cincin- 
nati's leading specialty merchants. Mr. Lishawa 
is president of the Blyth Tea Company, one of 
the city’s oldest and most progressive wholesale 
and retail tea and coffee firms. He has always 
adhered to the handling of quality products, and 


side of the entrance are two spacious windows 
which are always kept fresh with new displays 
of the goods handled by the store. People using 
the scales cannot help see the displays, and many 
are lured into the store to buy. 

The Blyth Tea Company was established in 
1888 as a retailer of good coffee and tea. About 
ten years ago, when the firm was incorporated 
and Mr. Lishawa became president, a wholesale 
department was added. Today about fifty per 
cent of the company’s business is made up of 
sales to other retailers, and thirty per cent of 
hotel and restaurant trade. The trade keeps two 
Ford delivery trucks busy all the time. 



One of Cincinnati’s Leading Tea and Coffee Stores, Built Up on Quality 


recently the business was forced to move to new 
and larger quarters at 1202 Vine street. 

In addition to sticking to quality products, Mr. 
Lishawa believes a storekeeper should work un- 
usual merchandising stunts occasionally. In the 
entrance to his store, he keeps an automatic 
weighing machine which any passerby can use. 
It is free and is used almost constantly during the 
da^ by men and women, boys and girls. On either 

A N C L 

The Non-Poisonouft 
Fly Destroyer 


The business is operated on a profit sharing 
plan whereby employees are stockholders and are 
guaranteed a profit over a stipulated poundage. 
The net profits on sales over the maximum are 
equally divided among the employees every mouth. 
Mr. Lishawa says this plan has solved his labor 
problem. 

In addition to tea and coffee, the company han- 
dles spices, peanuts and sugar. 


E F O O 

TIn United state! Public H.ilth Sarto advlicif 
“Anenkal Fly Deetreying device* muit be rated 
h extremely dengervut, and should never be 
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Announcement 

TO THE TRADE: 


I N December, 1917, the Attorney General of the United 
States began a prosecution against Colgate 8s Company. 
The indictment in that case, as construed by thdlCourt in 
the course of the litigation, merely charged that we re- 
fused to sell to customers who did not adhere to our sug- 
gested resale prices and that this was a violation of the 
Sherman Law. The case went to the Supreme Court of 
the United States, which decided that the policy in question 
was entirely lawful and that any manufacturer has a right 
“freely to exercise his own independent discretion as to 
parties with whom he will deal.” 

Basing his action largely upon the same evidence which 
he had before him in 1917, the Attorney General has now 
brought a second suit against us. We are again indicted 
for an alleged violation of the Sherman Law. The charge 
this time is that we protect resale prices by a system of 
agreements with our customers, not merely by refusing 
to sell to price cutters. 

We deny this charge and shall contest this case as we 
did the former. It is our intention to continue refusing to 
sell to those whose resale prices we regard as unfair both 
to our customers and ourselves. 
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PRACTICAL SALESMANSHIP 

Little Talks with Retail Merchants on How 
to Get the Most Out of Their Busi- 
ness Opportunities 

M OST readers of this paper will agree that the 
merchandising experts of Armour & Co. 
ought to be in a position to give valuable advice 
to retailers. Here are some thoughts which this 
company has recently prepared for grocers : 

How many customers come in your store each 
day and purchase only a single item? If you 
don’t know, try a daily count for the next few 
days. 

Don’t allow your clerks to have the idea that 
it doesn’t take salesmanship to sell groceries. It 
takes mighty good satemen to sell your cus- 
tomers. 

Your clerks may need instruction — you may 
have to educate them to the real ideas behind the 
selling of merchandise. But, get them straigh- 
tened out on the real sales idea basis and your 
store will profit accordingly. 

For instance. Mrs. Brown comes into your 
store in a receptive frame of mind. She may 
only have thought of three or four things that she 
needs — but in nine cases out of ten she needs a 
dozen more. 

That’s where salesmanship comes in. You or 
your clerks can supply her with what she asks for, 
or you can sell her the items she is likely to need. 
It rests entirely with you and the salesmanship 
used. 

Consider the salesman who sells you the stock 
on your shelves. Does he merely take an order 
for the stock marked down in your “want” book? 
Of course he doesn’t. He’ll call your attention 
to item after item— stock that you are short on— 
he sells you everything you need. 

You can do the same thing with the Mrs. 
Browns, Smiths and Jones that come in your 
store. Study Mrs. Brown’s kitchen cabinet list. 
Make a mental note of the items on it. Suggest 
them to each customer — call her attention to the 
fine new peaches you received the day before. 
Sell her everything she needs — not just what she 
thinks she wants. 

What is your average sale per customer to-day? 


Compare it with a similar average thirty days 
from now — after you have put real salesmanship 
into practice. 

It means much to you. You turn over your 
invested capital quickly. Sales expense and over- 
head are materially reduced — and you render 100 
per cent, service. 

Intensified salesmanship and bigger profits go 
hand in hand. 

Good Salesmanship is the active force that 
strengthens Business Policy — it is the visible act 
of Service— the actual performance that creates 
confidence. Let’s see how it works out. 

You may know that your merchandise is the 
best — that your prices are right — that you are "on 
the square”— but you must sell your customers on 
that idea. You do not give complete service when 
you let a customer leave your store with only part 
of the merchandise she needs. 

A certain large men’s furnishing house will not 
permit their sales people to say “Is that all?” 
They insist that there is never a time when a 
customer’s relations with their establishment 
ceased, so they insist, on the question “ Is there 
something else to-day?” 

Instill this thought in the minds of your clerks 
— there is always something else. Not one cus- 
tomer in ten leaves your store with everything 
she needs. Try to find out what that need is and 
fill it. 

Suppose, for example, that Mrs. Brown leaves 
your store without — say, shortening. Perhaps she 
has cooking to do when she gets home. She would 
have appreciated it if you had called her atten- 
tion to such a staple article. 

Related products displayed on counter or table 
quickly make sales. For instance, Tuesday is 
baking day in many homes. This suggests that 
Monday is a good day to display the items neces- 
sary for baking. Saturday is housecleaning day 
and suggests entirely different items for Friday’s 
display. Then there are Sunday breakfasts, 
special holidays, etc., that suggest special items 
on which sales can quickly be increased by a little 
effort. 

Suggested Sales are not forced sales. Sug- 
gested possible needs — building the full purchase 
— is good salesmanship and 100 per cent, service. 


EMPIRE HARDWARE COMPANY 



Grocera* 

Butchers* 


STORE FURNISHINGS 


Bakers* 

Restaurants’ 


SCALES, CANISTERS, SHOW CASES, REFRIGERATORS, Etc. 
ELECTRIC COFFEE MILLS 

272-274 West Broadway New York City 

Write for complete Catalogue 




June. 1920 


THE TEA AND COFFEE TRADE JOURNAL 


755 



Build Your Coffee Department First 


COFFEE MILL 

will not only increase your coffee profits, by 
enabling you to sell your own bulk coffee 
freshly ground to meet the wishes of each 
individual customer, but, by bringing people 
into the store for coffee, will add materially 
to the sales in your other departments. The 
Peanut Butter Attachment makes it possible 
for you to feature this profitable item also. 

Ask for free booklet, "How to Build and Hold a Retail Coffee Business." 

The Hobart Manufacturing Company 

80 PeDn Avenae Troy, Ohio 

Pioneer manufacturers of Electric Coffee Mills and the largest. 



Mr. Strader own3 a small grocery 
in a residence district. Since he 
has installed the Hobart Electric 
Coffee Grinder he has been selling 
on an average of eighteen hundred 
pounds of coffee per week. He 
says it is the greatest investment 
he ever made — that it has enabled 
him to sell a hundred pounds of 
coffee where he formerly sold one. 
He claims that the Coffee Depart- 
ment is the very backbone of his 
business, and that through its 
development he has been able to 
greatly build up his general sales. 
His slogan is, “ Never lose a cus- 
tomer’s Coffee Business and the 
rest will take care of itself.” 
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HINTS FOR MERCHANTS 

Some Shrewd Observations on How to 
Conduct Business So as to Make the 
Best Out of Opportunities 

A dvertising without quoting prices shows 

your confidence in your salesmen. Advertis- 
ing the prices also shows your confidence in your 
goods — and prices. 

A good many retailers give such liberal window 
and poster display to a few of the proprietary 
articles they handle that all the individuality of 
their own store is buried out of sight. 

One of the best habits to cultivate is interest in 
your customers’ wants. Interest means earnest- 
ness, thoroughness. The customer pays for good 
service. If she gets her money’s worth she’s 
coming again That’s as sure as sunshine. 

The fact, if it is one, that your competitors 
misrepresent is not a good excuse for following 
in their lead. You are on the watch for some 
distinguishing feature peculiar to your own busi- 
ness, for advertising purposes. If you have dis- 
covered their weak point, misrepresentation, 


make it your strong one, and don’t misrepresent. 

Appearance counts for much and one of the 
first requisites of success is to appear successful. 
The man who fails to keep his windows up to 
date; who sends out circulars printed upon the 
cheapest kind of paper that will hold together to 
be printed ; who uses only half enough newspaper 
space to properly tell his story, is rather forcibly 
advertising the fact that he is not upon the road 
that men call prosperity. 

Whatever you agree to do — do. If you agree 
to put the order up yourself or to give any part of 
it your personal attention — do it. If you agree 
to have it sent at a certain hour — see that it is 
sent 

Keep faith. Misrepresent nothing for the sake 
of making a sale. Represent things truthfully 
and candidly. These are sale bringers. 

GROCERS TO SELL PEANUTS 

The Peanut Growers Association, with $250- 
000 capital, has been formed by Virginia and 
South Carolina peanut planters, and will market 
peanuts through wholesale and retail grocers in 
a new way. Rufus S. Freeman, sales manager 
of the new association, says: 



Domino Syrup in Demand 
at all Seasons 


Your syrup business will not stop with the coming of 
summer if you sell Domino Syrup. This high grade 
syrup has extensive summer uses. Housewives buy it 
for sweetening cooked dishes as well as for table use. 

Domino Syrup is a cane sugar syrup of the same high 
standard of quality as Domino Package Sugars. 


American Sugar Refining Company 

“Sweeten it with Domino” 

Granulated, Tablet, Powdered, Confectioners, Brown, 
Golden Syrup. 



Every account is ready for instant settlement 

when the N. C. R. system for 
charge accounts is used 

W HEN a customer comes into your store 
and wants to know how much she owes, 
you can tell her the amount instantly. 

No time is wasted in hunting for her account 
in a large ledger. No time is wasted adding 
up the items or striking a balance. There is 
no worry about the accuracy of the figures. 

Your clerk merely looks at the last charge slip 
filed under the customer’s name in the N. C. R. 
Credit File and there is the total of her account 
to date. 

This saves time for the customer, for the clerk, 
and for you. 

You have the satisfaction of knowing that the 
amount she pays is right. 

You know the amount is right, because with 
the N. C. R. Credit File you cannot forget to 
make charges. You cannot forget to credit 
money received on account. Mistakes cannot 
go undetected. 

The National Cash Register Company, Dayton, Ohio 
Offices in all the principal cities of the world 
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" We expect to make the peanut a food 
product, same as beans, walnuts, raisins, etc. 
That is, we expect to put these peanuts up in 
containers of one pound, two pounds and four 
pounds, and sell them through the channels of 
the wholesale grocers, through the retailers, to 
the housewives of the United States. We have 
discovered that we can roast the peanuts, pack 
them in vacuum cans, and they will stay fresh 
for two or three years. 


Want A&ofrtfafmftitH 


Classified want advertisements under regular bead- 
ing $3 for twenty-five words or less. Additional 
words /our cents each. Payable cash Kith order. 


Hrlp IBantrt) 


EXPERIENCED coffee roaster can make a good con- 
nection. Give detailed experience and reference 
when answering. Johnson-Earl-Meyebs Company, 
Pittsburgh. Pa. 


MANAGER of flavoring extract department for long 
established Middle West concern. Must be capable 
executive and understand flavoring extract business 
thoroughly. Fine opportunity for right man. Re- 
plies treated confidentially. Address Box 510, care 
of The Tea and Coffee Trade Journal. 


fHrnttUanrima 

FOR SALE — One No. 5 Jabez Burns & Sons portable 


roaster, one Lambert Economic No. 3 roaster ; both 
in first class condition. Write for particulars if in- 
terested. The Van Camp Packing Company, 
Indianapolis, Ind. 


FOR 8ALE — One Burns No. 1 2 bag roaster, fan, 
stoner, and cooler; complete roasting outfit, at a 
bargain. Address Box 508, care The Tea and 
Coffee journal. 


FOR SALE — Long established coffee and spice busi- 
ness ; fully equipped plant, good trade ; equipment 
includes three Burns’ roasters. Owner wishes to 
retire from business. Address Box 509, care The 
Tea and Coffee trade Journal. 


FOR SALE — 100,000 one pound coffee cartons, 
printed with our name and brand. Can be used 
with label as top and bottom flaps; are not 
decorated. $5.00 per thousand. Write for sample 
to Box 511, care of The Tea and Coffee Trad® 
Journal. 


You may b« the Very Man we need 
If 

You are an experienced tea man, 

If 

You are a salesman and executive 
And If 

You can work harmoniously with other interlocking 
Department Heads — 

To the right man we will give entire charge of our 
Tea Department. We have a remarkable sales organi- 
zation selling Coffee and Tea, bat believe that the 
Management of the two Departments should he 
divorced. 

As to salary, that Is up to YOU — Not to US. 

There Is no reason why the right man should not earn 
from $10,000.00 to $15,000.00 Anuually within five 
(5) years. 

Address W. B. R. 

Care of The Tea and Coffee Trade Journal 


Rows and rows of Yuban packages are continually going 
on to the shelves of thousands of grocery stores. 

At once off they go into the hands of hundreds of thousands 
of customers. 

These quickly moving packages tell the story of the demand 
for Yuban. 

You will find that Yuban repeats as no other coffee does. 

ARBUCKLE BROTHERS 

Yuban Coffee Department 

NEW YORK PITTSBURG CHICAGO 
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¥ Profitable Sales 

Your service today marks your success 
or otherwise. Cleanliness and serv- 
ice are solid foundations for profitable 
business. By the use of a 

UN1VEKSAL 

Electric Coffee Mill 

you get the unending services of a “ silent 
salesman ” who grants every customer’s wish. 
Grinds coarse, medium or fine. 

No. E9 2 n Order from Your Jobber 

rapid double grinder . 

SG&.Vfc?*’ tn. TRADE) {UNIVERSAL^ 


SS&.Vfc?*’ >n. TRADE) ^UNIVERSAL) 

LANDERS, FRARY &■ CLARK, SiS™? 



“The Brands That Brew the Best” 

Some merchants achieve a maximum of 
result with a minimum of effort. 

Little EFFORT is required to sell Chase & 
Sanborn’s teas and coffees, but the RE- 
SULT is something more than increased 
sales of Chase & Sanborn merchandise. 
Shrewd merchants profit by augmented sales 
of general groceries stimulated by the 
trade-building qualities of 

CHASE & SANBORN’S 

High Grade Teas and Coffees 
BOSTON CHICAGO MONTREAL 


What’s in a Name? 


In an advertised packaged 
coffee like 



success, its 
like the name of a friend that 
you know — and can trust. 

Progressive merchants are fea- 
turing Hotel Astor Coffee. 

B. FISCHER & CO., Inc. 

190 Franklin Street 
NEW YORK 
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Farrington's 

“Eagle and Lamb” 
JAPAN TEA 


THE G. B. FARRINGTON COMPANY 

Established 1804 NEW YORK 


LEMON PIE FILLING 

In 16 oz. Cans 

Your Brand or Ours Flavored 
With Juice of Lemons 

Best Quality Made No Artificial Flavoring — — Lowest Price . 

Send for Sample 

ARCADIA FOOD CO. 174 Hudson St., N.Y.C. 

When Writing Advertisers, Kindly Mention The Tea and Coffee Trade Journal^ 
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MACARONI 


POTATOES 

All foods are high, but the price 
of potatoes is and will be pro- 
hibitive throughout the year. 
The only thing to do is to get 
along without them. 

PUSH MACARONI AS A 
SUBSTITUTE FOR POTA- 
TOES. It has the same high 
percentage of food value. It is 
just as appetizing — easy to pre- 
pare — and costs less — much less. 

If you are not among those “ live 
ones ” who are now distributing 
HARVEST, write for prices. 
This is the time of the year to 
begin. 


The Briggs Cereal Products Co. 

Cincinnati, Ohio 


KAFFEEHAG 1 

ITS PERFECT 
COFFEE 



KAFFEE HAG COFFEE does not in. 
t erf ere with the sale of your own cof- 
fees. It is a perfect caffeine-freed 
coffee, blended from choicest selected 
coffees and is intended for those people 
who are NOT at present drinking or- 
dinary coffee. Instead they are now us- 
ing numerous cereal substitutes which 
in recent years have gained tremen- 
dously in popularity, interfering with 
the grocers' coffee sales. 

Sell KAFFEE HAG and increase your 
coffee sales. 

AT ALL JOBBERS 

KAFFEE HAG CORPORATION 

New York City Chicago Cleveland 



Cocoanuf 

Creme 

Custard 


Fast Selling 
Food Specially 


Packed under your private label. Complete 
sales campaigns and large quantity of litera- 
ture and circulars like the above given with 
each order. 

Write at once for samples and prices. 

This product will prove a money-maker for 
any tea man. Originated by 

Federal Pure Food Co. 

CHICAGO 
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TEA AND COFFEE PREMIUM TRADE 

A department devoted to the interests of users of Premiums, 
Advertising Specialties and Novelties in these trades. 


mnimne 


THE WHY OF PREMIUM GIVING 

The Soundness of the System as an Adver- 
tising Principle in Present Day 
Merchandising Methods* 

By Esten W. Porter 
N ew York 

I N order to justify its existence and use, pre- 
mium advertising must stand the test of effic- 
iency and economy. Dollar for dollar, will it 
produce beneficial results to manufacturer, re- 
tailer and consumer, comparable with other 
methods of sales promotion? Those who are 
familiar with its power and profit welcome the 
| test, fully confident of a favorable verdict. They 
: believe that as a sound, logical, dignified and effec- 
5 five method for the creation and maintenance of 
sales, it stands upon as high a plane as the more 
common forms of advertising, such as newspaper, 
periodical, bill board, street car, electrical signs, 
highly decorated containers and the like. Indeed 
it has many of the good points possessed by these 
and others that they do not possess. 

Some have a preconceived prejudice against 
the use of premiums and refuse to consider the 
subject in a candid and open-minded manner. 
They dismiss it with the remark, “We never use 
premiums. We sell our goods upon their merits. 
The quality of our brands and our fair prices 
make buyers call for them.” 

In not a single instance is this a fact. Pro- 
ducts must be popularized, must become favorably 
known to the consuming public to command its 
hade. It is simply a question as to the most eco- 
nomical and potent method for the creation of 
such demand. 

The Necessity of Advertising 
•_ No concern that has achieved a large and prof- 
ile business ever attained it by simply having 
'good article and selling it at a fair price. Lit- 
:r %, there are thousands of trade-marked goods 

, * Excerpts from an address delivered by the presi- 
of the Premium Service Company at a conven- 
of gales and advertising men of the Nestles 
r ^ Q| i Company. 


that have never been heard of outside of the 
immediate neighborhood in which they are pro- 
duced. Yet, doubtless, they are of as high a qual- 
ity and could be bought at as low a price as other 
brands in the same line that are known and dis- 
tributed from one end of the country to the other. 

The difference is due entirely to advertising. 
Granted that a concern has as good an article, 
yes, one even that is of better quality than those 
already on the market, and that it is offered at a 
lower price than that for which the advertised 
product is sold, how much will be called for if 
quality and price alone constitute the sales pro- 
gram? 

The advertising appropriation is one of the 
regular items in the budget of every enterpris- 
ing manufacturer. Advertising costs money and 
the consumer pays for it, the same as he pays 
for every clement of expense incident to the man- 
ufacture and sale of the article — the ingredients 
from which it is produced, the labor, power, rent 
and salaries. Advertising being a legitimate 
charge against the cost of production and sale, it 
is but just that the consumer pay the bill. 

Not “Something for Nothing’* 

He who says he does not believe in the use of 
premiums on the ground that they are unethical, 
a bribe, and an attempt to fill the people with the 
“something for nothing idea,” is either blinded 
by prejudice or has failed to give the subject ser- 
ious thought. 

Premium advertising is not something for noth- 
ing. There is no such thing. Somebody pays 
for everything and, in this case, the consumer pays 
for the premiums, the same as he pays for the 
newspaper advertising, the street car and bill 
board space, the salesman’s expense, the rent, 
power and every item incident to production and 
distribution. 

But mark this important distinction between 
premium advertising and all other forms of ad- 
vertising: the consumer gets something back out 
of the expenditure along premium lines, but gets 
absolutely nothing back out of the expenditure for 
ordinary forms of advertising. Instead of being 
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something for nothing, it is something in place of 
nothing. 

For example let us suppose that a manufacturer 
makes an advertising apropriation of $100,000. 
One half of this he devotes to the more common 
forms of advertising, and the other half to the 
purchase of merchandise for distribution as pre- 
miums among the users of his goods, such dis- 
tribution being made to consumers in exact pro- 
portion to their purchase. 

The consumers pay the entire $100,000. It is 
included in the price of the goods. From the 
first half they receive back nothing. From the 
second half they receive merchandise, the retail 
value of which is considerably more than the 
$50,000 expended. The cost of the advertising 
is the same in both instances, but from one the 
consumers get no direct benefit, while from the 
other they receive tangible value in excess of the 
advertising cost. 

Exception may be taken to the broad statement 
that consumers receive nothing of value from the 
expenditure for space advertising, and the like. 
It will be claimed that by reason of increased 
sales, the cost of manufacture and distribution 
has been reduced, with a proportionate benefit to 
consumers. This is true, but logically it must also 
be agreed that consumers profit in a similar way 
from increased sales due to the premium expendi- 
ture and, in addition, receive about $75,000 worth 
of merchandise. 


IF I WERE A MERCHANT 
And distributed calendars or souvenirs of any 
kind advertising my business, I would include in 
my field of distribution all of the shore resort 
cottages and summer homes in my vicinity. 

Summer residences generally lack calendars, 
thermometers, telephone pads, and the like, and 
people are willing to go out of their way to 
obtain such handy articles. 


THE PREMIUM USERS 

Some Business-Getting Plans That Have 
Been Successfully Worked by Live Tea, 
Coffee and Grocery Merchants 

H ERE are some of the latest successful ginger 
ideas followed by live tea, coffee and grocery 
merchants who find that premiums "help sell the 
goods.” 

What a Texas Firm Offered Its Customers 
Gordon, Sewall & Co., Inc., Houston, Texas, 
recently announced through newspaper advertiser 
ments in their section of the country that thej| 
were giving away as premiums a 20-year guaranf 
teed aluminum ware and high grade cut glas| 
article with sales of the firm’s Rice Hotel bran^ 
of coffee. The advertisements said, in part : "I 
is possible for us to distribute these premiums t 
the people who are building the prestige of Ric 
Hotel Quality Coffee— our customers— because w 
have diverted a portion of our advertising ap 
propriation for the purpose. We believe that thi 
method will prove mutually advantageous. SaV 
our seals — they are worth money.” 

l 

Nebraska Firm Gives Cooking Utensils 
The Consumers Tea & Coffee Company, Lit 
coin, Nebr., recently ran advertising displays i 
many newspapers throughout the state, offerin 
any one of eight pure aluminum ware cookin 
utensils free with every purchase of a 25-poun 
order of the firm's Old Hickory or Special brant 
of coffee. The utensils included lO^-inch f ryin 
pans, 2-qt. tea pots, 3-qt. coffee pots, 6-qt. sau< 
pans, 2-qt. percolators, 6-qt. preserving kettle 
and sets of three bread pans. 


WHAT A NEW YORK GROCER THINKS 
H, MoDroe, of Geneva, N. Y., writes : “ Enclos 

kindly find N. Y. draft for $5.00 for two years' sfl 
Bcription. Would not be without The Tea and Coffi 
Trade Journal for Fifty dollars.” 


TEA HINTS FOR RETAILERS 

By JOHN H. BLAKE 
275 pages; 24 illustrations; cloth bound 

A book of practical and accurate informa- 
tion about the history, cultivation and manu- 
facture of tea, gathered by the author during 
an experience of over twenty years’ active 
service in tea circles. 

Every retail grocer should have this book 
and become versed in the knowledge of one 
of the most important items in his stock — 
•one of the few articles on which he may make 
a really good profit. 

Sent postpaid on receipt of $1.50 by 

THE TEA & COFFEE TRADE JOURNAL 

79 WALL STREET Sob Agesti NEW YORK 


The Premium De Luxe) 

Hundreds of the livest Coffee Roasters and] 
Wholesale Grocers have 

REVOLUTIONIZED THEIR SALES 

by using Saxon Chinaware — “the premium with 
back-fire.” We have new and up-to-date plans consisted 
with all rulings and statutes. 

* We can help you — will you 
/ let us? 

Write Today 

THE 

SAXON CHINA CO. 

SEBR1NG, OHIO 
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THE BANKERS S,f P s °: 

A tect their interests. Membership is confined to banks that 

conform to legitimate banking practices. 

Other professions and businesses have similar associations with a 

high ethical standard. 

From the advertiser’s standpoint, the greatest and most useful co-oper- 
ative organization is the Audit Bureau of Circulations, comprising adver- 
tisers, advertising agents and publishers. 

It protects the advertiser and his agent. They are enabled to know 
positively the facts regarding the circulation of the publications with which 
they place contracts. 

It protects the publisher against unfair competition, as the falsifier 
of circulation statements is barred absolutely from membership in the 
A. B. C. 

The experienced advertiser, before placing a contract for space, asks 

to be shown the A. B. C. credentials of the publication. 

THE TEA AND COFFEE TRADE JOURNAL is a charter 
member of the A. B. C. 


BANKERS 



A NEW ERA IN COFFEE MAKING 



VACUUM PROCESS COFFEE MAKER 

THE HOUSEHOLD PREMIUM OF 
UNLIMITED POSSIBILITIES 

It takes the luck out ol coffee making. 
Perfection of operation and construction. 
Economy fn the use of coffee. If you sell to 
women write us at once for particulars and, 
price upon this great premium. 

Semple sent for trial to any rated concern. 

ALUMINUM PRODUCTS COMPANY 
La Grange, Illinois 
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